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Category: Luxury. Year Formed: 1837. Louis Vuitton's mission is to inspire the. â€œSoul of Travelâ€� (L'Ame du voyage) â€“ a nod to the luggage that the brand began with â€“ though the LV range now includes fashion and fragrance as well as leather bags, watches, jewelry and accessories. Louis Vuitton frequently collaborates with. 
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THE TOTAL VALUE OF THE TOP 50 MOST VALUABLE FRENCH BRANDS...
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$240.4 BILLION
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LUXURY, PERSONAL CARE & TELECOM PROVIDERS DOMINATE BRAND VALUE



$ = Brand Value US $ million
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French TOP 1 50



Four of the Top 10 are luxury brands, two are telecom providers, and two are personal care brands. $ = Brand Value US $ million
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The Top 10 by Brand Contribution



Healthy brands deliver a healthy bottom line. We measure a brand's health through combining its readings on five aspects of brand vitality. The average score for all brands is 100.



Brand contribution measures the influence of brand alone, excluding financials or other factors, on a brand in the mind of the consumer. It tends to be a key driver of business growth and is measured on a scale of 1 to 5, with 5 the highest. All ten brands scored 5.
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BRAND CONTRIBUTION



The Top 5 healthiest brands in the French Top 50.
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FEELING GREAT!
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To ﬁnd out more about BEST COUNTRIES visit: https://www.usnews.com/news/best-countries
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Download the Mobile App at www.brandz.com 40
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TOP 50 MOST VALUABLE FRENCH BRANDS 2018



WELCOME



ENTREPRENEURIAL SPIRIT COMBINES BEST OF OLD AND NEW



I am delighted to introduce you to the inaugural WPP BrandZ™ Top 50 Most Valuable French Brands ranking at a time of great change in France. As the country adjusts to newly elected President Emmanuel Macron’s vision for France and its future, this ground-breaking study ranks the country’s most successful brands, analyzes their strengths, and identifies the key forces that are driving growth in this market. It is the first edition of an annual review that will track and anticipate the rapidly evolving environment for brands in France, and will chart the changing fortunes of the country’s most valuable brands. We are incredibly excited to be bringing the BrandZ™ study to France. This is one of the largest economies in the European Union and the seventh-biggest in the world. It is also an economy proving adept at managing change.



Hope and confidence poised to deliver change



France’s influence around the world has stemmed from exploration and diplomacy; from style and craftsmanship. That rich heritage is serving French brands well. In times of change and uncertainty, consumers gravitate towards longestablished brands that are trusted for quality. At the same time, the landscape in which business is done and on which brands are built is being transformed. This is to some extent happening the world over, but



in France it comes at a time when, postelection, there is hope that the government can help unlock new development opportunities and help people build a strong future for themselves. France’s economy grew at 0.4 percent in the first quarter of 2017, beating forecasts of 0.3 percent. This is still slow growth by world standards, but does signal that recovery may be under way. France’s educated and talented workforce, strong infrastructure and appetite for innovation are laying the foundations for future growth. This is, after all, the country that gave the world the word “entrepreneur”. In fact, at the world’s biggest consumer electronics and information fair, CES 2017, more than 260 French companies were represented, and at the Eureka Park exhibition zone for startups, there were more French startups this year than from China, Israel or the UK.



As France’s cultural and business exports change, so too does the image of “Brand France” that they carry with them. In this report, we examine the strength of the relationship between Brand France and the brands of France, which has been a powerful exemplar for consumer and destination brands the world over. The changing face of French business, combining the strength of the past with the energy of the current crop of entrepreneurs, will help determine what France stands for in the mind of the modern global consumer. We take an exclusive, in-depth look at data and analysis from the “Best Countries” research done by Y&R’s BAV Group, with Partners US News and the Wharton Business School, which shines a light on how country of origin affects French brands.



So while France is perhaps best known for producing Chanel and Louis Vuitton, it is also the birthplace of tech-based innovators such as BlaBlaCar, Criteo, Devialet, and a growing number of rising stars.



DAVID ROTH CEO, The Store WPP, EMEA & Asia and Chairman, BAV Group [email protected]
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TOP 50 MOST VALUABLE FRENCH BRANDS 2018



WELCOME



For WPP, France is one of our Top 10 markets in the world, and it’s a market of increasing strategic importance to us, especially given the UK’s decision to leave the European Union. We are therefore expanding our network in France, and have made several recent investments and acquisitions. These include taking a stake in Les Nouvelles Editions Indépendantes SAS, a media group focused on investments in the French and international media sectors. LNEI has investments in French titles such as Le Monde, Vice France and the French edition of The Huffington Post. We have also acquired Conexance, a database marketing company and a leader in statistical modeling of consumer behavior that helps predict future purchases. Conexance is based in Lille and Paris, and will work closely with Wunderman, Kantar and GroupM. And, last summer, our operating company Grey took a majority stake in full-service digital agency Sensio. Investments of this kind are a clear demonstration of our long-term vision for this market. Whether you’re a French brand or a global name, in this report I hope you’ll find inspiration and guidance to help you create and grow more meaningful, impactful brands both in France and beyond. On page 36, Take Aways provide succinct, action-oriented recommendations for brands based on our expert analysis of the market. We’ve also included summaries of the Top 50 most valuable French brands. Brand experts from WPP companies across the country share their market wisdom and sharp insights through extensive Thought Leadership and Brand building Best Practices essays.
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And we present all this with stunning photography and a vibrant design that reflects the beauty and verve of the country itself. At WPP, the global communications services leader, our companies have been engaged in France for over 25 years. Today, over 4,500 people work across 67 companies and 75 offices across France, providing advertising, marketing, insight, media, digital, shopper marketing and PR expertise. It’s part of our global presence in 112 countries. By linking all this talent, creativity, wisdom, and horizontality, we amplify global trends and insights that help our clients in useful and unique ways. We invite you to access our unrivalled BrandZ™ resource library. Along with the new BrandZ™ Top 50 Most Valuable French Brands report, the library includes these annual studies: BrandZ™ Top 100 Most Valuable Global Brands, BrandZ™ Top 100 Most Valuable Chinese Brands, BrandZ™ Top 30 Most Valuable Spanish Brands, BrandZ™ Top 50 Most Valuable UK Brands and BrandZ™ Top 100 Most Valuable US Brands. To download these and other reports, please visit www.BrandZ.com. For the interactive BrandZ™ mobile apps go to www.BrandZ.com/mobile. The backbone of all this intelligence remains the WPP proprietary BrandZ™, the world’s largest, consumer-focused source of brand equity knowledge and insight, and WPP’s proprietary BrandZ™ brand valuation methodology. First we analyze relevant corporate financial data and strip away everything that doesn’t pertain to the branded business. Then we take a critical step that makes BrandZ™ unique and definitive among brand valuation methodologies. We conduct ongoing,



in-depth quantitative consumer research with more than 170,000 consumers annually, across more than 50 countries, to assess consumer attitudes about, and relationships with, over 100,000 brands. Our database includes information from over three million consumers. It reveals the power of the brand in the mind of the consumer that creates predisposition to buy and, most importantly, validates a positive correlation with better sales performance. At WPP, we’re passionate about using our creativity to create and build strong, differentiated brands that deliver lasting shareholder value. To learn more about how to apply our experience and expertise to benefit your brand, please contact any of the WPP companies that contributed expertise to this report. Turn to page 220 for summaries of each company and the contact details of key executives. Or feel free to contact me directly. Sincerely, David Roth, WPP



[email protected] Twitter: @davidrothlondon Blog: www.davidroth.com
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TOP 50 MOST VALUABLE FRENCH BRANDS 2018



INTRODUCTION



OVERVIEW



HOPES THAT TECH FOCUS AND REFORMS WILL SPARK ECONOMIC GROWTH Change at the Élysée Palace has brought hope that, after two years of uncertainty and division during election campaigning, the new leadership can unlock much-needed economic growth for France.
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President Emmanuel Macron has promised to “work for everyone”, with an ambitious program of reforms; his party seeks to take the center ground of French politics, and has rebranded as La République en Marche (The republic on the move).



His broad goals are to increase investment and develop a new model for growth that benefits social mobility and the environment.



organic food to be served in schools and workplace canteens, and more resources in schools and for adult training and education.



“I am for a progressive world. I do not propose to reform France; I propose to transform it at its deepest level,” President Macron has said.



“We will make France a land of experimentation, where it will be simpler and faster to experiment with new industrial solutions,” Macron has said.



His plans include making budget savings of €60 billion in the next five years, reinvesting €50 billion and creating a €10 billion fund to renew industry. He proposes to reduce the number of public servants by 120,000, make France’s famously strict labor laws more flexible, make deep reforms to state pension schemes, and slash corporation tax from 33 percent to 25 percent.



Changing gear



The goal is to bring unemployment down to 7 percent by 2022 – it’s currently 9.6 percent, compared to just 3 percent in Germany. There are also plans to reduce social security contributions, giving individuals more spending power. Education and technology are key areas of focus for investment. The Macron vision is for France to be a world leader in the development of green technologies, for



In many ways, France is ripe for transformation in its economy, and this change is taking place already, if slowly. The proportion of French GDP coming from services rose from 76.6 percent in 2005 to 78.8 percent in 2015. Technology has been a key element of this shift in emphasis, and France has been making a name for itself as a hotspot for startups. Research by Tech.eu suggests that in 2016, venture capitalists invested in 590 French tech startups, compared with 520 in Britain and 380 in Germany.



Niel, is designed to put everything that startups need under one very large roof. Among the founding partners are Facebook, which has opened a “Startup Garage”, Vente-Privee, and Amazon Web Services. On the World Economic Forum’s networked readiness index, which assesses the factors, policies and institutions that enable a country to leverage information and communication technologies (ICT) for increased competitiveness and wellbeing, France ranks 24th out of 139 countries. It has climbed two places in the past two years, and is described by the WEF as “pushing the frontier of networked readiness in the country”. France is seen as a global leader in delivering public online services to its citizens, and there is a dedicated Minister of State for Digital Affairs.



In mid-2017, the world’s biggest startup campus opened in Paris. Station F, the brainchild of billionnaire telecommunications entrepreneur Xavier
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INTRODUCTION



OVERVIEW



A publicly funded initiative to promote French startups under a single brand, La French Tech, was launched in 2012, and support for technology-based businesses is expected to strengthen under Macron, who was present at the opening of Station F. Paris is fifth (just ahead of Berlin) out of 60 cities that make the European Commissionsupported European Digital City Index, which describes how well different cities support digital entrepreneurs. In addition to Station F, there are around 250 co-working spaces, and some highprofile innovation hubs, including the NUMA hub, as well as a strong talent pool emerging from the capital’s respected universities. But the tech revolution extends well beyond the capital. Lyon has been nominated by the government as one of 13 “Metropole French Tech”, with research centers, innovation labs, incubators and co-working spaces to foster and accelerate startups. Toulouse, meanwhile, home of Airbus Industrie, is emerging as a center of expertise in software development and “Internet of Things” hardware, with close links between educational institutions, investors, industry and SMEs. And Bordeaux hosts the international event Bordeaux Digital week at centers across the city. The city attracts talent working on mobile apps, gaming and e-commerce.



Rennes, meanwhile, has long been a strong research and innovation center, particularly in telecommunications. Grenoble is acknowledged as a global nanotechnology cluster. The list goes on. These hotbeds of innovation represent a tiny part of the French economy, at least for now, but they are highly important because the broader economy is in need of a shot in the arm. GDP growth has hovered around the 1 percent mark for several years, which puts France lagging behind growth rates seen in the UK and Germany. The paradox is that while some individual French brands and companies are among the strongest performers on the world stage in their sectors, there has been a malaise in the broader French economy. There are signs that things are on the up, however. Irrespective of the changing of the guard at the palace, the World Bank was already tipping acceleration in growth, to 1.2 percent in 2017 and 2018, rising to 1.4 percent in 2019. Macron was swept into power with twothirds of the popular vote, and in June 2017, consumer confidence hit a 10-year high. But the challenge he faces, even with such a mandate, is considerable. And as early as Bastille Day, some commentators were starting to wonder if the new king’s crown was already losing some of its lustre. As others have found before him, changing France’s labor practices can be a painful



18



if not impossible process. While young entrepreneurs may be putting in long hours and embracing digital opportunities, there are strong French traditions around long holidays and a comfortable, long retirement. And with other controversies playing out on the sidelines – such as that over an official role for Madame Macron – the ability of Macron to implement his policies is far from certain.



Looking ahead There are opportunities, as consumers adjust to the changing reality in which they live, for brands to make meaningful connections. They can be not just present but also relevant, enriching people’s lives, even in small ways. For brands that fail to get the balance right between the volume and presence of their advertising, and the meaning and value it delivers to the audience, there is a very real danger of creating a consumer backlash. The latest Kantar TNS Connected Life study shows that almost half of French consumers feel they’re being followed by brands online, and they’re using ad blockers at double the global average rate. The strongest and most successful French brands are telling stories that resonate with people’s lives. Consumers here are sophisticated and discerning; they expect an increasingly complex relationship with the brands they make part of their lives.
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KEY RESULTS



FIRST FRENCH RANKING HIGHLIGHTS OPPORTUNITIES FOR INNOVATORS
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TOP 50 FRENCH BRANDS WORTH US$240 BILLION The combined value of the BrandZ™ Top 50 Most Valuable French Brands 2018 is US$240,407 million (or roughly €201,413 million). This is broadly comparable with the value of the Top 50 UK Brands 2017, which are together worth US$234 billion.



LOUIS VUITTON IS FRANCE’S MOST VALUABLE BRAND The luxury brand whose initials alone have come to signal quality and craftsmanship around the world is the most valuable brand in the inaugural BrandZ™ Top 50 French Brands ranking. LV has a brand value of $35,505 million. The brand began with the decision by a young Louis Vuitton, then just 16 years old, deciding he would make trunks for travel. The brand is still known for its monogrammed luggage, as well as a regularly refreshed range of clothing, shoes and accessories. From humble beginnings, it has become a truly global brand.



MEGA BRANDS DOMINATE THE RANKING Value is heavily concentrated at the top of the French ranking, with the number one brand, Louis Vuitton, accounting for 15 percent of the value of the entire Top 50, and the top five brands contributing 49 percent of the brand value of the leading 50 brands combined. This domination of the ranking by a small number of mega brands is a pattern we see in other markets. In the UK, for instance, the top brand accounts for 12 percent of the Top 50’s value, and more than 40 percent of the brand value in the ranking comes from just five major brands. This phenomenon is less pronounced among the Top 50 brands in the 2017 BrandZ™ global ranking; that ranking has a greater proportion of high-value brands, and the number one brand, Google, accounts for only 8 per cent of the Top 50’s value.
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INTRODUCTION



KEY RESULTS



DIVERSITY OF BRANDS REFLECTS FRENCH ECONOMY DELIVERING ON FAME, BUT OFTEN LACKING MEANING



LUXURY MARQUES SET FRENCH RANKING APART The prevalence and influence of luxury fashion, accessories, fragrance and cosmetics brands lends the French Top 50 ranking a flavor that is completely distinct among other BrandZ™ rankings from around the world. There are seven luxury brands in the Top 50, and they account for a disproportionately high level of the ranking’s value, contributing 37 percent of the value of the entire Top 50. Personal care brands – there are eight in the French Top 50 – contribute a further 19 percent of the ranking’s total value. Many of these brands have a century or more of heritage, and both reflect and have helped create France’s image on the international stage as a hub of beauty, fashion and quality craftsmanship.
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The most valuable French brands are household names, even if many are priced out of many consumers’ reach. On the BrandZ™ measure we call salience, which indicates how easily they spring to mind when a consumer thinks of their category, they massively outperform the average of all French brands – counting those that fall outside the Top 50. Where they falter, however, is being meaningful, which is essentially a measure of how a brand makes people’s lives better. They are well known, it is clear, but what they are known for is becoming somewhat less clear in people’s minds, and there are signs that some of the top French brands risk losing relevance. Innovation is one of the attributes that BrandZ™ research shows is strongly linked to increases in relevance to consumers – and which adds value to a brand and nurtures consumer love. This is an area where French brands tend to under-index compared to strong global brands, and provides a strong opportunity for improvement.



The range of brands and categories represented in the Top 50 French brands signals much about what makes the country and its consumers tick. There are the most prestigious names in fashion and perfumery, as well as more affordable personal care brands that offer more modest pampering. There are the brands that quite simply make the country work – banks, insurers, telecom providers and energy suppliers – as well as transport service providers and manufacturers, soft drinks and alcoholic drinks. Retailers also play a prominent role in a ranking comprising 14 categories.



BRAND VITALITY LAGS TOP GLOBAL PERFORMERS Some of the most valuable and globally successful French brands have been neglecting aspects of their vitality, which BrandZ™ measures with a score called vQ, or a brand’s Vitality Quotient. BrandZ™ has been tracking some of the leading French brands over many years as part of the annual BrandZ™ Top 100 Global Brands ranking. These French brands have grown in value at less than half the pace of the leading global brands over the past decade, and this mirrors their vQ performance, which is generally poor compared to the most valuable global brands. While they have scale that has sustained them in the past, their lack of brand vitality now makes them vulnerable. This is important because France is home to a great many entrepreneurial brands – as well as being welcoming of strong global brands – which are well positioned to exploit any weaknesses.
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INTRODUCTION



KEY RESULTS



TOP 5 LEARNINGS FOR MARKETERS Even global giants need support



Many of the brands that feature in the French Top 50 are among the most widely recognized and coveted brands in the world, and their current scale shows that they have built both brand and companies simultaneously. But businesses that nurture the power of their brands can punch above their financial weight, improve their resilience during a financial downturn, and create the best conditions in which to grow future sales. This is essential for French brands now, as, like many brands across Europe, they are being challenged by evolving consumer priorities and high levels of competition, often coming from unlikely quarters.
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Make branding a priority and reap rewards



Analysis of the BrandZ™ ranking shows that the healthiest and strongest brands are those that can best generate volume sales, justify a premium, and grow their value at a pace that outperforms brands in general – factors that all add to their bottom line. Over 10 years of Global BrandZ™ rankings, it has become clear that the share price of valuable brands is better insulated when external factors buffet the market, and these brands make a faster return to growth when conditions improve. Over time, their returns to shareholders have averaged almost four times the returns of the MSCI World Index, a global market tracker.



A strong history doesn’t guarantee future relevance



Longevity in the market and generations of satisfied customers are of course a great advantage to brands, and many of the brands that feature in the French Top 50 have earned their place over decades, if not centuries. But heritage alone is not enough; brands must constantly demonstrate to consumers that they stand for something that’s relevant to people’s lives today, or they risk losing their ability to win sales and command premium pricing.



Emotional connections can deliver growth



It should be taken as read that brands must live up to or exceed the expectations they create in customers’ minds, and they must deliver an experience that the customer feels is “worth it”. But this is just the starting point for building strong, valuable brands. Meaningful brands are those that meet consumer needs and at the same time generate a strong emotional bond between consumer and brand. When brands are meaningful in a way that helps them stand out from the crowd, they tend to be healthier, and this has a positive impact on their bottom line. Meaningful difference is conveyed through products and services as well as also through compelling and memorable communications. Advertising by meaningfully different brands doesn’t just hit the target audience – it moves them.



Dynamism and innovation can unlock potential



French brands put in a lacklustre performance when it comes to innovation, a crucial aspect of brand health because it is closely linked to love. Love, in turn, helps sustain sales and brand value during the gaps between innovations. Yet the brands that are seen as the most innovative by French consumers are largely outside the BrandZ™ Top 50. This should serve as a sign of a healthy competitive market in which progress is in the pipeline – but also a word of warning to some of the biggest French brands. Innovation doesn’t mean tearing up a successful, century-old perfume formulation or switching from haute couture to fast fashion; rather, it is about being seen as leading a category, being dynamic, and feeling as fresh and relevant as ever. Challenged by increasing competition from brands from across Europe and beyond, and by consumers’ rising expectations, it is essential that businesses invest in brand equity, and be relevant and meaningful to the next generation of global consumers.
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CROSS-CATEGORY TRENDS



Across the western world, we are seeing that in a climate of political and economic uncertainty, people are scrutinizing more closely the brands they engage with, and are seeking brand partners that share their values. No longer are recyclable packaging and a tree-planting policy enough to satisfy increasingly discerning and well-informed consumers. People are now reading labels, but also reading up on companies’ supply chains and how businesses treat their employees. Doing “good” in these areas is not just a “nice to have”, nor a luxury available only to those brands that can afford to make sustainability a priority. Now, brands can’t afford not to make this a priority. They need to work towards a bigger purpose than making and selling things.



CONSUMERS ARE CONCERNED



E-commerce is on the increase – it’s now even possible to buy a new car online, thanks to a partnership between Amazon and the carmaker SEAT. But the use of e-commerce varies considerably, not only between different people but also between categories. When they’re looking for deals on travel, entertainment and technology, many consumers are comfortable shopping online, but those same people are less inclined to click when they’re shopping for clothing, shoes, baby products and groceries, with the majority still preferring the physical shopping experience for those. Kantar TNS research shows that among those categories with low e-commerce penetration, there is strong consumer interest in switching to online if the price is right, delivery is fast and quality is guaranteed; this is, therefore, a market in which apparently stable categories are ripe for disruption by new online offerings that can change buying behavior. Most of the online shopping that’s happening so far is via laptops and desktop computers; smartphone shopping is yet to take off at scale.



THE RISE OF E-COMMERCE
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CROSS-CATEGORY TRENDS



People don’t just want to accumulate more things – they want to enjoy life and make memories, and that means consumers are looking for brands that can deliver or help them create experiences. It is this desire that fuels demand for things like coffee shops, where everyone knows the cost of the actual coffee is only a fraction of what the customer pays, but it’s worth it because along with the coffee, the customer is also getting the music, the service, the sofas and ambience – and perhaps even a brief sense of relief from the daily routine. As well as making memories, consumers increasingly want to create content they can share; it’s important that experiences are photogenic, especially in a market where nearly 20 percent of people online are using Instagram, and 70 percent are Facebookers. In the consumer’s world, the online and offline experience are inseparable; brands can use technology to ensure that the experiences they offer are similarly integrated.



EXPERIENCE IS THE NEW, NEW THING



Evolving media consumption habits are changing the way people relate to brands, and the balance of power has shifted in favor of the consumer. Not only are they in the driving seat when it comes to determining when they engage with brands – about a third of French consumers are using digital ad blockers – they’re also being guided by new sources of information and opinion. When looking for a product or brand recommendation, Facebook is a frequently mined resource, followed by Twitter and YouTube. In fact, more than a third of French consumers now consult Facebook about brands, while only about 20 percent consult their friends and family in the physical world, and about the same proportion (19 percent) consult blogs, online forums or review sites. In this climate, it’s essential that brands are online, listening to what’s being said about them, and responding in real time, both to general sentiment and to individuals’ questions and expectations. Email and instant messaging are much preferred as a customer service tool to having a discussion with staff in a store, and among the most intensely digital consumers, the preference for dealing with a brand online and via social channels is especially high. The opportunity is strong for brands that can be available when and where consumers want them, without being seen as intrusive.



THE BALANCE OF POWER HAS ALTERED
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CROSS-CATEGORY TRENDS



Older people are redefining what it means to age, with retirees enjoying active, busy lives. At the other end of the spectrum, young people are not just very different to their parents, they’re increasingly different to each other. Key distinctions are emerging between the young and the very young, and they aren’t always what you might expect. Generation Z, who are still in their teens, are the most likely to be influenced by celebrity content, for instance, and are more engaged with online music. But they are also highly diverse, and in many cases are more sensitive about privacy than those in their 20s and 30s, and are the most likely to say they only enjoy content that feels honest and real. This makes the creation of communication that is effective across all generations tough – not just because they appreciate different content through different channels, but are also responsive to contact from brands at different times of day. What unites people across generations is a preference for branded content that is useful or entertaining ahead of many other ad formats, unless those formats give users the power to adapt and interact with them.



GENERATION GAPS ARE WIDENING
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What unites people across generations is a preference for branded content that is useful or entertaining ahead of many other ad formats.
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ECONOMY AND DEMOGRAPHICS



Centers of population



Total Population1



Economy GDP (2016)1



Population 66.99Mil.



Land area1



GDP Growth Rate (2016)1



549,970SQ. KM



GDP Growth Forecast (2017) 4



2,228.9Bil. 1.2%



1.2%



€



10.65Mil.



Paris + Surburbs Italy



Japan



US$



US$



US$



41,490



38,147



41,534



291,000 US$



42,651



Germany



US



US$



US$



48,839



Imports (2016 est) 2



US$



561Bil.



0.84% France



65 years and over



19.12%



55-64 years



12.44%



25-54 years



38.04%



15-24 years



11.80%



0-14 years



18.59



Finished secondary school or has a higher (non-degree) qualification Degree or comparable qualification



489Bil. 496,000



Main Export Partners2



Germany, China, Italy, US, Belgium, Spain Netherlands, UK



Germany, Spain, US, Italy, UK, Portugal



Lyon



French Economy by Sector (2016 est.)1 Agriculture



Q1 2016



Industry



19.4%



18.3% 43.7% 38.0%



Q1 2015 Q1 2014



45.1



Spain



US



42.3



37.9



China



37.1



Life Expectancy2



81.8



78.7



85.1



9.6 10.2% 10.3% 10.2%



Japan



Italy



85



82.2



Households 3



Morocco



China



76.9



75.5



Indonesia



72.7



Single adult with children



Technology Internet Users Per 100 People (2015) 4



Other



11.1%



France



%



Monaco



89.5



6.3%



Unemployment Rate1 Q1 2017



1.7%



Italy



46.9



41.2



%



Finished primary or lower secondary school



57,325



Main Import Partners2



Japan



Among people aged 25-54 years



Exports (2016 est) 2



US$



79.5%



of total population (2015)



Median Age2



Education3



Nantes



UK



Rate of urbanization2



Population by Age2



GDP Per Capita5



France



Urban Population2



84.7



Italy



65.6



US



74.6



Spain



78.7



Germany



UK



87.6



92.0



Brazil



Italy



Couple without children



26.1%



Single adult without children



34.7%



Mobile Subscriptions Per 100 People (2015) 4



Ease of Doing Business4



453,000



(29 out of 190 markets)



Toulouse



29 1



France



103



Spain



108



Main Industries Energy, machinery, chemicals, automobiles, metallurgy, aircraft, electronics, textiles, food processing and tourism.
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118



Japan



125



127



151



Couple with children



190



21.7%



344,000



Services



78.8%



US



853,000



Nice



Marseille



1



Institut national de la statistique et des études économiques, INSEE 2 CIA 3 Eurostat 4 World Bank 5 OECD (all figures in dollars for comparison)



35



01



TOP 50 MOST VALUABLE FRENCH BRANDS 2018



INTRODUCTION



KEY TAKE AWAYS



3



IF THE PRICE IS JUSTIFIED, THEY’LL PAY



While householders are fairly cautious with their budgets, they are prepared to pay a premium for goods when that premium is clearly justified and provides a benefit they consider to be worth it. That benefit could be a taste they can’t get from a cheaper product, a promise of quality, or simply the way it makes a person feel when they buy or use the brand. In the tea category, for instance, the century-old brand Kusmi Tea has used celebrity association, fashion-inspired advertising and a focus on urban women seeking flavor and a sense of wellbeing to justify its premium pricing. And in a market where wine is usually the tipple of choice, high-end beer brands have been growing sales, with a focus on the sensory benefits they provide, and a flavor range tempered to match French palates.



THERE ARE GREAT EXPECTATIONS



1



The growth in online shopping is raising consumers’ expectations for speed of delivery and other aspects of customer service across a wide range of sectors. Online shopping has given everyone a taste of next-day (or even sameday) delivery and people are starting to wonder why any retailer ever needed a week to send something from A to B. Likewise, returns are expected to be easy, and service is expected to be seamless. This is not just about a shift from physical to online shopping, although that is what’s happening, with more than 4.5 million French householders now buying groceries online, mainly on a “click and drive” collection basis. This trend is about brands and retailers focusing on the quality of the customer experience, and working relentlessly to eliminate points of pain.
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LESS IS MORE



SHOW, DON’T EXPLAIN



4



French consumers are both sophisticated and impatient. Long lists of product features are not considered interesting; consumers respond not to what a product or brand does, but rather the effect it can have on their lives. If they want to know about the product spec, they can Google it or ask their peers. In the balance between appealing to the rational mind of the shopper and the emotional desires of the consumer, lean towards the latter. Show how you can make them feel. Brands in categories from soft drinks to cars and electronics should bear this in mind. Demonstrating the effects of a brand makes a more powerful connection than explaining what causes the effect.



2



French consumers are buying less and buying smarter. Sales of fast moving consumer goods are growing at their slowest rate for four years, and spending on health and beauty has become a lower priority, as people seek more natural personal care solutions. While some unseasonal weather patterns have been a factor in the sluggish pace of sales – and in some areas, concerns about terrorism and strikes have discouraged people from going shopping – there’s an underlying trend towards consuming less, buying more responsibly, and choosing smarter. Show not just that your product or service is cheap; make it the smart choice.



37



01



TOP 50 MOST VALUABLE FRENCH BRANDS 2018



INTRODUCTION



KEY TAKE AWAYS



THINK BEYOND PARIS



5



Paris is where much of the country’s wealth is generated, where business headquarters tend to be, and where the wealthiest early adopters of new trends tend to work. But less than 4 percent of the French population actually lives here, and campaigns that are too Paris-centric risk overlooking the majority of the country. If a campaign has a national audience, think more widely and be more inclusive, or consider adapting content for different regions. National TV and press campaigns still have their place, but digital technology now allows greater precision of targeting, and this precision should be applied not just to different age groups but also geographically.



6



MEAL TIMES ARE CHANGING



Cooking and eating are at the heart of French culture and that’s not going to change in a hurry, but what is evolving is what and where people eat their meals. Eating out at breakfast is rare but is growing at about 10 percent a year, and breakfast at home is becoming a more gourmet affair, perhaps due to the popularity of TV cooking programs such as MasterChef and Le Meilleur Pâtissier. At other meal times, starters and desserts are dropping off the home menu, people are cooking using more pre-prepared ingredients, and snacking is on the rise, not just when people are on the go but also at home. This means brands have to think quickly about how to maintain their relevance to people’s daily lives, perhaps through different occasions. Changing eating habits represent an opportunity for those who can diversify now to benefit from emerging consumer trends.



FIGHT SCEPTICISM WITH AUTHENTICITY



7



There’s growing disillusionment among European consumers about the brands they encounter, and in France, only 7 percent of people describe brands generally as “honest and transparent”. But not all brands are equal, and brands that feel authentic to consumers can overcome scepticism, according to research by Cohn & Wolfe for its annual Authentic Brands ranking. French brands Chanel and Michelin are among the Top 100 most authentic brands globally (ranking 39th and 46th respectively), as they are seen as bridging the “authenticity gap”. Among French consumers, the brands seen as most authentic are Chanel, Audi, Yves Rocher, Michelin and Mercedes-Benz. The most authentic brands get bought more and recommended more, and authenticity is unrelated to category or price; brands as diverse as Pampers and BMW are seen as highly authentic. Authentic brands aren’t immune from making mistakes, but their authentic pedigree makes them more easily forgiven if they make a correction. What authentic brands have in common is: They keep their promises on quality, they treat customers and their data well, and they communicate honestly and act with integrity.
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HEALTH IS HOT



8



Outside observers often associate France with slim waistlines and fine dining, but World Health Organization data shows that two-thirds of adults in France are overweight, and 22 percent are obese. Childhood obesity is also a problem, and consumers are looking for products and services they see as helpful in adopting a healthy lifestyle. This means not just “free from” foods but also products they see as being more natural. Organic products – not only food but also textiles and personal care items like body lotions – are perceived as being a healthy alternative. The organic produce organization Agence Bio says the value of organic food sold in France in 2016 reached €5.75 billion, up almost 15 percent in 12 months, and that roughly 20 percent of eggs and 12 percent of milk sold in France is organic. Organic baby food is a particularly fast-growing sector. While French consumers are watching what they eat, their use of fitness-tracking devices is so far low compared to their European neighbors; just 4 percent of people use them, compared to 8 percent of Brits and Italians, and 9 percent of Spaniards.
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GREEN IS GOOD



11



Consumers are looking beyond price and quality and are examining the environmental and social responsibility credentials of the products and brands they engage with. To some extent, responsible behavior regarding the environment is simply an expectation, with those brands that fail to perform to a basic level regarded as sub-standard. Environmental messages are starting to play a more prominent role in brand communications as a result of growing demand for responsible consumption. Carrefour’s TV ads have featured children asking questions about the supply chain, addressing responsible fishing and the use of antibiotics and GM feed for chickens. Other supermarkets have made announcements of bans on the sale of eggs from caged hens, and Intermarché now sells “ugly veg” both fresh and tinned, offering a discount on misshapen items in the interests of reducing food waste.



GOOD TASTE CHANGES OVER TIME



9



Attitudes to entire categories of food are heavily influenced by trends such as cooking contests on TV, and by fashionable diets. Foods considered to be either on the “good list” or the “bad list” can change places with great speed. At the moment, there’s a determination among many people to consume less alcohol, which is hitting beer and wine sales. There’s also a drift away from frequent consumption of red meat and cold cuts, and other animal products. Milk and dairy products have been similarly affected. The global rise in consumption of gluten-free products has been seen in France as well, though has not taken hold to the same extent as in other European countries. The home of the baguette does not surrender its love of bread easily, but there is strong demand for gluten-free pasta, biscuits and ready meals.
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KEEP IT REAL



12



Retail is no longer just a place in which to make a transaction, it’s increasingly a place where consumers go to interact with a brand. Much of the browsing and buying experience of shopping can be done more conveniently online, so people are looking for something else from the physical store experience – or more real-world experiences from brands outside the retail context. That something else could be an opportunity to get hands-on with a range of products, a chance to draw on the expertise of staff, or just a fun diversion from their day. The Orange boutique in Opéra offers shoppers the chance to be helped by expert coaches, try out products and, in keeping with the brand’s focus on innovation, pay without passing through a physical checkout. Google France meanwhile launched Curiocité, a content platform that invites people to experiment with the world around them using Google tools, featuring a series of live events at which people could experiment and “unlock unseen parts of Paris”. The point was not to sell but to engage.



10



DATA AND CREATIVITY ARE A POWERFUL COMBINATION Many brands now have access to a vast amount of information about the consumers they have relationships with – and those that they’d like to engage with. But putting that data to good use is often where they get stuck. When brands are able to mine their data and combine that with true creativity, the results can be extremely powerful. IKEA in France, for instance, has a long-running loyalty card scheme, but few people – even members – understood all the benefits it brings. The retailer used a deep dive into its data to better understand its different audience segments and their motivations, and then used ultra-personalized communications throughout the year to supplement funny digital out-of-home messages that joked about the benefits of membership. The number of members and their understanding of the scheme shot up as a result.
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OLD IS GOLD
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The average age of people in France is 41, and those aged over 55 now make up nearly a third of the population. Nearly 20 percent are over the age of 65. These older consumers are rewriting the rules about what it means to be middleaged or elderly, using their leisure time to pursue active and often expensive interests. They’re living longer and leading more active, healthier lives than those of their own parents. That’s important news for brands, who often focus on young consumers in the hope of winning their loyalty for the long term. Older consumers are more likely to be the ones with money to spend right now, however, and brands that push beyond stereotypes about older people and provide relevant products, services and communications stand to win the “gray euro”.
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FAMILIES ARE BREAKING WITH TRADITION



The nuclear family comprizing a married couple and their kids is no longer typical of French life; one-third of households are single people and there are multi-generational families, step-families and more, which mean goods sold in family-size packs or with traditional family imagery in their advertising are declining in relevance. Brands have generally been slow to reflect the change in French family life, but some are moving away from well-worn family imagery and creating a point of difference between themselves and their competitors. Ikea in France has featured divorcees, insurer Matmut has focused on stepfamilies in its advertising, and the fashion store Eram shows a range of non-nuclear families in its ads, including one in which a child says: “As my two moms say, the family is sacred.”
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CONVENIENCE RULES



Busy working households have brought about a change in the way people shop, in some ways returning to the daily shopping habits that people’s grandparents may have had. Rather than filling up the car with a big weekly shop, urban French consumers are increasingly buying just for the day ahead – or even the next meal. This has both led, and been led by, a boom in the number of small-format supermarkets that make it quick and easy to pick up just a few items at a time. Carrefour alone has now opened more than 4,000 convenience stores, and other supermarket chains are doing the same. These stores carry a much smaller range that is highly tailored to the shoppers in the local area, with a focus on fresh goods. The select range and the profile of buyers at these stores means stock tends to sell at a premium; people want great produce that’s either ready to cook or ready to eat, and they’re prepared to pay for that.
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MULTIPLE SCREENS HAVE A MULTIPLIER EFFECT



TV viewing is going strong in France, but even when people are tuning in, they’re likely to be tuning into something else on another screen at the same time. Almost 60 percent of French consumers say they regularly use a mobile phone or computer while they’re watching TV, and a much higher proportion of people than in other European countries say find appealing the idea of complementary advertising in which they interact via an app with content related to what they’re seeing on television. Multi-screen behavior can have a cumulative effect on the impact of a brand, providing layers of information and experience that are unlocked by the consumer at their convenience. But so few French TV ads have a complementary online element – under 10 percent, making it the lowest rate in Europe – that the second screen is largely a competitor for people’s attention in France, rather than a supplement to it. Brands have an opportunity to hold people’s attention and engage with them more deeply by rethinking the links between TV and digital advertising.
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USE ‘OLD’ MEDIA TO GENERATE NEW SALES



People still spend significantly more time watching TV than they spend online, so while there’s substantial and justifiable excitement about the possibilities of the mobile screen, the power of the box in the living room remains considerable. In 2017, online advertising investment in France was expected to overtake spending on TV for the first time, but it remains a close race. The average adult still spends nearly four hours a day watching TV, and less than three hours online, with radio consumption not far behind online. News, sport, soap operas and game shows are highly popular, so for national reach, television remains an extremely powerful tool.
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ONLINE AND OFFLINE ARE INTERTWINED



Digital life is no longer separate from the rest of people’s lives, and brands are adapting to reflect these blurring lines. Monoprix is trialing a no-cash store in Clichy, where people shop by holding their phone close to a shelf to buy a product. When shoppers in Gap can’t find their size in store, items can be ordered and home delivered. The home improvement chain Leroy Merlin uses digitally connected product labels to help people navigate their stores and more easily locate the items they’re looking for. And Actimel created vending machines for the workplaces of digital startups that required positive tweets rather than coins to make them work, as part of its Stay Strong campaign. New ways of living require new ways of thinking.
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EXPORT SOPHISTICATION AND CULTURE



The world has positive associations with France, French people and, by association, French brands, and this can be turned into a competitive advantage. France is seen as culturally rich and a leader on the world stage across a range of fields, from fashion to global politics. It is a byword for quality and style, as well as modernity. All of this can be reflected in brand communications, and will strongly resonate with the values international consumers already link to France and French brands.
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THE BOTS ARE COMING



Facebook messenger is France’s most popular chat app, unlike neighboring countries where WhatsApp is the more regular place to chat. The popularity of chat apps provides brands with an opportunity to strengthen their relationship with consumers, by providing a forum to provide quick answers to simple questions, such as opening hours and stock availability, and to deal with more involved customer service inquiries. The growing sophistication of chatbots fueled by artificial intelligence means that brands can respond to customers more quickly – essential in the digital age, where instant answers are simply expected. Disney and Direct Energy are among brands using digital chatbots in France, in formats that mirror the way people talk to each other on chat apps. Chatbots can also be “trained” to promote the brand’s distinct personality and develop a deeper bond with consumers at the same time as fielding their questions. SNCF has even tried to give its chatbot a sense of humor.
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DIGITAL MEDIA DRIVES GROWTH IN ADSPEND, BUT ONLINE CONSUMERS ARE CAUTIOUS A turning point in French media was expected to occur in 2017, with the level of investment in digital media for the first time due to overtake adspend on television. This will make France something of a digital leader in the world – in 2016, only 10 markets had passed this tipping point, and France was one of only five due to cross this threshold in 2017. 46



But while advertisers are moving to be where French consumers are – and it’s clear that people are spending increasing amounts of their time on multiple digital devices and platforms – digital adoption here is occurring in a distinctly French way. To connect effectively with French consumers, and to avoid alienating them by attempting to be too personal or intrusive, brands should proceed with a certain degree of caution. Mobile may be the device of the moment, but in France, people are spending, on average, far more time in front of a traditional TV screen than they are spending online. When they are connected, they’re more likely to be on a PC, laptop or tablet than connected consumers in many other countries. Only 39 percent of people’s time online in France is on a smartphone or tablet – one of the lowest rates in the world. Germans spend 44 percent of their online time on a mobile or tablet; in Spain it’s 53 percent and in China it’s 74 percent. This difference is because desktop and laptop ownership in France is much higher than the global average, probably because they were early adopters of this technology when it was cutting edge; in other markets, the desktop/laptop has been leapfrogged by consumers whose first experience online has been on a smartphone. It’s not just the way that French consumers connect that marks them out. In addition, 46 percent of French consumers say



they “often feel followed by brands online”, a much higher proportion than in neighboring countries and higher the global average, of 34 percent. The Kantar TNS Connected Life study shows people are also wary of brands targeting them based on what’s known about them as individuals; only 21 percent of French consumers say tailored ads are a good idea, compared to 37 percent globally. This helps explain why more than one-third of French consumers online are using ad blockers – almost double the global average. As media consumption habits have changed, so have perceptions of quality and reliability. This is a market where 70 percent of people online use Facebook, half are regular YouTubers, 19 percent use Instagram at least weekly, and the number of Snapchat users last year rose by 10 percent.



getting news you can trust. This is the only medium that a majority of French consumers say provides consistently trustworthy reports; faith in newspapers and TV is declining, and when it comes to online news sources, there’s a paradox. While growing numbers of people say online news sites and social networks are their first source of news, nearly threequarters of French consumers say they don’t trust online news and even more say they’ve spotted stories purporting to be true but that they believe are not. For brands in France, reaching consumers effectively means identifying the right combination of media, using them sensitively, and providing a message that people can believe in.



Yet it’s radio that is seen as the most reliable medium when it comes to
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Media usage



Ad investment by media (%) – 10-year trend



Adult media usage in hours per day 2007



PRINT



0.68hrs



RADIO



TV



2.33hrs



3.81hrs



ONLINE



2.65hrs



2017(f)



TOTAL



8.47hrs



)Average per online user( Source: GroupM Interaction 2017



Getting connected Smartphone penetration of whole population



71



%



Tablet penetration of whole population



43



%



Top websites Unique visits (000s)



Français



43,548



39,668



34,832



24,771



24,261



Total value of e-commerce in France



81



€



Bil.



Estimated users (000s)



22,399



14,161



14,082



6,374



1,742



Source: GroupM Interaction 2017



Newspapers



Magazines



Cinema



Outdoor



Internet



2007



2007



2007



2007



2007



2007



2007



29.3%



6.5%



13.0%



27.3%



0.8%



9.3%



9.3%



2017(f)



2017(f)



2017(f)



2017(f)



2017(f)



2017(f)



2017(f)



30.1%



6.4%



7.9%



11.8%



0.8%



11.0%



32.0%



6,099



Source: GroupM Interaction 2017



Advertising investment



OTT SVOD Estimated users (000s)



4,363



TV Radio Newspapers Magazines Cinema Outdoor Internet



Source: GroupM Interaction 2017



2016(f)



11,044



€



Value of e-commerce per internet user aged 12+ in France



€



Radio



Top apps



Source: GroupM Interaction 2017



Online shopping



TV



Source: GroupM Interaction 2017



2,618



1,727



1,339



1,200



Up 0.8% from 2015



Mil.



2016e video ad investment % of online display



35



%



2016e automated % of online display



53



% Source: GroupM Interaction 2017



Source: GroupM Interaction 2017



Streaming audio Estimated users (000s)



La Coccinelle du Net



6,834 48



4,927



2,899



2,929



1,583



Source: GroupM Interaction 2017
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INTERNATIONAL GIANTS TOP INAUGURAL FRENCH LEAGUE TABLE



This concentration of value at the top of the ranking is consistent with country rankings in the UK and Spain, and with other markets around the world. There is less concentration at the top of the Global Top 50 ranking because there are so many huge, valuable global brands, and their scale is more evenly matched. The crème de la crème The Top 5 brands account for 49 percent of the total value of the BrandZ™ Top 50 Most Valuable French brands. No.1 Brand



8%



52



12%



15%



Top 5



17%



21%



26%



57%



66%



Top 10



31%



The value of the BrandZ™ Top 50 Most Valuable French Brands 2018 ranking is concentrated at the top, with luxury names and personal care brands taking six of the top 10 positions. The top two brands alone – Louis Vuitton and Hermès – between them account for more than a quarter of the brand value of the entire French Top 50.



No. 1 & 2 Brand



Global Top 50



40% UK Top 50



49%



49%



France Top 50 Source: BrandZ™ / Kantar Millward Brown
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CATEGORY LEADER The Top 5



Categories and brands



% of French Top 50’s value $ = Brand Value



1



#



2



15%



#



3



11%



24,533Mil.



$



10%



#



5



25,951Mil.



$



#



4



35,505Mil.



$



17,915



$



7



%



#



Mil.



13,394Mil.



$



6%



France’s role as the global home of high-end fashion, luxury and beauty makes it natural to find that luxury and personal care brands play a pivotal role in determining the shape and size of the Top 50 French Brands ranking. There are 15 luxury and personal care brands; most are near the top of the list, and between them contribute 56 percent of the total brand value in the ranking. The prominence and influence of these brands is distinctly French. In no other BrandZ™ ranking has this phenomenon been evident. Utilities and finance brands also feature strongly, as they do in many BrandZ™ country rankings around the world. There are seven banking and insurance brands in the French Top 50. Their financial scale gives them a head start, and the best of them nurture that strength with investment in brand building. Food and drink brands – featuring a combination of the most luxurious and the most accessible products – also play an influential role in the ranking, taking 11 of the Top 50 places. Brands ranging from Rémy Martin to Actimel between them account for 7 percent of the value of the Top 50.



Luxury and personal care dominate value Category Value in $ Mil.



Luxury



88,894Mil.



$



Personal Care



45,377Mil.



$



Telecom Providers



31,398Mil.



$



Retail



17,549Mil.



$



Banks



11,890Mil.



$



Alcohol



10,651Mil.



$



Insurance



$



6,970Mil.



Cars



$



6,123Mil.



Tires



$



6,080Mil.



Oil & Gas



5,040Mil.



$



Food and Dairy



3,586Mil.



$



Soft Drinks



Orange stands alone at the Top 5 of the French BrandZ™ ranking as the sole telecommunications business surrounded by the big names in luxury and personal care. The brand is seen as a premium player in its category, but is also innovative in the services it offers and the way it communicates. A new strategy shows consumers in a light-hearted way how Orange can help them manage their health, family, work, money and home – and have fun at the same time.



3,396Mil.



$



Source: BrandZ™ / Kantar Millward Brown



Energy



2,808Mil.



$



Airlines



$



644Mil.



Source: BrandZ™ / Kantar Millward Brown
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INVESTMENT IN BRAND SUPERCHARGES VALUE There are some brands that punch well above their financial weight in the BrandZ™ rankings by focusing on making meaningful connections with consumers, being seen as different in their category, and ensuring through their communications that those differences are well understood.



This is an “X Factor” of sorts, and we call it Brand Contribution. Brand Contribution is scored on a scale of one to five, and it is a measure of the strength of a brand in the mind of the consumer. This score is what helps make BrandZ™ a distinct and important ranking; BrandZ™ is the only brand valuation methodology that includes the customer view obtained through indepth consumer research – conversations with the people who know and buy these brands. Businesses that focus on brand development can supercharge their performance in the rankings. For example, Michelin and Total have very similar brand values, and rank 12th and 13th in the 2018 Top 50. Total is a much bigger corporation than Michelin, with much more financial value, but it has a Brand Contribution of just one out of five. Michelin, meanwhile, makes up for its comparative lack of financial might with a Brand Contribution score of five – the maximum possible – and this powers it to a place just ahead of Total. Likewise, L’Occitane, which finishes 41st in the Top 50, is a much smaller business in financial terms than both Michelin and Total, but its brand value is fueled by a Brand Contribution score of five. Brands with high Brand Contribution scores tend to be worth more. In the French Top 50, the brands with a high Brand Contribution score (of four or five) are worth an average of $6.0 billion, while the average value of those with low Brand Contribution scores (one or two out of five)



is just $2.6 billion. This is a difference of more than 40 percent, and it underlines the importance of investing in a strong brand. High Brand Contribution scores don’t just come from the categories that might seem inherently more appealing or prestigious to consumers. While high-end brands certainly feature among the best brands for Brand Contribution, there are also many more accessible brands that put in a strong performance. Renault and Peugeot cars and Activia dairy products, for instance, all have high Brand Contribution scores, as do Decathlon stores and Evian water. They demonstrate that category boundaries are not a barrier to building a strong brand.



Top 10 by Brand Contribution



Rank



Brand



Brand Contribution



Category



1



Hermès



5



Luxury



2



Avène



5



3



La Roche-Posay



4



Brand Value 2018 $ Mil.



Top 50 Rank



25,951



2



Personal Care



716



44



5



Personal Care



1,195



35



Rémy Martin



5



Alcohol



1,584



30



5



Clarins



5



Personal Care



1,106



38



6



Chanel



5



Luxury



13,394



5



7



Martell



5



Alcohol



633



46



8



Louis Vuitton



5



Luxury



35,505



9



Veuve Clicquot



5



Alcohol



1,589



28



10



Lancôme



5



Personal Care



9,715



7



1



Source: BrandZ™/Kantar Millward Brown (including data from Bloomberg) *Brand Contribution measures the influence of brand alone on financial value, with the Brand Contribution Index running from 1 (lowest) up to 5 (highest)
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A MODERN CLASSIC The luxury fashion house Chanel works to balance its rich heritage with the need to be innovative, both in its range and its communications. Celebrities as diverse as film stars and pop singers make products relevant to new generations of consumers, and have helped the brand evolve definitions of femininity that it portrays. The brand’s association with events, such as the Calvi on the Rocks music festival in Corsica, also lends it a youthful personality while remaining true to the essence of what founder Coco Chanel created over a century ago. Chanel has a Brand Contribution score of 5, the highest possible.
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BRAND BOOSTS THE BOTTOM LINE Strong brands do far more than win industry awards and climb rankings such as these. The value of a brand has a clear, measurable link with the share price of the company behind it.



Over the 12 years in which we have been tracking the BrandZ™ Most Valuable Global Brands, the companies behind a portfolio of these top-ranking brands have far outperformed stock market benchmarks. BrandZ™ Strong Brands Portfolio vs. S&P 500 vs. MSCI World Index



153.7%



(April 2006 – October 2017)



S&P 500



97.7% MSCI



47.5%



Apr 2006



2007



2008



2009



2010



2011



2012



2013



2014



2015



2016



October 2017



Source: BrandZ™/Kantar Millward Brown (including data from Bloomberg)



The value of the BrandZ™ Strong Brands Portfolio increased 153.7 percent between April 2006 and Octpber 2017, outperforming both the S&P 500, which grew 97.7percent, and the MSCI World Index, which grew 47.5 percent. (The MSCI World Index is a weighted index of global stocks.) In concrete terms, $100 invested in 2006 would be worth $148 today based on the MSCI World Index growth rate, and $198 based on the S&P 500 growth rate. But that $100 invested in the BrandZ™ Strong Brand Portfolio would have more than doubled in value, to $254.
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BrandZ™ Strong Brands Portfolio



Strong Brands are a very valuable asset. In difficult economic times, having a strong brand does not make a business immune to a change of fortune, but it can help soften the blow. In 2008-2009, the most valuable brands in the world took a hit due the global economic downturn, but their value was somewhat protected; their value did not fall by the same extent as other brands, and their recovery came more quickly as conditions improved.
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BRAND SUCCESS – THE VITALITY QUOTIENT



FIVE WAYS TO GIVE FRENCH BRANDS A NEW LEASE OF LIFE Just as there are many contributors to human wellbeing, there are multiple factors that go towards building a healthy brand.



BrandZ™analysis has identified five key attributes shared by healthy, strong and valuable brands that each reflects the extent to which a brand is delivering Meaningful Difference – a vital contributor to Brand Value.



Brands that score highly on all five aspects are the most successful: they are “healthy” brands. Those that are low on all five aspects are “frail” and the least successful. Brands with a mix of high and low scores are “OK”. These five key indicators can be combined into a single score we call a brand’s Vitality Quotient, or its vQ. The average score of all brands is a vQ of 100. Those with a score over 110 – making them at least 10 percent above average – are those we regard as fighting fit. A vQ score of 95 or under means it’s time to call an ambulance. Nurturing brand vitality makes good business sense. A strong vQ score means a brand is meaningfully different, and this can drive growth in brand value. In fact, globally, brands with a vQ score of 110 or more have a brand value almost 70 percent higher than brands with a low vQ score. Some of the best-known and most valuable brands are those with high vQ scores: names like Google and Ikea. The five key indicators underpinning strong brands and contributing to vQ are:
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There’s a strong sense of brand purpose, so the brand makes people’s lives better.







Brands must be innovative, which means they’re seen as leading the way in their sector and shaking things up.







They must also have strong communications, with creative powerful and memorable advertising.







They provide a great brand experience that meets consumers’ needs, and is available when and where consumers need it.







Over time, consumers come to love the brand, and that helps sustain the brand until the next innovation.
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High Vitality brands are, on average, worth more As well as having a positive effect on brand value, vitality also has a direct effect on the ability of brands to predispose customers to buy them. This is a measure we call Brand Power, and its relationship with vQ – evident in the graphic below – ought to be enough to make even the most fitness-shy brand manager want to think about going on a health kick.



Brands can look at how they perform on the five individual indicators when they are seeking clues to improving their overall brand vitality. When one or more of the indicators is flagging, overall brand success can suffer.



Healthy bottom lines: a check-up on the French Top 50



Power Index (All France) The average of all brands is 100



HIGH



vQ SCORE



3,857MIL.



$



FRAIL



BRAND VALUE (110+)
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POOR



vQ SCORE



HEALTHY



2,243MIL.



$



BRAND VALUE (95 or less)



223



3.7 times better Source: BrandZ™ / Kantar Millward Brown



Source: BrandZ™ / Kantar Millward Brown



Time to get a check-up There is ample scope for the majority of brands in the French Top 50 to improve their vitality. Among brands in the French Top 50, the average vQ score is only 107, which makes them only 7 percent better than the average of all French brands. While these scores underline the relative strength of the Top 50 compared to the rest, it is not the glowing picture of health we would hope to see in the country’s most valuable brands. When we look at brand vitality data going back three years, compiled as part of the Global Top 100 BrandZ™ rankings, it is clear that French brands’ mediocre scores are not a new phenomenon. The Top 10 French brands had a vQ score in 2014 of 105, making them only 5 per cent better than the average of all brands. Since then, those brands have flat-lined; their vQ score in 2018 is still 105. Only 18 percent of the Top 50 Most Valuable French Brands are classed as healthy, and the vast majority are in “OK” territory, while 6 percent are frail. Among a broader pool of more than 1,350 French brands researched by BrandZ™, only 5 percent performed well across all five vQ indicators. Most worryingly, 34 percent of all French brands failed their brand medical and are classed as being frail. This makes them highly vulnerable to being undermined by disruptor brands.



To some extent, this malaise is affecting brands across Western Europe; BrandZ™ research shows similarly lacklustre brand vitality in the UK and Spain. Fastdeveloping economies such as those China, India and Indonesia are rapidly growing the financial value of businesses there, and at the same time are proving to be hotbeds of innovation. In a sense, it may



FRAIL



seem unfair to make such a comparison, given that conditions for brands are so different in these countries. But French brands should also consider that the most valuable global brands – brands that are on their doorstep, and many of which have come from the US – are simply bursting with vitality.



OK



6%



HEALTHY



76%



18%



France Top 50 2018 FRAIL



4%



OK



46%



AVERAGE



107



HEALTHY



50%



112



Global Top 50 2017



Source: BrandZ™ / Kantar Millward Brown



What’s the prognosis? The healthiest brands in the Top 50 Most Valuable French Brands are those that score well on all five of the key indicators: purpose, innovation, communications, experience and love. They generate a Vitality Quotient (vQ) far higher than the 100 average for all French brands. A high vQ score benefits a brand in several ways. Brands with a high vQ have almost four times the Brand Power, which is an indicator of their ability to drive sales. They are better positioned to be able to justify a premium or to feel “worth it” to consumers. And their Potential for future sales is 30 percent above average. Brands with a high vQ are more strongly positioned for future value growth.
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BRAND SUCCESS – THE VITALITY QUOTIENT Peak performance: the healthiest brands in the French Top 50 Brands 2018
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Vitality Quotient Score
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#



Vitality Quotient Score



120



118 118 117 115 125 Average



The brands on the left are not only the most healthy in the BrandZ™ Top 50; they’re also the healthiest of all brands in France, even when we take into account some of the smaller brands that don’t make the Top 50 ranking because of a lack of scale. On average, retail brands have the highest vQ scores among categories in the Top 50, followed by utilities and transport providers, with finance brands having the lowest average vQ scores. The threat to brands in France does not come only from other French brands. There are strong global rivals in many categories, led by Facebook, Amazon and IKEA, which are all in top condition when it comes to brand health.



Healthiest foreign brands in France



Brand



vQ Score in France



1



Facebook



144



2



Amazon



134



3



IKEA



131



4



Apple iPhone



128



5



Samsung



126



6



YouTube



121



7



Coca-Cola



118



8



McDonald’s



118



9



Lipton



118



10



Nespresso



118



Average Brand = 100 Source: BrandZ™ / Kantar Millward Brown



Average Brand = 100 Source: BrandZ™/Kantar Millward Brown (including data from Bloomberg)
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THE ROUTE TO GREATER VITALITY



1



Purpose



Leading brands in the French Top 50 for Brand Purpose



Brand purpose is what a brand sets out to achieve, beyond making money. It is the way a brand makes people’s lives better – not just the practical, literal things that a product or service delivers. Having a strong sense of purpose is increasingly important in France, as consumers seek brands that don’t simply do a good job at a fair price, but also do something positive for the community or the environment. Brands with purpose make consumers feel good.



Brand Purpose Score



Over 12 years, the brands in the Global Top 100 with high scores for purpose have grown in value by 175 percent, while those with the lowest have grown by just 70 percent.



Brand Purpose Score
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Average Brand = 100 Source: BrandZ™ / Kantar Millward Brown



BRAND PURPOSE IN ACTION



The sports goods retail chain Decathlon has a clear mission to put the best and latest products within easy reach of consumers – and at affordable prices. Its activities are shaped not just by bright minds at corporate headquarters but also by customers themselves, with collaboration and creative workshops involving members of the public a strong part of the way Decathlon develops. The brand’s message is: “Sport for all. All for sport”.
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BRAND SUCCESS – THE VITALITY QUOTIENT



Innovation



Innovation is not just something that technology brands are good at. Any brand that is seen as doing something new, leading the field or setting trends for their category, will get talked about and tried. When trial meets or exceeds consumers’ expectations, that can lead to longer-term use and, eventually, to love, which correlates strongly with innovation. Innovation can mean developing a product that does something different, providing an innovative service, or expanding into a new category. Crucially, for a brand to be seen as innovative, it is not enough simply to innovate. Developments must be communicated to consumers, if they are to associate innovation with the brand. Innovation creates a strong predisposition for sales, and the brands that have high innovation scores in the Global Top 100 have risen in value by 276 percent in 12 years, compared to just 15 percent growth for the slowest innovators. In France, telecommunications providers collectively have the highest average innovation score, and finance brands are seen as the least innovative, but there are individual innovators from other categories.



Leading brands in the French Top 50 for Innovation Innovation Score
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INNOVATION IN ACTION



This is a brand with more than a century of heritage behind it, and has had the same tagline – “Because you’re worth it” – for 46 years. But L’Oréal Paris stays relevant by innovating both its product line and its communications. The brand is using scientific advances to shape the future of beauty, targeting millennials with its Colorista and Paint ranges, and opening up the natural segment with Botanicals. The faces of its advertising evolve too; blogger Kristina Bazan is a YouTube partner of the brand.
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Innovation Score



Source: BrandZ™ / Kantar Millward Brown



3



Communication



Strong communication has two key elements to it, and neither one alone will be effective. At its most basic level, brands need to be doing sufficient advertising in the right places to be visible and recognizable to the people they’re trying to reach. But being vocal and announcing a brand’s presence is not enough on its own; brands also need to have something genuinely engaging to shout about. Brands therefore need to do great things, and then let people know they’re doing them. One without the other means wasted resources, but strong communication and share of voice put a brand at a clear advantage. Brands from the Global Top 100 that have high communications scores have surged in brand value 191 percent over 12 years, while those that perform poorly on this measure have only grown by 55 percent.



Leading brands in the French Top 50 for Communication Communication Score



Communication Score
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COMMUNICATION IN ACTION



Evian’s “Live young” campaign has made a big impact on consumers in what is a difficult category to promote. The brand’s communications tend to feature babies, and the Live Young campaign was an opportunity to have fun with the idea that everyone was young once. Babies dressed in adult clothes – adults who have become young again after drinking Evian – have been generating shares on social networks, and the brand has recently branched into Snapchat.
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4



Experience



A brand not only has to deliver a great experience at every point of interaction, and help consumers at every step, it also has to remind consumers, through effective communications, that it is focused on doing this well. Experience starts long before a person considers buying a product, and lasts well beyond the moment of purchase and even the moment of consumption. It includes every exposure to an ad, every experience on a brand’s web site, and every minute they spend waiting for help at a counter or on the phone. Providing a great brand experience cements the relationship between consumers and brands. Those brands in the Global Top 100 that deliver the strongest experiences have grown in brand value by 188 percent in 12 years. Those brands with low experience scores have only increased their value by 18 percent in that time.



Leading brands in the French Top 50 for Experience Experience Score



Experience Score
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EXPERIENCE IN ACTION As European air travel becomes focused on budget travel options, Air France is concentrating on the quality of the experience it provides – both in the air and when customers are planning their trips – to justify their higherend pricing. The premium experience on board is linked to French styling and innovation; virtual reality headsets for in-flight entertainment are being trialed. The brand has also launched the Air France Press app, so passengers can download premium content from newspapers, magazines, as well as movies and TV content.
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Love



Source: BrandZ™ / Kantar Millward Brown



5



Leading brands in the French Top 50 for Love



Some of the most loved brands in the world are also the most innovative – brands like Nike and Apple, for instance. Love in this context is the emotional affinity of a brand, and it’s something that can’t be bought or manufactured. However, the conditions in which love can flourish can be created. If brands take the time and care to invest in promoting a higher purpose, innovating, and delivering a consistently great experience, then love tends to happen naturally. In the times between innovation, love is often what sustains the consumer relationship with a brand. Among the most-loved brands in the BrandZ™ Global Top 100, brand value has risen an average of 191 percent over 12 years, while those with poor love scores are up just 32 percent.



Love Score



Love Score
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LOVE IN ACTION



This is a category that few would imagine gets much consumer attention at all, except on the day that people find they need to replace their old tires. And yet Michelin is more than liked, it’s loved. The brand is famous not only for its products but also for the “Michelin man”, named Bibendum, who has been the brand’s mascot forever. This is a classic example of a brand that over many years has delivered or gone beyond what customers expect from it; they keep coming back, and this affinity between brand and consumer results in love.



75



01



TOP 50 MOST VALUABLE FRENCH BRANDS 2018



INTRODUCTION



INNOVATION



WHY NOW IS THE TIME FOR SOMETHING NEW The most valuable French brands are being outpaced by the leading global brands on a range of important brand measures that contribute to long-term brand health and stronger financial returns.
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Although this is the first French BrandZ™ Ranking, BrandZ’s global valuations have included some French brands since 2006, and it’s therefore possible to track the Top 10 French brands of 2018 over time. The picture this data paints is not pretty; it serves as an alarm call for brands that think they’re doing well enough. They’re probably not – or at least not well enough to protect their future value. Over the past 12 years, the Top 10 French brands have grown their brand value by 93 percent, while the Top 10 global brands have grown at more than twice that rate, and are now worth 249 percent more than they were in 2006. These top French brands are now quantifiably less able to generate volume sales than a decade ago, less able to justify their pricing, and – most concerning of all – score below average on the BrandZ™ measure “Potential”, which is an indicator of future growth. They are less likely to be described by consumers as “meeting people’s needs” than they were in 2006, and they’re less loved. This is a pattern that BrandZ™ data is identifying in several advanced European markets so is not unique to France, but it should be spurring a shift in brand behavior. What many of these brands have in their favor is that they are very well known, even if that measure – what we call “salience” – has also slipped over time. But fame alone is no longer enough. Brands need to be demonstrably different to the competition and they have to be different in a way that has meaning to consumers.



Wrong direction – the French Top 10 French Top 10 2006-2018
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121 103



Average Brand = 100 2006 Salient



2018 Different



Meaningful Source: BrandZ™ / Kantar Millward Brown



Filling the widening innovation gap



than twice as valuable as the brands with low innovation scores.



This has all been accompanied in a drop in how innovative these brands are perceived to be, and not from a particularly strong starting position. The Top 10 brands in today’s French ranking were seen as 9 percent more dynamic than the average brand back in 2006, and are now just 1 percent above average.



There is a powerful link between innovation and brand love. Love is more than a “nice to have” factor for brands; it makes a real difference to the bottom line. A look at the strongest global brands tracked over a decade reveals that the most loved brands more than doubled their brand value, while the least loved grew by just 32 percent. Love is what helps maintain brand strength and a bond with consumers in between innovations. In France, the Top 10 brands were 20 percent more loved than the average in France back in 2006. Now, that love premium is just 2 percent. It’s barely there.



Brands that are innovative – and are recognized by the public as such – are more valuable than those that stick with what they know. In the French Top 50, brands that score high for innovation (at least 10 percent above average) are more
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Brands that are perceived to innovate are more valuable



Most innovative brands in the BrandZ™ Top 50 French Brands 2018



TOP



Innovation Score
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Source: BrandZ™ / Kantar Millward Brown
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Source: BrandZ™ / Kantar Millward Brown



When we consider a broader group of 1,350 French brands – not just those that made the Top 50 ranking – it is clear that there is plenty of innovation going in France. Some of it is by smaller French brands that don’t make the most valuable Top 50 due to a lack of scale, and much of it is by international brands that have a strong presence in France and are rewriting the rules in their categories. French brands that aren’t innovating need to look out; others around them are innovating and are preparing to steal their lunch. There are several ways a brand can position itself as an innovator. One of the strongest factors in innovation is “shaking things up”. Many of the best brands for shaking things up in France are outside the BrandZ™ French Top 50.
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DON’T REINVENT THE WHEEL In a market where so many heritage brands dominate not just the BrandZ™ ranking but the national economy, it is worth underlining what we mean when we call on brands to innovate – and what we are not saying. We are not calling on Chanel to change the formulation of No 5, nor for Hermès to try a different color for its packaging. Shaking things up doesn’t mean starting from scratch. There is tremendous value in a brand having a long heritage, in being seen as a market leader and in being seen as genuine – the real thing. This rich history does not need to be denied in order for a brand to be innovative. But without innovation, there is the risk of stagnation. Being seen as dynamic and setting trends is about being relevant; as relevant today as a decade ago or



a century ago. For some brands, that might mean changing recipes, ranges and designs, and for others, it’s less about the product and more about the way the brand relates to consumers and projects its brand voice. Coca-Cola is regularly ranked one of the most innovative brands in the world. The drink in the can hasn’t changed, but the brand has an incredible focus on relevance, and bringing something to people’s lives that goes well beyond refreshment. In a completely different category, Italy’s Gucci is an outstanding example of a heritage brand that has made itself hyper-relevant to young consumers, by embracing the digital channels young people are using, and providing interactions that they find genuinely engaging and valuable. A brand of any age can surprise and delight people. This is all part of innovation.
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Shaking things up – France’s best performers French Brands
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Learning from the global ‘Fearsome Five’
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The five brands at the top of the BrandZ™ Top 100 Global Brands are not just huge and valuable, they’re continuing to grow at a tremendous pace, and much of that comes down to innovation.
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HEAR THEM ROAR



Foreign Brands



135 133 128 120 Source: BrandZ™ / Kantar Millward Brown



Being seen as a category leader is another way of being innovative. In France, Decathlon is again a star performer, with a “leading the way” score 22 percent above the average for all brands. The telecom provider Free is, similarly, seen as a category leader, as are Michelin, EDF and Orange. Creativity is an aspect of innovation, and the top performers from the BrandZ™ ranking for being creative in consumers’ eyes are: Yves Saint Laurent, L’Occitane, Decathlon, Leroy Merlin and Free.



Google, Apple, Microsoft, Amazon and Facebook - the Fearsome Five, as we call them – are in what might be considered a hot category in which it’s easier to grow. But let’s not forget that while these are youthful brands, aside from Facebook, they are not particularly young any more. They do work hard to stay fresh, however, and they are seen as being among the most disruptive brands in the world from any category, even though they are all market leaders. This commitment to innovation is evident across all five of these brands.



The Fearsome Five Innovation Scores
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Source: BrandZ™ / Kantar Millward Brown



These brands have shown a long-term commitment to innovation that has paid dividends over many years, and continues to reward them now. Amazon’s brand value has almost doubled in the past year alone. 3000
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% change in brand value over 12 years Source: BrandZ™ / Kantar Millward Brown
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LET’S BE FRIENDS



HOW SOCIAL MEDIA IS CHANGING THE CONVERSATION Social networks are transforming the lives of connected consumers and their relationship with brands.



JEAN-MICHEL JANOUEIX CEO, France Kantar Millward Brown & Kantar TNS [email protected]
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The latest Connected Life study published by Kantar TNS analyzes how digital technology transforms consumer behavior and shows: 58 percent of people see social platforms as an appropriate (and possibly preferred) place to access content on brands. 36 percent use them to search for brand information. More than ever, social media is now fully integrated into every stage of the consumer journey, from seeking information, to activation and customer service, to such an extent that nearly one in two French consumers (48 percent) sees social networks as the ideal place to express their feelings about a brand, whether that’s positive or more critical, and 33 percent use it to ask a question to the brand, such as the availability of a product, or the opening hours of a store. Social networks are a privileged space for dialogue between brands and their consumers. Brands have traditionally pushed out their message, through advertising messages and branded content, but different rules apply in the digital world. Social networks are a forum for discussion between consumers themselves, and between consumers and brands.



Kantar is one of the world’s leading data, insight and consultancy companies. Working together across the whole spectrum of research and consulting disciplines, its specialist brands provide inspirational insights and business strategies for clients globally.



Alongside the rise of social networks has been the boom of instant messaging platforms such as WhatsApp, Facebook Messenger and SnapChat. Instagram is also strong in this area; 21 percent of French consumers use it daily, an increase of 195 percent compared to just two years ago. According to a recent study sponsored by Facebook, 63 percent of respondents said they had chatted with a company via instant messaging in the last two years - 56 percent prefer to send a message to them rather than call. Beyond exchanging news and photos with family and friends, there is a real role for consumers to use social networks’ messaging platforms to engage with brands. This could be at the time of consideration (with pre-sale information), at the time of purchase, or after purchase, to understand levels of satisfaction (or disappointment). In dialogue mode, in which a consumer asks a question and a brand responds, consumers appreciate being able to interact with brands in this way because it is simple, fast, informal and creates proximity. These applications of instant messaging also offer opportunities to create and connect with a community and thus create social bonds and a sense of affinity. Indeed, according to a study conducted by Facebook IQ in 2016, one in two people said they were more likely to buy from a brand they could talk to in this way, and two-thirds said the possibility of making a payment via instant message was appealing. Already, Pizza Hut offers its customers the option of ordering their



pizza directly via Facebook Messenger and to simplify the ordering process by linking their Pizza Hut account with their Facebook account, which saves them adding their address and payment details every time they order. This kind of social consumer relationship management is now helped by the rise of artificial intelligence and chatbots, which make it possible for brands to answer questions and deal with queries even faster and more effectively. eBay in fact, with its ShopBot, provides a guide to consumers on the products they are looking at. These bots are becoming increasingly human in their ability to converse naturally. VoyagesSNCF.com’s bot (French railways) makes a point of trying to be humorous in its conversations with consumers. Another use of social media and instant messaging is developing very quickly: customer service. Twitter is full of complaints from unsatisfied customers, whether they challenge the brand to find a solution or express their frustration in the hope that the brand will notice and offer to help. Whether a bot or a real-life community manager is fielding the tweets, it’s the speed of response that’s prized by consumers. In the digital world, brands are expected to respond within the hour, and on @SG_etvous, Société Générale is committed to responding within 30 minutes. As a result, social networks and especially instant messaging apps, are emerging as a natural tool for connecting with consumers, engaging in conversation with them, or even going so far as to make a sale – in less time than it takes to type a message with both thumbs!
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THOUGHT LEADERSHIP



GETTING THE X FACTOR



REACHING A GENERATION IN TURMOIL Generation X - men and women born between 1965 and 1980 - is imploding. Think of Eric. He is approaching 50, and last year lost his job. He was replaced by a millennial, a youngster who can lead the digital transformation his company was demanding.



OLIVIER AUROY Managing Director Kantar Added Value [email protected]



The blow was tough, and yet Eric’s dismissal brings him some relief, because he has other ideas in mind. He wants to realize the dreams he had as a student and try something different. Eric is not an isolated case. There are hundreds like him, who every month are starting to question everything. It was the writer Douglas Coupland who first described Generation X. He rejected the model of his parents, Baby Boomers, their loyalty to their employers, and their plans frozen in the Cold War. Yet faced with calamities like the end of full employment and the appearance of AIDS, Gen X’s mood was not optimistic. The children of Generation X belong to what we call Generation Y or Z, the famous millennials that so whet the appetite of marketers. Generation X looks at their children with envy. They approve of their revolts. They say that they are right, that work is not everything, that it is necessary to live, at all costs, before it is too late. For it is perhaps already too late. Generation X have entered the second half of their lives and have started to panic. The crisis of turning 40 has been replaced by the crisis of turning 50, thanks to longer life expectancy. So Generation X has rebelled, rejecting fatalism. Yes, there is life after 50, and the recent film “Aurore”, with Agnès Jaoui, is one of many examples illustrating this phenomenon in society, of Generation X questioning everything. Let us declare it: the advent of the X-Tension generation. Gen X-Tension is no longer afraid to shake up their lives. They no longer want to follow conventions. They, like their children, saw the



We challenge our clients to build brands that shift categories and shape culture because we recognise that at a time when people are way more interested in their lives than in the brands we are charged with marketing, we need to develop brands that deliver experiences and champion issues that people genuinely want to engage with.



winds of change embodied by Macron and Melenchon at the time of the elections and hoped for something new. The signs of their revolt are everywhere. Witness the success of the novel L’hommeDé, by Luke Rhinehart. It’s about a bored New York psychologist who decides to plan his afternoon based on a dice roll. Number one means go back to work, two is go to the cinema, and so on. But it lands on a six, which he’s decided means he’ll seek out the love of his youth 400km away, and his life is turned upside down. At the end of the book, he explains: “In stable, coherent societies, the narrowness of the personality had a value. One could be realized with one ego. This is no longer true today. In a multivalent society, only a multifaceted personality can do the trick. We each have 100 versions of “me”; we can tread the narrow path of our personality, but we can never forget that our deepest desire is to play several different roles.” We are conditioned from the earliest age to see life as a linear journey, but we are made to be multi-faceted, to live several lives. Rhinehart’s book, written in the 70s, was premonitory. There have never been so many reconstituted families, sites of licentiousness, and opportunities for individual enterprise. Everywhere, people are quitting bullshit jobs, and when psychologists ask adulterers why they have deceived their spouses, they respond unanimously: “I wanted to feel alive again.” It’s said that 79 percent of French people want to change their lives, and the X-Tension generation leads the dance. Are the X-Tension a threat? No, they are a force. Why? Because the current march of the world consumes them. They celebrated the fall of the Berlin Wall; they did not expect to be surrounded by barricades. They witnessed the adoption of the single currency; they did not expect Europe to be questioned. They saw dictators fall; they



did not expect populism to proliferate. They dreamt of a world where cultures would meet more easily; despite the new technologies, the hatred of the “other” grows. In short, they reject the world that is emerging, with less fierceness than in their youth, but with the determination of those who have lived enough to know that their cause is just. Yet it is other generations that win all the attention: millennials and the “third age”. The former because they embody the future, and the latter because they are so numerous, with 19 percent of the French population now aged over 65. The X-Tension generation is stuck in between, torn and frustrated. It is not uncommon, moreover, that they carry the responsibilities of the generations either side of them. This 50-year-old testifies: “My son has no work. He’s staying at home. My father is sick, so I spend all my weekends in the hospital. Result? I have no more time for myself. I can’t do this anymore.” The implosion has already begun. The X-Tension generation has the means to pursue its desires, and it is more and more reactive to compromises. Recall that the X-Tension generation represents a quarter of the French population and one third of its wealth. Brands and media providers are only now beginning to realize this. The X-Tension generation finances the choices of Gens Y and Z, and supports the Baby Boomers. But above all, the X-Tension generation wants to achieve its dreams, even the craziest of them. A disturbing revelation for some, a boon for others. The emancipation of the X-Tension generation will confirm the acceleration of professional diversification, deliver an explosion of leisure activity associated with individual expression, and will lead to an increase in single-parent households. All business sectors associated with these trends will be the big winners of the next two decades.
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THOUGHT LEADERSHIP



CRUNCHING THE NUMBERS



CAN DATA MAKE US BLIND TO INSIGHT? As powerful as it is, data creates two illusions: that we have control, and that we have a global view of a situation. But it’s a little more complicated than that.



Numbers in marketing can be highly seductive. In an increasingly complex world, we all need to see clearly to be able to see further. Brands need to understand why customers are buying, and how they make decisions. In the digital age, as we all leave a data trail of our actions, it is relatively easy to collect and share data. However, the two illusions that these figures can create are often the source of many mistakes, and can potentially become a real trap. The classical sociodemographic segmentations (sex, age, location, etc.) have had their time. Even the most complex profiles of internet users tend to associate every purchase with a single identity. An individual buying a plane ticket for a business trip is the same person that buys flights for a family holiday, but the triggers, motivations and context are all very different. When internet use began to take off, brands quickly understood the potential of digital. Their first reflex often was to transfer a portion of their TV budgets over, and to measure their impact, they created a range of indicators and dashboards. These range from the simple “click” rates to conversion rates on a website; what they have in common is they provide reassuring numbers, and digital data can be very rich. But it is easy to forget one



NADINE FAURE Shopper Marketing Consultant Head of Geometry Intelligence Paris Geometry Global Paris [email protected]
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Geometry Global is the world’s largest and most international brand activation and shopper marketing agency. We help brands thrive in an omnichannel world by shaping and changing people’s behavior at pivotal moments along the purchase decision journey. www.geometry.com/fr



important point: this data offers very little information on what motivates a purchase. It doesn’t explain the “why”.



False comfort The problem is not the data itself but the way that brands make use of it. Few brands use it to inform their strategic thinking. Many use it to reassure themselves about what they are already doing; to provide comfort. But there is a recurrent theme regarding the use of raw digital data: there is so much of it, that it’s possible to use data to “prove” and demonstrate everything – and its opposite. How, then, can data be trusted? It is clear that data sitting on a digital dashboard is not enough to build a marketing strategy. Digital performance requires precision reading. What message for which targets at what time? It also requires new levels of reactivity – the ability to adjust a campaign according to its performance in real time. This is a completely different way of using data than for traditional media. Yet for traditional media, measurement has long been conducted by independent research organizations. In the digital world, however, there is still an unfortunate lack of maturity and transparency. Think of Facebook’s recent “mea culpa” over errors in its performance measurement. For other platforms, measurement systems are yet to be invented.



Digital measurement can guide brands as they optimize a live campaign, but when it comes to building an overall strategy, the challenge lies in making intelligent use of all the data available. Data should guide a brand, but not be seen as a panacea, or used to post-rationalize decisions that have already been made.



Context is key So where does this leave one of the most important elements of the buying experience for consumers: its context? Why does the customer buy? What was their motivation? What are the key moments in their decision-making process that led them to this particular purchase today? Did they change their mind? Why? There is no quick fix to help us understand these routes to purchase, but there are methods. Within a company, diverse teams must synthesize their knowledge and build a picture of the consumer journey together. This allows us to identify new short- and long-term opportunities for a brand. This teamwork is a first step towards giving meaning to the numbers. To go further, qualquant studies and mixed methodologies allow us to better understand all the stages of the decision-making process. Data collection is essential to help us understand how individuals make decisions, but we should not stop there. The data gathered helps us to identify the different stages that constitute a decision-making process, but we lack the landscapes, the weather, the emotions, the experiences and the duration of the journey – all these complementary factors that nourish the context and help us understand what ultimately influenced our buyer in one direction rather than another. It is the richness of this context that ultimately inspires the decision to buy. It is now essential to understand the context of behavior – not just to measure that behavior – for marketing strategy to be a true success.
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THOUGHT LEADERSHIP



MAKING CONNECTIONS



THE CHALLENGES OF A THIRD DIGITAL REVOLUTION



All relationships and transactions have been impacted by these two revolutions, from communication channels and formats to distribution models. Google, Amazon, Facebook and Apple have transformed the economy, and new players like Uber, Netflix and Airbnb are turning business models on their head. The relationship people have with brands has, as a result of all of this, also changed. While many brands try to adapt to these forces of change, a third phase of transformation is already upon us: the Internet of Things. This refers to objects that are connected to the internet and to each other. France’s communications regulator, ARCEP, estimates there will be 2 billion connected objects in France within five years. That’s 40 objects per person. But we are not yet there.



In just 20 years, we have experienced two major digital revolutions, both of which have led to unprecedented technological, economic and societal transformation. The first was the information revolution and the second: mobility.



GUÉNAËLLE GAULT Global Head of Digital Kantar Public [email protected]



The latest edition of the Kantar TNS Connected Life study in 2017 shows that only 8 percent of French people currently own a “wearable” tech device, such a smartwatch or fitness tracker, up from 6 percent a year earlier, which is a slower pace of growth than is being seen globally. Why? The barriers seem to be a lack of understanding of the technology and price, but more importantly, most people who don’t have a connected device (58 percent) say they just can’t see the point.



Kantar Public works with its clients around the world to build a better public realm. We advise on public policy, service delivery, and communications. We partner our clients with teams that bring local expertise as well as global best practice.



What’s the use? It’s essential that these connected objects meet needs! For the past 10 years, manufacturers have been able to offer devices with innovative functions and design in line with consumers’ expectations of connection, and they must now invent the uses that match. These objects will have an extraordinary ability to collect data - ultra-personalized data. Great! But this must be used to fuel innovation that helps people improve their daily lives. Beyond the object, it will be necessary to think of the service being provided, and to seize the opportunity to provide a highly personal experience and a useful experience. Monitoring health or physical activity (as connected bracelets now do) can obviously help people improve their health. But they are also a source of consumer anxiety: what if insurers use the data to put up premiums? Consumers need relevant information that shows them the benefits of being connected. Connected objects could also offer the possibility of creating a unique relationship with users to help improve and streamline the customer journey. Today, consumers are already interacting with myriad different platforms and devices. All this



becomes more complex with the rise of connected objects. What will matter most to consumers then will be the quality and consistency of their interaction with a brand, and the overall customer experience. Already, customers have an average of six points of contact with a brand before they buy; when this increases, consistency will be even more important. The ability to respond proactively to consumers’ needs in the moment can obviously mark the beginning of a new era for the advertising world. This would shift us from hit-and-miss mass communication to 100 percent-relevant advertising that meets the specific needs of the individual. But sending the right message via the right channel at the right time is already a challenge for brands, which are having a hard time adapting to the current interpersonal ecosystem of Web 2.0. With connected objects, it will only be more complex. Most importantly, all of this change must take place without excessive intrusion. The internet today gives individuals the chance to seek and find, but with connected objects, it is the objects and the internet themselves that will do the seeking and finding. Brands need to ensure that whatever they offer via connected devices is both useful and desirable to the consumer.



www.kantar.com/public
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THOUGHT LEADERSHIP



NEW AGE THINKING



HOW MILLENNIALS ARE CHANGING EVERYTHING



Their influence in society continues to grow, and they will soon represent half of the working population. Just as Baby Boomers and Generation X made their mark on society, now millennials are directing trends and rewriting their relationship with brands. Understanding millennials is complex because they have such varied environments, education levels, families and work situations. But what they have in common is their experience of two hugely influential phenomena: digital revolution, and global recession. These have profoundly changed their expectations and their state of mind. A form of prudence and wisdom characterizes this generation, tinged with a mixture of disillusionment and pragmatism. We have identified eight millennial traits that are influencing consumption, communication and innovation.



They are young and active, they live and consume differently, and they want to take the future of society into their own hands. They are millennials – born between 1985 and 2000 – and no other generation has been so scrutinized and analyzed. And for good reason!
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ALEXANDRE THOMAS



PAUL CHATALIC



Director Kantar Added Value Alexandre.Thomas@ kantaraddedvalue.com



Project Executive Kantar Added Value Paul.Chatalic@ kantaraddedvalue.com



I am connected, therefore I am The digital revolution has given rise to a near-instinctive desire for connectivity, and the smartphone makes this possible. The distress of the millennial faced with a dying phone battery is clear evidence of this. The advent of new connected realities opens up a field of possibilities for brands that will offer more and more ultra-qualitative content, that is immersive or hypercontextualized, on new devices.



My uniqueness is my greatest asset The digital revolution has given millennials the opportunity to express their individuality and they feel free of traditional norms. Half of them even regard gender as a spectrum, beyond the mere distinction between men and women, which would seem unthinkable for older generations. Authenticity, diversity and creativity are at the heart of their decision making. Brands have to help me be me.



Where I want and when I want As a direct result of the digital revolution, millennials reject any delay or discomfort in the consumer experience, and their demands intensify as technology advances. The result is two major transformations that will change the deal for brands:



We challenge our clients to build brands that shift categories and shape culture because we recognize that at a time when people are way more interested in their lives than in the brands we are charged with marketing, we need to develop brands that deliver experiences and champion issues that people genuinely want to engage with.



The consumer’s route to what they want has been simplified. Now the buying experience has to be smooth and, above all, eliminate waiting. Communication is being changed to a more visual language, led by images and emojis.



I’ll buy you if you help me live better Millennials, more than any other generation, are distinguished by their attention to the consequences of their actions, and by their focus on what they spend. This is not about simply spending less, but spending in a “good” way. While their parents assessed price vs. quality, they are looking at the impact of a product on their daily life. Given the decreasing emphasis on low prices, brands must adapt the way they build their offers and promotions.
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THOUGHT LEADERSHIP



NEW AGE THINKING



Togetherness is everything



Health is decisive



Collaboration is at the heart of millennial culture. It is reflected in the development of new modes of shared consumption, and genuine alternatives to the traditional brandconsumer relationship. Information, services rendered, consumer goods donated / loaned / resold / recycled... everything circulates! This peer-to-peer philosophy infuses all categories of consumption, down to the media and content they consume. Use Twitter, YouTube or mass online courses to entertain and inform.



They run, do yoga, replace alcohol with cold-pressed juices, and monitor their health with connected devices. Millennials are passionate about their health and are taking control of it. The acceleration of health discoveries, coupled with the advance of wearables, makes possible a form of assisted proactivity. I manage my wellbeing; I am acting to preserve it.



These are eight ways of living and consuming that we see happening now. But what about tomorrow?



Making the world a better place



Three big ideals are bound to develop: • Increasing the power of the individual • Sharing more, and sharing better • Cutting risk, increasing control



Possess less, experience more Millennials are disillusioned, but not pessimistic. They seek out moments, discoveries, surprises, emotions, sensations... intangible assets rather than possessions. Brands have noticed how much more millennials spend in experiential categories, and are investing in developing experiences as well as products and services. They must also reflect on the meaning of these experiences: What values do we want to relay? What’s the bigger picture?
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Millennials require more corporate responsibility. Almost two-thirds say they are drawn to socially and environmentally responsible brands. Brands must demonstrate their commitments, not just talk about them. It is logical that education and training will play a growing role in brands’ CSR policies.



As millennials become parents themselves, and we look at the next generation, centennials, we will see each of these trends grow stronger. Demands on brands will increase.



No great change happens without major questions arising. Will the omnipotence of hyper-connected individuals turn out to be hyper-dependence? Will we witness confrontation between the needs of brands and those of consumers? As for the need for control, will it paralyze us and kill off the chance of serendipity?
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THOUGHT LEADERSHIP



JUST A MOMENT



BIG GROWTH CAN STEM FROM SMALL OPPORTUNITIES



The relationship between companies and consumers is becoming more and more complex, confronting companies with a major challenge: how to identify precisely the moments that lead to growth opportunities. Three main factors characterize the complexity of this relationship and provide a framework for reflection on the crucial role that the notion of “moments” can play in marketing strategies.



Consumer needs are more subtle



The growth of a business or brand is not always a steady trajectory, or even a series of large gains following key turning points.



Consumers are more demanding and have a higher level of expectations than ever before. Their needs are more specific and are often linked to a particular moment of their life - not just whether they are millennials or seniors, for instance, but the precise point in their day. Are they planning a meal or having lunch on the go? Are their children with them or not? Brands need to understand people’s needs in these specific moments if they are to have meaningful interaction with their customers and prospects – and if they’re to operate more efficiently.



STÉPHANE MARCEL Chief Expertise Officer Kantar TNS [email protected]



Kantar TNS advises clients on specific growth strategies around new market entry, innovation, brand switching and customer strategies, based on long-established expertise and market-leading solutions.



Markets are becoming increasingly competitive New competitors now regularly arrive in the market to propose disruptive solutions that are better adapted to the expectations of consumers than legacy offerings. Brands that operate their own service platforms are especially adept at this. And in many countries, multinationals are faced with increasing competition from local businesses, which better understand the market conditions and the cultural factors that determine the needs of local people linked to particular moments.



The number of contact points is exploding Technology and the prevalence of smartphones are accentuating the complexity and fragmentation of people’s interactions, both with each other and with the world around them. Consumers engage in more frequent and shorter online activities. According to Google, there are nearly 100 billion “moments” spent every day in the world that are interactions on a smartphone. These are, potentially, 100 billion opportunities to understand the behavior of customers and prospects, and potentially to interact with them. If we add to this the multiplicity of offline contact points with which we interact daily, the difficulties that companies face become clear. And still, the opportunities for brands



grow, if the right message, the right targets, in the right channel is delivered at the right time. Nothing changes, but everything changes. Naturally, there are risks. The key to success is to focus precisely on the most important moments for both consumers and brands. But where do you look for these, and how do you identify the most important moments for a brand? These moments of opportunity for the brand can be everyday events, ephemeral, or rarer moments, but moments that are loaded with meaning in the lives of its customers. Thus truly disruptive and incremental innovations are constructed in a new and unique response to an unmet need associated with a particular moment. The growth of a brand depends on its ability to identify specific moments that offer opportunities; and, with their communications, their ability to target particular moments rather than a channel. An example: if a company manages to identify and anticipate moments of frustration and sorrow, it can turn them into positive experiences; the brand can then share with someone an emotional interaction that satisfies them, meets their needs in that moment, and fuels brand preference. Whether the objective is to generate growth through customer experience, product experience or brand experience via communication, the key to success lies in the precise identification of these moments of life, both small and large, and in the full exploitation of the opportunities they offer. This is what we call a strategy focused on “moments of growth”.



www.tnsglobal.com
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BRANDZ™ TOP 50 MOST VALUABLE FRENCH BRANDS 2018 Category



Brand Value 2018 $M



BC Index



1



Luxury



35,505



5



2



Luxury



25,951



3



Personal Care



4



Category



Brand Value 2018 $M



BC Index



Category



Brand Value 2018 $M



BC Index



14



Banks



4,964



3



27



Energy



1,620



3



5



15



Retail



4,785



3



28



Alcohol



1,589



24,533



5



16



Cars



4,428



4



29



Soft Drinks



Telecom Providers



17,915



3



17



Alcohol



3,335



4



30



5



Luxury



13,394



5



18



Food & Dairy



3,043



4



6



Telecom Providers



10,603



3



19



Telecom Providers



2,880



7



Personal Care



9,715



5



20



Luxury



8



Luxury



7,086



5



21



9



Insurance



6,970



2



10



Retail



6,836



11



Personal Care



12



13



Brand
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Category



Brand Value 2018 $M



BC Index



39



Retail



1,043



4



5



40



Soft Drinks



963



5



1,589



5



41



Personal Care



879



5



Alcohol



1,584



5



42



Soft Drinks



845



3



31



Luxury



1,480



3



43



Banks



823



2



2



32



Banks



1,265



2



44



Personal Care



716



5



2,787



4



33



Alcohol



1,203



5



45



Airlines



644



3



Luxury



2,690



3



34



Retail



1,202



3



46



Alcohol



633



5



22



Alcohol



2,306



5



35



Personal Care



1,195



5



47



Cars



585



3



3



23



Banks



2,233



2



36



Energy



1,187



2



48



Personal Care



563



4



6,670



4



24



Banks



2,061



2



37



Cars



1,110



4



49



Banks



544



2



Tires



6,080



5



25



Retail



1,860



4



38



Personal Care



1,106



5



50



Food & Dairy



543



3



Oil & Gas



5,040



1



26



Retail



1,823



3



Brand



Brand



Brand



Source: BrandZ™ / Kantar Millward Brown (including data from Bloomberg) Brand Contribution Index = Brand contribution measures the influence of brand alone on earnings, on a 1-to-5 scale, 5 being highest.
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BRAND PROFILES



Company: Hermès International Brand Value: US$25,951 million Headquarter City: Paris Category: Luxury Year Formed: 1837



Savoir faire drives legend in luxury



Company: LVMH Group Brand Value: US$35,505 million Headquarter City: Paris Category: Luxury Year Formed: 1854



Luxury brand takes ‘travel’ mission global Louis Vuitton began as the vision of a teenage apprentice seeking his fortune in Paris, and has grown to become one of the most readily recognized luxury brands in the world. Young Louis Vuitton learnt the craftsmanship involved in building quality luggage at a time of horse-drawn carriages, boats and long-distance train travel; his innovative designs and focus on quality led to the launch of his own workshop in 1854, and the iconic trunks he created are still at the heart of what is now a global luxury brand and a vast family of prestigious maisons. Around the world, even the brand’s initials are enough to signal quality and desirability, and its monogram is instantly recognizable.
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Louis Vuitton’s mission is to inspire the “Soul of Travel” (L’Ame du voyage) – a nod to the luggage that the brand began with – though the LV range now includes fashion and fragrance as well as leather bags, watches, jewelry and accessories. Louis Vuitton frequently collaborates with celebrities in its communications, and collaborates with artists and designers on its collections. There are around 500 Louis Vuitton boutiques in some of the most prestigious shopping destinations in the world, as well as in airports and online. LVMH has brought in ex-Apple executive Ian Rogers as its chief digital officer, to lead digital transformation of all brands within the group. Asian markets, particularly



China and Japan, have been instrumental in the brand’s growth over the past decade. In the past year, LV launched a series of pop-up stores to mark its collaboration with youth brand Supreme, which broadened the brand’s appeal among millennials, and launched a connected version of its classic Tambour watch. It has also worked on exclusive designs with artist Jeff Koons. Actor Alicia Vikander is the face of the 2017 Cruise Collection campaign, which was shot in Rio de Janeiro and features the Twist and Capucines bags. LVMH is listed on the Euronext and is part of the CAC 40 index.



Hermès is a luxury iconic brand with an equestrian heritage embedded in its logo, and is best known for its silk scarves and leather handbags, as well as home furnishings, perfumery, jewelry and ready-to-wear clothing. It promotes timeless design over keeping pace with trends; its most coveted Kelly bag has been made since the 1950s and the similarly prized Birkin range since the 1980s. Hermès has become a global luxury icon, with approximately 300 stores around the world; recent openings include new stores in Macau, Hong Kong Airport, and Chongqing in mainland China, and there have been renovations to key stores in Singapore, Philadelphia and Rome. The brand has been enjoying sales growth at a rate that outperforms the luxury market, with sales up 7.4 percent in 2016. New product launches include the fragances Galop d’Hermès in late 2016 and Eau des Merveilles Bleue in March 2017, and Hermès has worked in collaboration with Apple to develop the Apple Watch V2. In several global markets, the brand has launched temporary pop-up concepts called Hermesmatic, resembling a retro laundromat but with Hermès signature orange decor throughout. Customers can visit to dye and update their Hermès scarves. In its communications in the past year, the brand takes the theme “Objects for Life” in which the Hermès items themselves, rather than the models wearing or holding them, take center stage. Hermès was founded by Thierry Hermès and is majority owned by the Dumas family that has been involved with the brand since its launch. Axel Dumas is the current CEO, and shares are traded on the Euronext Paris.
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BRAND PROFILES



Company: Orange SA Brand Value: US$17,915 million Headquarter City: Paris Category: Telecom Providers Year Formed: 1988



Telecom provider gets close to users



Company: L’Oréal Group Brand Value: US$24,533 million Headquarter City: Clichy Category: Personal Care Year Formed: 1909



Beauty brand shows it’s worth it L’Oréal Paris is a beauty brand with a vast range spanning make-up, skincare, haircare, hair coloring and men’s products. Star lines in the range include Color Riche lipstick and Revitalift skincare. Its “Because I’m worth it” tagline was first used in 1971 and is still at the heart of brand communications, not just in France but for L’Oréal around the world. The message underpins the brand’s mission to make innovative products accessible to everyone, boosting women’s self confidence, and celebrating ethnic diversity through endorsement by well-known actors and singers from varied backgrounds.
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Around the world, brand ambassadors have included Jennifer Lopez, Jane Fonda, Eva Longoria, Julianne Moore, Liya Kebede, Karlie Kloss, Doutzen Kroes and Gong Li. In 2017, French model and actor Thylane Lena-Rose Blondeau joined this high-profile line-up. The company has also promoted accessible fashion, as demonstrated through its first runway show on the Champs Elysées during the latest Fashion Week in Paris. A pioneer in “connected” interactive beauty, its Make Up Genius app enabled consumers to try make-up on their smartphone prior to purchase. The brand has always partnered



with major retailers for distribution, but in the past year, L’Oréal Paris has opened its first branded boutique, a store devoted entirely to cosmetics with ambience the brand describes as “at once edgy and Parisian”. It has also launched a YouTube beauty academy in partnership with blogger Kristina Bazan, to help train the beauty YouTubers of tomorrow. L’Oreal Paris also benefits from L’Oreal Group’s corporate reputation and commitment to Sharing Beauty with All: its vision for sustainability. In 2016, L’Oreal Group’s sales increased by 2.3 percent, with an especially strong performance by the L’Oréal Luxe range. L’Oréal Group is listed on Euronext.



Orange is a mobile phone network provider that promotes the extent of its network and the quality of its services and innovations. It is seen as a premium brand in France, and tells consumers “We get you closer to what’s important to you’’. Orange has overhauled its communications strategy in the past year and focuses on the varied needs of consumers and how the brand can help them manage their health, family, work, money, and home – and have fun. Orange’s Christmas ad campaigns are well known; in 2016, Orange told a humorous story of neighbors trying to outdo each other’s festive lights displays. The brand invests heavily in innovation; its Orange Fab program helps startups to grow in France, but this work struggles to gain prominence next to a similar effort launched by Orange’s main competitor in its home market, Free. To compete against Free more effectively on price, Orange in 2011 launched Sosh, an extension brand that is highly focused on competitive tariffs and has a more quirky brand image. Orange operates in 28 countries, mainly in Europe and Africa. In Africa, a key area of focus is Orange Money, a mobile wallet service aimed at people without access to traditional banking. The success of the service has led to the launch of Orange Bank in France this year.
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Company: Altice Group Brand Value: US$10,603 million Headquarter City: Paris Category: Telecom Providers Year Formed: 1987



Content bundles set telecom apart



Company: Chanel International B.V. Brand Value: US$13,394 million Headquarter City: Paris Category: Luxury Year Formed: 1910



Fresh faces front heritage marque Chanel is a classic French luxury brand with a range spanning high-end fashion, fragrance, cosmetics and accessories, and is the design house behind what is probably the world’s most well-known perfume, Chanel No 5. Other signature products include Coco Mademoiselle perfume. German artist and photographer Karl Lagerfeld is Chanel’s head designer and creative director, and has directed several of the brand’s recent advertising campaigns, which link with music and young celebrities to bring a younger audience to Chanel. Lily-Rose Depp
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features in a lively video campaign for the new Chanel No 5 l’Eau fragrance, which features the focus on femininity that has long been associated with Chanel, but in a context in which the star shows the many aspects of modern women’s lives. Other celebrity ambassadors include Willow Smith, while the new Gabrielle bag was launched with support from Kristen Stewart, Pharrell Williams, Cara Delevingne and Caroline de Maigret. Chanel sponsored the Calvi on the Rocks music festival, and in 2016 made its Latin American debut with a fashion show in Havana, Cuba. Chanel’s



Paris flagship store is in Rue Cambon; it has 185 shops and “shopping corners” around the world, and international resellers. The brand launched its e-boutique in late 2016. Until then, Chanel only allowed its resellers to sell fragrances, cosmetics, and sunglasses online. The brand is known for its spectacular shows during Paris Fashion Week; in 2017, this featured a recreation of the Eiffel Tower, and in 2016 a zen garden, in reference to the Paris accord on climate change. Chanel is privately owned by the grandsons of Coco Chanel’s associate, Alain Wertheimer and Gérard Wertheimer.



SFR is a telecommunications provider that combines mobile and fixed-line phone services with a comprehensive entertainment offer, with a focus on premium content such as sport, news and movies. This combination of connections and content is how SFR distinguishes itself in a highly competitive telecoms market, aiming to provide the best service any time, anywhere, on any device and with any content. It has 14.6 million mobile customers and over 8 million households subscribing to its broadband services, plus business customers. It has invested in developing the infrastructure for delivery, and in premium content, which is bundled with its telecom offers or available “over the top” of other connections. Content includes coverage of Premier League and Champions League football, as well as digital versions of print publications, and radio. In 2017, SFR announced a new advertising tagline, “Pour vous, SFR change” – “For you, SFR changes” – to mark the shift in the business to focus jointly on broadband and mobile connections along with quality content. The business-focused part of the business now operates under the slogan “Libérons l’énergie d’entreprendre”, or “Release the energy to do”. The parent company, Altice, also has a new mission: “Together has no limits”, which refers to collaboration between group companies, between companies and their customers, and between Altice employees. It has announced plans to change the name of SFR to Altice as part of its global strategy.
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Company: Cie Financiere Richemont S.A. Brand Value: US$7,086 million Headquarter City: Paris Category: Luxury Year Formed: 1847



Luxury watchmaker focuses on experience



Company: L’Oréal Group Brand Value: US$9,715 million Headquarter City: Paris Category: Personal Care Year Formed: 1935



Women with star quality promote beauty range Although part of L’Oréal’s luxury products division, Lancôme has its own highly distinctive brand. Its high-end perfumes, skin care and cosmetics products sell internationally. It is perhaps best known for its luxury perfume Trésor de Lancômeand the globally successful La Vie est Belle. The brand was founded as a fragrance house, and quickly expanded into the skin care sector, launching an “all-purpose repair cream” in 1936. Make-up, cosmetics and other skincare products followed. L’Oréal acquired Lancôme in 1964. The
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brand aims to exemplify French elegance and chooses internationally famous women as brand ambassadors, women who embody not only beauty, but also strength and femininity, with powerful individual personalities standing up for their convictions. Such celebrities have included Julia Roberts, Kate Winslet, Penélope Cruz, Lupita Nyong’o, Lily Collins and Taylor Hill. Lancôme was a pioneer in Social Beauty in China with its Rose Beauty community launched in 2006. Recent launches include Le Teint Particulier - a custom-



made foundation, enabling users to customize their own foundation from 72,000 possibilities, acknowledging that each woman’s need is unique – and Visionnaire, a night cream aimed at busy women. In 2015, Lancôme partnered with London-based celebrity makeup artist and YouTube star Lisa Eldridge, who became the brand’s global creative director and presents a series of beauty tuition videos. L’Oréal Group shares are listed on Euronext Paris.



Cartier was launched in a Paris workshop 170 years ago and has gradually grown into a global brand renowned for its high-end jewelry and watches. Several of its designs have been produced for decades, including its Tank and Santos watches. To mark the reintroduction of its 1980s Panthère jewelry watch in 2017, Cartier gave director and producer Sofia Coppola carte blanche to create a video commercial around the new collection, in which the brand has invested heavily. Cartier has also become famous for its dazzling annual Christmas television ads. In 2016, this featured a panther cub in an animated film showing Cartier helping Christmas wishes come true. In early 2017, Cartier announced a partnership with another French luxury group, Kering, to develop, produce and distribute Cartier eyewear. China is a key market for Cartier, and the brand was one of the first European luxury names to have a storefront on the WeChat Chinese digital platform. In New York, the brand launched an innovative pop-up experience at a popular French-Vietnamese restaurant this year to immerse millennial consumers in a Cartier experience; the Panthere Studio was a significant step in moving from a focus on transactions to interactions. Globally, Cartier has more than 300 stores. Each year, Cartier recognizes six women from around the world in its Cartier Women’s Initiative Awards. The brand is owned by luxury goods company Richemont, which is listed on the Swiss Stock Exchange.
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Company: AXA S.A. Brand Value: US$6,970 million Headquarter City: Paris Category: Insurance Year Formed: 1985



Warmth and optimism from insurance giant AXA’s heritage stretches back more than 200 years, providing a range of insurance products along with savings and pension services and related financial products. It has been known by the AXA name since 1985. It has grown into a global player in the sector, and is present in more than 60 countries, including China, where it operates through two joint ventures (ICBC and Tianping) and is the largest foreign insurer in the market. It has a partnership with e-commerce giant Alibaba to further distribution there. In France, AXA in 2017 announced it was working with Uber to provide accident cover to drivers working for the ride-sharing service. Earlier, the company divested its investments in the tobacco industry, winning praise from health lobby groups. The brand’s public image is business-like and reflects AXA’s premium positioning. Advertising shows AXA as a partner to its customers, helping them manage the ups and downs of daily life. Recent campaigns feature real AXA agents describing their own role, and depict customers overcoming large and small hurdles thanks to their insurance. The tone is always warm and optimistic. Other 2017 campaigns focused on small businesses and the importance of a gender-balanced workplace. In the past year, there has been a shake-up of top management at AXA. Thomas Buberl is now chief executive. AXA shares are listed on the Euronext exchange.



112



Company: Carrefour S.A. Brand Value: US$6,836 million Headquarter City: Boulogne-Billancourt Category: Retail Year Formed: 1959



Retail leader in digital push Carrefour is the French retailer that pioneered the concept of the hypermarket – combining supermarket and department store – and took it to the world. It has more than 5,600 stores across France in a range of formats, including hypermarkets, supermarkets, convenience stores and cash-and-carry outlets. The brand is highly active in Europe, Asia and Latin America, and has over 12,000 stores globally, making it one of the largest retail chains in the world.



The brand is best known as a value-formoney retailer with a broad selection of products and brands in its stores, but it is also seeking to deepen its role in e-commerce and position itself as an innovator. In 2017, Carrefour acquired Rue du Commerce, one of the leading French e-commerce brands, and it has announced plans to raise its investment in online retailing by a significant amount by 2020. It marked a first in French retailing when it became the first supermarket to use virtual reality in stores; to mark its anniversary month in late 2016, it offered low-priced virtual reality glasses and in-store content to showcase the technology.



Alexandre Bompard was announced as Carrefour’s new CEO in mid-2017. He is credited with the digital transformation of another French retail chain, Fnac, and is expected to lead a digital push at Carrefour. In its communications, Carrefour explores the themes of optimism and optimization, encouraging consumers to be positive, and to do more with less – reducing waste and consuming more efficiently, without compromising on taste or quality. A recent campaign uses a child’s voice and energetic music over a succession of fleeting images showing key life moments in a lively, optimistic way. Carrefour is listed on the Euronext Paris.
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SP EN D I N G H A S SLOW ED, D I SCO U N T ERS A R E G ROW I N G . . . ...PEOPLE ARE CONSUMING LESS, AND BUYING SMARTER.
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The value of being typically French Let’s be honest, it is probably not the French who are best placed to judge what people mean when they speak of “the French touch”. Here, we simply do what we do. But when colleagues around the world ask us to apply this French touch, what is it they have in mind? We could flatter ourselves and believe they refer to our reputation for excellence and French elegance – our fine taste and quest for perfection. But there’s more to it than that. A perhaps less flattering aspect of Frenchness is our spirit of contestation. This ability to question – ideally positively – processes, relationships and brands is often what people are looking for.



Camille Yvinec Executive Strategy Director, Paris Brand Union [email protected]



We always find it more interesting to circumvent the rules (even our own rules) to find an unexpected answer. In our agency, we observe a certain jubilation among strategic and creative teams when they produce new answers discovered in new ways. As a result, when international clients have very precise specifications, they tend to consult agencies around the world; they have the final result in mind already. But when they want to be surprised, even gently challenged, they turn to a French agency. As French novelist Jean d’Ormesson observed: “What could be more French than the irony and lightness which at all times belongs to the legend of Paris? To be French is to love tradition and to love the revolution. To be French is first of all a contradiction.” As well as French style, there is a French spirit. Think of the quality of execution of Air France’s communications, played with a subtle sense of humor. Or the imaginary Hermes dictionary, the Hermesistible. Beyond the know-how, there a French desire to look for the side step rather than the standard solution. For agencies and brands, it is a matter of thinking about creating a certain fluidity in the expression of a brand and the experience it delivers, in order to allow everyone to enjoy moments of freedom that are typically French. The “French Touch” is this relatively intangible je-ne-sais-quoi, whose rules are being rewritten all the time.
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Food for thought “Health and wellness is the new premium,” according to Valérie Toothman, Innovation Vice-President at AB Inbev. And if the alcohol market says so, then the trend for healthy consumption must truly have arrived. Fog Point released gluten-free vodka and was quickly out of stock. Nootrobox has us eating cubes of coffee, Go Cubes, which include ingredients designed to improve concentration. And Samsung is releasing smart “Family Hub” fridges that allow the entire family to shop online directly from a touch screen on the fridge itself. JWT Intelligence’s “The Future 100” Virgile Brodziak study shows the widespread growth of veganism is evolving, Director-General too. Today, the “new vegan” goes further than avoiding animal products and seeks products such as hazelnut milk J. Walter Thompson, Paris and white cabbage. Ayurvedic and Paleo lifestyles are also [email protected] growing. Now is the time for food and technology brands to prepare for the new consumption habits of current and future generations. We believe that 2018 will be a turning point for the rise of functional, conscious and responsible nutrition.



117



03



TOP 50 MOST VALUABLE FRENCH BRANDS 2018



THE FRENCH TOP 50



BRAND PROFILES



Company: L’Oréal Group Brand Value: US$6,670 million Headquarter City: Paris Category: Personal Care Year Formed: 1904



‘Take care’ message across extensive range Garnier is a hair and skin care brand produced by the world’s largest cosmetics company, L’Oréal, and sells its products globally. Founded by Alfred Amour Garnier, the brand began with La Lotion Garnier, the first patented plant-based hair lotion. Today it’s the secondlargest brand in the L’Oréal group, with sub-brands in four product categories. Among the most well-known are Ultra Doux, Fructis, Ambre Solaire, Nutrisse, and Olia, an all-natural, oil-based hair color, which was one of its most successful recent launches. The brand promotes its long heritage – “hair and skin experts since 1904” – and its products’ blend of natural ingredients, including fruit, flowers and seeds – at affordable prices. Garnier’s tagline is “Take care”. The Ultra Doux brand was recently extended beyond shampoo into the body lotion sector and in 2016 an Ultra Doux shower gel was launched. The brand’s Fructis range of shampoos, conditioners and hair treatments was recently relaunched as Superfruit, an all-natural, silicon and paraben-free product. In Southeast Asia, China, Japan and India, Garnier is seen as a more up-market brand. L’Oréal shares are listed on Euronext Paris.
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Company: TOTAL S.A. Brand Value: US$5,040 million Headquarter City: Paris Category: Oil & Gas Year Formed: 1924



Company: Compagnie Générale des Etablissements Michelin Brand Value: S$6,080 million Headquarter City: Clermont-Ferrand Category: Tires Year Formed: 1889



Safety and service at heart of tire brand Michelin is best known to consumers as the maker of car tires, but the brand also produces tires for trucks, agricultural vehicles and planes. It is a premium brand, and strives to be at the cutting edge of sector innovation. Michelin promotes the values of safety, durability, reliability and service. It has become a widely recognized global brand, selling in 170 countries through 4,400 dealers, with particularly strong operations in North America and China. The brand’s focus on innovation is reflected in the launch in 2017 of a new research and development campus in Ladoux, and its partnership with a local university on joint developments focused on co-operation between humans and machines in the production process. Recent product innovations include the announcement in 2017 of Vision, a new biodegradable and 3D-printed airless tire. The brand has also developed, with Safran, the world’s first internetconnected tires for the aircraft industry. The Michelin Man who features in brand communications is synonymous with the brand, which has strong associations with rally car racing. Michelin was also an early pioneer of branded content, developing some of the world’s first road maps, and launching the Michelin restaurant guide back in 1900. The guide is still highly respected, and this side of the business has expanded, with Michelin’s acquisition in 2016 of the BookaTable restaurant reservations platform, and a stake in Robert Parker’s Wine Advocate. Michelin is listed on the Euronext Paris exchange.



Fuel provider in push for cleaner energy Total is the fourth-largest oil and gas producer in the world, as well as a leading player in the global solar industry. In France, it is best known to consumers as a premium motor fuel and lubricants brand, with around 2,000 filling stations around the country. France accounts for 22 percent of turnover; Total has extensive operations in other European markets, Africa and the Middle East, with over 16,000 filling stations worldwide. The company has stated its commitment to producing energy that is affordable, reliable and clean; its 100 percent-owned subsidiary, Total Solar, in 2017 started construction of it second solar power plant in Japan, which is designed to power over 8,000 households. Total also supplies solar photovoltaic cells to commercial and residential customers. In France, recent communications have focused on Total’s own Excellium, a premium fuel it describes as “The fuel that cleans your engine, kilometer after kilometer”. Total is listed on the Paris Stock Exchange and is a constituent stock of the CAC 40 index.



Company: BNP Paribas S.A. Brand Value: US$4,964 million Headquarter City: Paris Category: Banks Year Formed: 1966



Bank adjusts to a changing world The BNP Paribas name came into use following the merger of BNP and Paribas in 2000, but parts of the business trace their origins back almost 200 years. It is a premium banking and financial services brand, which has grown from a position of strength in France into a leading European and global player, working in 74 countries. It weathered the global financial crisis better than many other banks, and was able to buy out several other banks, such as Fortis in Belgium and BNL in Italy. The bank is one of many in France to announce plans to reduce the number of physical branches it operates over the coming few years as more people shift to online money management. In its communications, BNP Paribas describes itself as “The bank for a changing world” and “The insurer for a changing world”. It is a prominent sponsor of international tennis tournaments, and will be one of the main sponsors of the Olympic Games in Paris in 2024. BNP Paribas is listed on the First Market of Euronext Paris and is included in the CAC 40 index.
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Company: Auchan Group Brand Value: US$4,785 million Headquarter City: Croix Category: Retail Year Formed: 1961



Retailer links digital and physical worlds Auchan is a supermarket, hypermarket and convenience store chain that has grown into a major international retailer, with operations in 17 countries. It operates over 600 hypermarkets and close to 3,000 supermarkets around the world, and has a growing e-commerce presence. Auchan’s top management has announced that in future, hypermarkets will provide services and entertainment – an experience – rather than just a place to shop. It is gradually reinventing its stores with features that combine physical and digital shopping; the first small-format My Auchan stores launched in Paris in late 2016 with a select range of everyday essentials, the option to order from Auchan. fr, and home delivery via bicycle or collection from lockers. Operating under distinct brands across segments (e.g. Simply market for proximity supermarkets) Auchan is now refocusing on the Auchan brand. The brand is also focusing its range – and its offering to employees – on being “good, healthy and local,” promoting sustainable consumption and healthier eating. Auchan is family and employee-owned.
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Company: LVMH Group Brand Value: US$3,335 million Headquarter City: Cognac Category: Alcohol Year Formed: 1765



Company: Groupe Renault Brand Value: US$4,428 million Headquarter City: Boulogne-Billancourt Category: Cars Year Formed: 1898



A vehicle for every stage of life Renault is a vehicle manufacturer that has grown to account for a quarter of the French car market. Renault vehicles also sell internationally, and the Renault-Nissan-Mitsubishi alliance is the fourth-largest automotive group in the world. The brand’s motto “Passion For Life” is expressed through their vehicles that aim to suit every stage of consumers’ lives, and under the direction of Renault head of design Laurens van den Acker, the brand implemented a “Life Cycle” strategy under which all models have been reinvented, positioning cars as an enabler of everyday life. The recent ad campaign “As unexpected as life” underlines the fact that there is a Renault model for each adventure that life offers; it depicts a driver on an imaginary road, his life changing unexpectedly as he passes key milestones. Teaser ads in digital channels precede the launch of new models, encouraging consumers to take another look at Renault, and expect the unexpected. Together, Renault and Nissan have invested heavily in the development of electric cars; at the Paris and Frankfurt motor shows, Renault has showcased its Trezor electric coupe and the Renault Zoe, which has a range of 400 kilometers. Renault has had a close association with motor sports since brothers Marcel and Louis Renault won the Paris-Trouville race in 1899; it has long-standing involvement in Formula 1, and has won the World Constructors’ Championship title 11 times. Groupe Renault is listed on the Euronext Paris.



‘Brown gold’ serves global luxury buyers Hennessy is the biggest-selling brand of cognac in the world, made according to the same processes used by the first cellar masters in 1800 and passed through generations of the Fillioux family. The brand embodies three core values: the spirit of conquest, sharing, and a taste for excellence. Restrictions on alcohol advertising mean the brand’s public activies are limited, but Hennessy launched a large-scale global campaign to mark its 250th anniversary, in 2015, which is still under way. The celebratory world tour – a traveling exhibition – recently made a stop in New York City as it continues its journey. Sales of Hennessy, nicknamed “brown gold”, reached record levels in 2016, with almost 180 million bottles sold worldwide. The original Hennessy product remains unchanged, though new lines have been added to the range to meet the changing needs of consumers, and demand for even greater exclusivity in some of the brand’s newer markets. Alongside the classic VS, VSOP and the flagship Hennessy XO ranges, the brand periodically offers limited-edition products and launches new lines. “Pure White” Hennessy was launched in 2007 to boost consumption in bars, Hennessy Black followed in 2009 to represent the allure of the night, and Paradis Horus has been developed especially for Russian and Asian consumers. LVMH Group is listed on Euronext Paris.



Company: Danone Group Brand Value: US$3,043 million Headquarter City: Paris Category: Food & Dairy Year Formed: 1987



Yogurt targets breakfast occasion Activia is a range of yogurt products that launched initially under the name BIO, which is generally used for organic products; the name change to Activia came about because the European Union objected to the name BIO being used for a non-organic food. Activia was the first yogurt to contain probiotics called bifidus actiregularis, and was a great match for growing demand for health products in the 1980s and 1990s. It has since become a supermarket staple around the world, sold in more than 70 countries, with its distinctive green packaging and a growing range of flavors. In France, there are also fruit-layer varieties and a “light” range. In 2016, Activia relaunched globally with a more emotional approach to communications aimed at women, encouraging them to “Live in sync” or “Vivre en phase”, featuring prominent people and everyday women and showing how they have found a balance between mind, body and spiritual wellbeing. The relaunch included new, more modern packaging and a darker green label. More recent advertising has focused on Activia as a brand for breakfast; a new cereal variant has been launched in Europe, along with a liquid version for breakfast on the go. Activia is part of Danone, which is listed on the Euronext Paris exchange.
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Company: Kering Group and L’Oreal Group Brand Value: US$2,690 million Headquarter City: Paris & Clichy Category: Luxury Year Formed: 1961



Company: Iliad Group Brand Value: US$2,880 million Headquarter City: Paris Category: Telecom Providers Year Formed: 1999



Price focus for challenger brand Free is a strong challenger brand in the telecommunications sector, which burst on to the scene in 1999 with internet services via its famous Free Box, but really started shaking things up in 2012 when it launched mobile phone services. The brand entered the market with highly competitive rates, leading other providers to review their packages and launch lower-cost networks. Free now has more than 18 million subscribers. Brand communications are almost entirely focused on price, with the ease of signing up, the strength of the 4G network and free roaming in 35 countries also featuring, along with its 24-hour customer service lines. In mid-2017, Free launched services in the French territory of La Réunion. The brand’s tagline is “Merci Free” or “Thank you, Free”, often using humor in its ads across TV and outdoor. Until 2016, subscribers could only sign up online or on the phone, but Free launched its first physical store in Paris recently and has since opened 65 others; it has plans to expand to 100. Free is working in partnership with Canal+ to provide TV content to subscribers, and has run a joint promotion with online retailer Ventes-Privées on a 99 cent-per-month subscription. Free is part of telecom company Iliad, which is majority-owned by Xavier Niel and is listed on Euronext.
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Company: Christian Dior Group Brand Value: US$2,787 million Headquarter City: Paris Category: Luxury Year Formed: 1946



Timeless elegance & femininity relevant across generations The Dior brand was created by designer and couturier Christian Dior, for whom Fragrance was the ultimate touch to his Haute Couture creations. The range of products quickly expanded into cosmetics, leather goods, jewelry and watches. It is one of France’s bestknown luxury brands around the world. E-commerce is growing in importance, and gives consumers access to ranges that are not necessarily available in stores. A succession of high-profile designers and creative directors have steered the brand over the years, among them Yves Saint Laurent, Marc Bohan, Gianfranco Ferré, John Galliano, Hedi Slimane and Raf Simons. Some of the brand’s most iconic products include the Miss Dior perfume, launched in 1947 and now advertised in a new campaign featuring actor Natalie Portman, along with Perfumes Sauvage (advertised with Johnny Depp), Eau Sauvage, Poison, Fahrenheit, J’adore, and the Lady Dior handbag popularized by Britain’s Princess Diana. Celebrities are key to Dior communications, and singer Rihanna, and the actors Marion Cotillard, Charlize Theron and Jennifer Lawrence, are all associated with products in the Dior range. Dior is part of the wider Christian Dior holding company, which includes other luxury brands such as Givenchy, Kenzo, and Berluti. The company is listed on Euronext Paris.



Social media helps brand target millennials Founded by the French designer Yves Saint Laurent, SAINT LAURENT is a high-end fashion brand for men and women, with a broad range of ready-to-wear clothing, shoes, bags, accessories, sunglasses and gifts. It pioneered the concept of luxury prêt-à-porter, through the launch of its “Saint-Laurent Rive Gauche” collection in 1966, and the brand is widely regarded as one of the most influential fashion houses in France and the world. It has 159 directly operated boutiques around the world, and has flagship stores at prestigious addresses in major cities such as Paris, London, New York, Hong Kong, Shanghai and Tokyo. Sales are especially strong in the Middle East and Asia, particularly mainland China. In 2016, SAINT LAURENT opened 17 additional stores, including in two new markets: Canada and Malaysia. SAINT LAURENT has a strong and growing e-commerce business; it is online in approximately 60 countries, and integrates sales with social media campaigns. It is one of the most popular luxury brands on Twitter, with more than 3.8 million followers, and has more than one million followers on Instagram since making this an area of focus in mid-2016. Under new creative director Anthony Vaccarello, four new advertising campaigns have been launched. One of these is for the new fragrance, Y, which is aimed at millennials. One of the parent companies, Kering announced in September 2017 that it would stop using excessively thin models in catwalk shows and photo shoots. Kering shares are listed on the Paris Euronext exchange.



Company: LVMH Group Brand Value: US$2,306 million Headquarter City: Épernay Category: Alcohol Year Formed: 1743



Champagne leader launches online content Moët & Chandon is the world’s leading champagne brand, with a global market share of close to 20 percent. It positions itself as the ambassador of a refined and luxurious western lifestyle, which resonates both in Europe and farther afield. It is associated with taste, elegance and maturity. While the brand and the product date back more than 250 years, the brand is updating what it offers to consumers, by increasing its availability to online shoppers, and by providing new kinds of experiences associated with Moët & Chandon. It is trialing a new service in Paris that can have a chilled bottle of champagne delivered within an hour, and benefits from Clos19, the e-commerce platform launched by parent company LVMH Group in April 2017 around wine and spirits. In the past few months, the brand has launched “Moët Experiments”, an online source of content including masterclasses and links to realworld tastings and other events. There is also consumer guidance on how to store and serve its products, and how to determine which of its products - Impérial, Ice Imperial, Mini-Moët or Grand Vintage – is best suited to consumers’ occasions. Like many champagne brands, it produces seasonal packaging to coincide with festivals such as New Year. Occasionally it uses celebrities in its communications; in summer 2017, tennis player Roger Federer joined master of the cellar house Benoit Gouez in a YouTube video to demonstrate “perfect service” of Ice Imperial champagne. Moët & Chandon is a subsidiary of the LVMH Group, which is part of the CAC40 index and is listed on the Euronext Paris.



123



03



TOP 50 MOST VALUABLE FRENCH BRANDS 2018



THE FRENCH TOP 50



BRAND PROFILES



Company: Decathlon Group Brand Value: US$1,860 million Headquarter City: Villeneuve-d’Ascq Category: Retail Year Formed: 1976



Company: Crédit Agricole Group Brand Value: US$2,233 million Headquarter City: Montrouge Category: Banks Year Formed: 1894



‘Green bank’ in boost for startups Crédit Agricole was the first bank to launch in France, and earnt its nickname “The Green Bank” because of its early support for the agricultural sector. It is now a major provider of consumer and business banking and insurance services, and has an international footprint; Crédit Agricole Consumer Finance provides consumer credit in 21 countries. In France, it is known as a premium brand with strong customer service, and it has been focusing on innovation, both of its own services and providing support for entrepreneurs and startups. It has set up small business incubators for startups in a range of business sectors, not just those related to financial services. In 2017, its communications have focused on providing customers with the ability to carry out all their transactions online, and to switch seamlessly between digital and physical services at their convenience. Its advertising tagline is “Crédit Agricole, toute une banque pour vous” or “Crédit Agricole, an entire bank for you”. Crédit Agricole Group is listed on the Euronext Paris and is part of the CAC 40 index.
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Company: Societe Generale Group Brand Value: US$2,061 million Headquarter City: Paris Category: Banks Year Formed: 1864



Digital drive for banking team Societe Generale is a French retail bank offering individual and business customers a range of financial services, with a growing emphasis on digital options. The brand is seen as a premium offering in the banking sector, and positions itself as an innovator and leader, with excellent customer service. It has 8.1 million individual customers and nearly 450,000 professional customers, associations and business customers, not counting its Credit du Nord and Boursorama brands. It has grown into a major global banking brand, with a presence across Europe, Asia and Africa, where it has recently launched a new mobile-only bank, YUP. In France, where there are more than 2,000 Soc-Gen branches, the bank has been targeting high-net-worth individuals with its private banking program, operated through 80 centers around France. It has also been driving a long-term transformation plan with a focus on digital and mobile services to help customers manage their money – and even open a new account – online. In 2016, the number of online interactions with the bank rose by about 900 million. In addition, 190 branches have been equipped with self-service areas that are open seven days a week with longer-thanusual opening hours. It is one of the few banks in France to use a chatbot for customer service. Since 2010, Soc-Gen’s slogan has been “Développons ensemble l’esprit d’équipe”, or “Together, develop team spirit”. In its communications in the past year, it has focused on digital innovations that help small businesses and individuals. It has also highlighted the brand’s sponsorship of the 2019 Rugby World Cup and its support for the national team, with a campaign showing players at their training camp receiving tweets of encouragement from fans ahead of games, wherever they are in the world. Societe Generale is Group listed on the Euronext Paris.



Retailer brings sport to the masses Decathlon is a retailer whose mission is to make sports accessible to everyone by offering quality equipment at low prices. Its stores offer a range of international brands as well as its own brands – including Quechua, Kalenji, Tribord and B’Twin – which present innovative designs developed in-house. Over 40 years in business, Decathlon has grown to have a presence in around 30 countries; its 301 stores in France account for one-third of total sales, and there are 1,176 stores worldwide. New markets in 2016 for Decathlon included Mexico, Côte d’Ivoire, Slovenia, Malaysia and Singapore, and the first Australian stores opened in 2017. Recently launched new store formats in France include Decathlon Essentiel, developed with a smaller footprint for urban locations, and the even smaller Decathlon City stores, which emphasize urban fitness and mobility. Decathlon also sells online, and is increasingly linking the online and offline shopping experience, equipping its in-store sales teams with tablets to help shoppers buy beyond the range available at a given store. In its communications, Decathlon’s tagline is “Fully fit”, and a recent campaign hung on the idea that “You can’t imagine what’s hidden behind a low price”. Decathlon is privately owned by the Mulliez and Leclercq families.



Company: LVMH Group Brand Value: US$1,823 million Headquarter City: Neuilly-sur-Seine Category: Retail Year Formed: 1970



Beauty stores highlight hottest brands Sephora is a chain of high-end cosmetics stores known for its extensive range, with an emphasis on edgy and trendy brands. It features its own Sephora Collection range alongside hundreds of other beauty brands. It has around 600 stores in Europe, and a total of 2,300 branches worldwide in 33 countries. In stores, it focuses on providing a luxurious environment, with a particular focus on customer service and sector expertise. Sephora also has a strong presence online, and the brand has been looking at uniting the physical and digital aspects of cosmetics shopping with the recent launch of a new store format, Sephora Studio, which it is pioneering in one of its key markets, the United States. These smaller stores have digital features such as mobile-equipped staff to answer queries faster, and function as click-andcollect points. Their communication is characterized by the tagline “Au Coeur de la beauté” or “Sephora, where beauty beats”. Sephora is owned by luxury conglomerate LVMH Group, whose shares are listed on the Euronext exchange. Since 2017 Sephora is available via Amazon’s Alexa and Google Home / Assistant, to listen to influencers podcasts or take appointments.
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Company: Danone Group Brand Value: US$1,589 million Headquarter City: Evian-les-Bains Category: Soft Drinks Year Formed: 1826



Company: EDF Group Brand Value: US$1,620 million Headquarter City: Paris Category: Energy Year Formed: 1946



Energy giant pushes low-carbon vision EDF for many years had a monopoly on the supply of electricity to French households and companies, though now operates in a competitive market in which many rival brands buy their electricity from EDF to sell on. The communications tagline (“L’énergie est notre avenir, économisons la”) of the brand opens up to not only electricity but energy as a broader space ans sets EDF as a company caring for environment and preparing for the future. EDF has set out a strategy to become a champion of low-carbon electricity production and under its CAP 2030 vision, EDF says it plans to double its production of energy from sustainable or renewable sources by the year 2030, as well as more closely engage with its customers and triple the share of business it does internationally. In 2017, EDF is part-owned by the French government, with remaining EDF shares listed on the Paris Exchange.
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Company: LVMH Group Brand Value: US$1,589 million Headquarter City: Reims Category: Alcohol Year Formed: 1772



Yellow label defines fizz with finesse Veuve Clicquot is a champagne brand that is instantly recognizable around the world for the distinctive yellow label of its flagship product, “Le Brut Carte Jaune”, which the company describes as being “a perfect balance between power and finesse”. The range also spans other products and collections, designed to meet the needs of consumers on different occasions; these include Rose and Naturally Clicquot. Themed accessories are often released to complement the bottles, such as crates and ice buckets. Veuve Clicquot sells through large retailers as well as the hospitality trade, where it offers high levels of training and merchandising, with branded flutes and serving buckets. Veuve Clicquot does little advertising, partly because of restrictions on alcohol promotion and partly because it has never been in the brand’s culture; instead, it signals its association with the image of a woman in black, who represents Barbe-Nicole Ponsardin Clicquot, the widow of the brand’s founder and the woman who took over the business aged just 27 when he died. The brand organizes the annual “Woman’s Veuve Clicquot Award” which runs across 27 countries and recognizes businesswomen who share Mrs Clicquot’s entrepreneurial spirit. In 2016, Veuve Clicquot launched three online videos inspired by the life of Madame Clicquot, with the message “Let life surprise you”, primarily to raise its profile among millennials. Veuve Clicquot is owned by the LVMH Group, which is listed on the Euronext Paris, and is represented on several leading indices, including the CAC 40 and the FTSE Eurotop 100.



Water brand urges everyone to ‘live young’ Evian is a brand of mineral water sourced from the Alps, near the town of Evian that gives the product its name. Now a global brand, Evian has had a long association with purity and health, dating back to its early days when the water was prescribed by local doctors for its apparent curative properties. While the product itself has not changed, the brand innovates with new bottle formats and with its popular advertising, which since 2009 has used the “Live Young” tagline. Advertising tends to feature babies doing adult activities to provide a humorous look at the way adults can feel young again. The most recent campaign of this type, showing babies wearing oversized clothes, includes a baby version of tennis star Marina Sharapova in adult-sized sports gear. The campaign has been a hit on social media, particularly Snapchat. Linked to this campaign, the designer Rad developed a range of oversized clothing in which people can again feel like a baby. And during the Wimbledon 2017 tennis tournament, which Evian sponsors, digital content unlocked through a code on Evian bottles challenged consumers to rediscover their youthful spirit. Evian has also worked with Kusmi Tea on limited-edition bottles of Evian-infused flavored teas. Evian is part of Danone Group, which is listed on the Euronext Paris and on the Swiss Stock Exchange.



Company: Rémy Cointreau Group Brand Value: US$1,584 million Headquarter City: Cognac Category: Alcohol Year Formed: 1724



Heritage cognac grows globally A young wine grower in Charente, Cognac, created a champagne cognac and began selling it under his own name. That was 1724, and since then, Rémy Martin has become recognized globally as a leader in luxury spirits. The product is a unique blend created from a combination of Grande and Petite Champagne grapes. Rémy Martin was the first major cognac house to have a female cellar master, Pierrette Trichet, who in 2014 handed over the reins to Baptiste Loiseau. The cognac category has been growing around the world, particularly at the more premium end of the market, and Rémy Martin has benefited from this; growth has been especially strong in the United States, England, South Africa, China and Russia. Sales for the House of Rémy Martin, which includes both the Rémy Martin and Louis XIII cognac brands, were up 10 percent in 2016-17. In early 2017, a new logo, website and signature was launched, with the tagline “Terroir, People and Time” underlining the brand’s long-term mission to craft exceptional spirits. In summer, Rémy Martin launched the “Rooted in Exception” campaign, using a fun but educational video to explain its long heritage in champagne cognac. More recently, the House of Rémy Martin has launched its fourth season of the Producers’ Series, a contest for music producers to get their creations heard and recognized. Other developments in the past year include a connected bottle fitted with an NFC chip that provides product authentication as well as serving suggestions, a new XO Cannes limited edition, and the brand’s first ever pop-up store, in Paris Charles de Gaulle airport. The majority of the Rémy Cointreau Group is owned by a family holding company, Andromede, with the remaining 44 percent of shares listed on the Euronext Paris.
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Gen Z - the youth of today Generation Z, aged 16 to 19, are passionate about music, and they love to laugh and follow celebrities online. Funny ads that feature good music or a web celeb are therefore up to twice as likely to be appreciated by this generation than those a little older. These people also spend a lot of time outdoors, giving brands many opportunities to attract their attention, especially via posters and billboards, which Gen Z feel much more positively about than do older generations. Gen Zs were born with the internet. They are addicted to their smartphones, and are online for more than five hours a day, on average (with email time on top of that). This compares to about three hours a day for those only a few years older. If you want to reach this generation, mobile is impossible to ignore. As digital experts, they demand that brands respect their need for control: they do not hesitate to install adblockers (46 percent have blockers on their computers, compared to 30 percent of Gen X and Gen Y), and they ignore ads they find intrusive. They expect brands to offer them entertaining or useful content while giving them the option to skip or click for more. Brand content must be carefully created to integrate with the communications platforms being used.



Pierre Gomy Managing Director Kantar Millward Brown [email protected]



Gen Zs fully understand that their data is widely used, and they are more protective of it than older generations. Brands must therefore be transparent about their data policies, and use data only in a way that benefits the consumer.



The values of Gen Z are complex. This is a highly narcissistic generation (19 percent love to take selfies, versus just 5 percent of Gen X and Gen Y), yet they are also concerned about those around them, with a strong interest in societal and environmental issues, such as organic, Fairtrade and Made in France. But while Gen Z is the digital generation, brands must not fall into the trap of allocating 100 percent of budgets to digital. Brands will find success with Gen Z depending on their ability to find a balance between traditional and digital media, and to benefit from synergies between the two.
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Seeing in color Did you know that successful brands have colors? Knowing the color of your brand means identifying and managing its position in the market, and cultivating its image so that consumers find it irresistible. We have identified six colors that reflect the personality and standing of different brands. Yellow brands embody the values of liberation and joie de vivre: pleasure, freedom, play and fun. They’re optimistic and carefree. Desire, excitement and daring are the hallmarks of red brands. They’re energetic, audacious and are ready to meet all challenges. Whether avant-garde, heroic or rebellious, red brands are alluring, and sometimes push their difference to extremes. Orange brands offer sympathy and closeness, accessibility and transparency. They are simple, sociable and inspire confidence. They make you feel good, like your best friend.



Fabrice Billard Director Brand Strategy Kantar TNS [email protected]



Purple brands behave like stars: seductive, desirable and often inaccessible. Purple brands typically possess the attributes of power and ambition, impress with their confidence and will often play on notions of excellence, luxury and distinction to become genuine “badge brands”. Love them or hate them, everyone feels something about a purple brand. The brown brands are synonymous with care, kindness, sensitivity and serenity. They are the opposite of the red brands, reflecting gentleness, purity, authenticity and nature. Blue brands combine technicality and reason. Like a perfect businessperson, they demonstrate mastery, competence and a great sense of organization. The blue brands come across as reliable experts, aspiring to perfection and offering unsurpassed safety. What’s your brand’s favorite color?
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Changing long-term behavior Carpooling, eating five fruits and vegetables a day, reducing energy consumption… inciting people to change their behavior is a fundamental issue for many public and private organizations.



The value of being invisible Traditional luxury is giving way to a more sober and discrete style of luxury, defined by durability, inclusiveness, and modernity. What matters now is not the name or the size of the logo; it is the quality, modernity and inclusiveness of the brand. These attributes can be invisible, just like Panasonic’s new televisions, which simply blend into the room when turned off. In readyPauline Bouige to-wear luxury, the monogram is becoming more discreet than ever. What matters is that it’s real. To avoid Strategic Planner, Paris counterfeits, some Chinese luxury brands have invested J. Walter Thompson in Blockchain technology, which provides a unique ID [email protected] code for each item, through which users can trace its origins. Luxury goods are changing, but so are ways of the consuming them. Luxurious living is no longer just about purchasing power; luxury brands must embody the lifestyle and values with which the consumer can identify. We believe that now is the time for sustainable, inclusive and modern luxury.



But there is a danger here of focusing exclusively on the rationality of individuals to encourage a change in behavior, given that none of us is ever completely rational. Good public policy takes into account not just the rational, but also people’s sense of identity and their emotions.



Emmanuel Rivière Chief Executive Officer Kantar Public [email protected] Guillaume Caline Consultant Kantar Public [email protected]



• • • • 
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“Nudge” theory famously tells us that there are ways to quickly encourage change in people’s behavior that draw on people’s supposed rationality. This has been shown to encourage greater honesty in filling out tax returns, and to get people to drive more slowly or take the stairs instead of the elevator – at least for a while. However, the challenge facing many clients is that of effecting long-lasting behavior change. Often, if the “nudge” is removed, bad habits come back very quickly! Efficient public policies should not rely exclusively on it and on the environment design. The result should be a public discourse that creates the desire, not just the reflex, to adhere to the new behavior. We envisage it in four ways:



Taking public action, through legislation and control; Informing through educational communication; Playing with other modes of communication to create emotional involvement; and Modification of the environment that respects the principles of the nudge.
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Company: Pernod Ricard Group Brand Value: US$1,203 million Headquarter City: Marseille Category: Alcohol Year Formed: 1932



Company: LVMH Group Brand Value: US$1,480 million Headquarter City: Paris Category: Luxury Year Formed: 1952



Star backing for iconic fashion label Givenchy is a high-end fashion house known for the casual chic much loved by celebrities including Beyoncé, Rihanna and Madonna. Its styles represent modern freedom and an audacious spirit; its most recognized items include its “Rico Fit” suit, the Bambi t-shirt, shark-tooth necklace, and a leather kilt worn by rapper Kanye West. In addition to its fashion range, Givenchy also offers a range of fragrances and cosmetics, though these are a smaller part of the business. The brand was founded by Hubert de Givenchy, whose early designs included the iconic shirtdress that helped redefine notions of beauty and elegance at the time. Creative leads at Givenchy through the years have included John Galliano, Alexander McQueen, Julien Macdonald and Riccardo Tisci, who left in 2017 after 12 years with the brand. He has been replaced by the brand’s first female artistic director, Clare Waight Keller. Advertising over the summer of 2017 hinted at the brand’s direction under its new leader, and promoted Gentleman, a new fragrance for men, which offers a new take on a 1970s classic. Givenchy operates 50 stores around the world and is owned by LVMH, which is listed on the Euronext Paris.
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Company: Crédit Mutuel - CM11 Group Brand Value: US$1,265 million Headquarter City: Paris Category: Banks Year Formed: 1882



Bank promotes transparency for members Crédit Mutuel is a retail bank with a cooperative model, meaning that the bank is not listed on any stock exchange and belongs to its customers, or “sociétaires”. Besides offering consumer and business banking services, Crédit Mutuel also provides home and car insurance, as well as phone and home security services. It has a strong local presence with more than 3,000 branches and while it is not seen as the most economical option, it is known for good customer service in banking and insurance, and regularly wins industry service awards. Its communications tagline is “une banque qui appartient à ses clients ça change tout”, or “A bank that belongs to its customers, it changes everything”. This underlines the cooperative structure of the business, and its emphasis on solidarity, responsibility, equality, closeness and transparency. Advertising frequently centers on a dialogue between a parent and child, highlighting the difference between Crédit Mutuel and other banks. The brand also sponsors national and regional cultural events, including the annual music awards, Les Victoires de la Musique. The bank is working with IBM on artificialintelligence-powered virtual assistants, and has launched Lyf Pay, a mobile payment solution.



Simple, fun message from spirits legend Ricard is a brand of anise-flavored spirit that has traditionally been consumed as an aperitif or in cocktails in France, and has gradually become known around the world. The brand was launched by Paul Ricard in the city of Marseille, which is where the company is still based. Ricard gave his name to the first product, and later to the company that now represents a stable of spirits brands including Absolut, Lillet and Dubonnet. While the Ricard product has been unchanged for decades, the way it reaches consumers and stays relevant is evolving. In 2016, Ricard unveiled a new logo that represents the origins of the brand – under the Marseille sun – in a fresh way. This branding features on the balloon glasses in which bars serve Ricard, as well as, since 2017, carafes. In its advertising, Ricard focuses on simplicity and tradition; its 2017 campaign tagline is “Simple comme un Ricard”. Summer campaigns have played with the idea of color, and the fact that the drink changes color depending what it is mixed with. The parent company’s ambition is to be an innovative, connected, committed and responsible “Créateur de convivialité” (creator of friendship). It has launched a loyalty program linked to e-commerce through the Cdiscount site. The Paul Ricard Oceanographic Institute, founded in the 1960s, is a rare example of private patronage in ocean protection and research. Pernod Ricard is listed on the Paris Stock Exchange.



Company: Adeo Group Brand Value: US$1,202 million Headquarter City: Lezennes Category: Retail Year Formed: 1923



Retailer’s ads show reality of DIY Leroy Merlin is France’s leading home improvement store chain, with 119 stores across the country selling an average of 60,000 items to DIY enthusiasts. Stores are divided into three areas of focus: technical, home decorating and design. Leroy Merlin aims to help consumers imagine their dream home and then make their dreams come true. In its 2017 advertising campaign, the brand tells the story of a young couple who work their way through the ups and downs of a project, overcoming tensions and concerns to achieve what they’re hoping for. This is a departure from norms for this category, which tend to focus only on the end result; this is more of a warts-and-all look at what people go through when they renovate. The campaign celebrates the courage of people who embark on big projects, and positions Leroy Merlin as a trusted helper along the way. The ads have a poetic and at times dream-like quality to them, underscoring the brand’s role in fulfilling homeowners’ dreams. Outside France, Leroy Merlin operates more than 340 stores across 13 countries.
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Company: L’Oréal Group Brand Value: US$1,195 million Headquarter City: Paris Category: Personal Care Year Formed: 1975



Sun innovation for sensitive skin brand La Roche-Posay Laboratoire Pharmaceutique offers a range of body care, face care, hair care, sun protection and makeup products developed in collaboration with dermatologists. The brand describes its products as dermocosmetics, and the emphasis is on using minimal ingredients, free of parabens and fragrance, to minimize the chance of irritation; it was brought into the L’Oréal stable of brands in 1989 and is now a key part of its fast-growing Active Cosmetics Division, which aside from having a strong business in France is particularly successful in the United States, and is growing at double-digit rates in Latin America, Africa and the Middle East. Products are made with water from the thermal spring of La Roche-Posay, which has a unique mineral composition high in selenium said to be well suited to sensitive skin. Its leading lines include Lipikar, for dry skin, Anthélios sun protection, Effaclar for acne, and Tolériane, for sensitive skin. The brand’s communications tagline is “A better life for sensitive skin”. Recent campaigns include the launch of a web site for cancer patients, who have specific needs for their skin during treatment, to help them cope with the side effects of their therapy. To help prevent skin cancer, La Roche-Posay recently launched the My UV Patch, a connected device that is worn on the skin and monitors UV exposure to alert users to the need to take the right precautions to protect their skin. La Roche-Posay is available in 60 countries, and parent company L’Oreal is listed on the Euronext Paris.
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Company: Groupe PSA Brand Value: US$1,110 million Headquarter City: Rueil Malmaison Category: Cars Year Formed: 1810



Company: Engie Group Brand Value: US$1,187 million Headquarter City: Paris Category: Energy Year Formed: 2015



Solar focus for energy supplier Engie is a gas and electricity supplier formed by the merger in 2008 between Gaz de France (GDF) and Suez in 2008, and known as Engie since 2015. The name change coincided with a wish to be seen as leading a transition in the energy sector; Engie is focusing on environmentally friendly means of producing electricity, through solar production and more efficient ways of delivering power, through “microgrids” that decentralize supply. The brand’s tagline is “By people, for people”. In its communications, Engie focuses on the value of switching to green energy by addressing people’s skepticism about how environmental damage directly affects them. It has also launched a campaign around the idea of moving house, checking off all the things that need to be done – and what goes wrong if they’re not – and highlighting its discount weekend rate on green energy as one of the must-do jobs to complete. Engie has been linking CRM with social media retargeting to make more effective use of its media budget, driving efficiency gains. The brand is an official partner of the Paris 2024 Olympic Games. Beyond France, Engie has operations in nearly 70 countries on five continents. In 2017 it also acquired Keepoat Regeneration, a UK company that works with local authorities on renovations. The company is listed on Euronext Paris, and is represented in several share indices, including the CAC 40.



Carmaker promotes electric options Peugeot is a carmaker that started out as a coffee milling business and bicycle manufacturer in the early 1800s before moving into the cars and commercial vehicles for which it is now known around the world. Its range of cars extends from compact to family-size, luxury and sports utility vehicles, which are particularly strong sellers for the brand. Peugeot is known for being stylish, innovative and comfortable, and promotes connectivity features for drivers. Many of its model numbers feature a central number 0 or 00, and the brand plays with this in its communications, as in its recent “mOtiOn & emOtiOn” film, which looks at the past – and the future – of the brand. Communications in 2017 focused on elegance and emotion, signaling a move to the premium end of the car market. New models and updates include digital dashboards, and Peugeot changed its audio signature with the launch of the new compact 308 model. Encouraged by French consumers’ enthusiasm for electric cars, Peugeot is investing in electric models, led by its small electric iOn car. The parent company in late 2016 announced the launch of a new brand, Free2Move, to look at car-sharing services and other new approaches to personal mobility. The brand takes pride in its 200-plus years of French heritage and certifies several of its models “Origin France Garantie”. Peugeot vehicles are now sold from more than 10,000 showrooms in 160 countries, and can be ordered online in several markets. Groupe PSA is a constituent stock of the CAC 40 index.



Company: Clarins Group Brand Value: US$1,106 million Headquarter City: Paris Category: Personal Care Year Formed: 1954



Skincare brand highlights beauty through the ages The high-end beauty brand known for its distinctive red and white packaging and its iconic Double Serum was founded in Paris by Jacques Courtin-Clarins. The Clarins business began with a massage oil designed to firm the skin, and the range now includes skin care, makeup and fragrance products. New products are developed at Clarins’ own laboratories, and all of the brand’s products are made exclusively in France. Clarins is available around the world, and the brand’s owners have stated their intention to grow the international part of the business, in particular to expand in the US and China and become less reliant on European markets. Clarins owns its own retail stores, frequently combined with a spa, and sells direct to consumers online, but its main sales channels are perfumeries and department stores. Unlike most of its competitors, Clarins does not use high-profile brand ambassadors; in its 2016 “You before everything else” global campaign, it featured images of everyday but aspirational women, with a particular focus on older women who feel happy in their own skin. In the past year, Clarins has relaunched one of its most popular lines, the Multi-active range, with a focus on digital communications, particularly Facebook. The brand has always had a strong focus on CRM, linking sales with customers of its spas. It now has a CRM app, My Red Thread Beauty, which provides beauty advice. The Clarins company was delisted from the Paris Stock Exchange in 2010 when descendants of Jacques Courtin-Clarins took the business back into family ownership. Several family members are currently on the group’s board of directors.
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Company: Steinhoff International Holdings N.V. Brand Value: US$1,043 million Headquarter City: Lognes Category: Retail Year Formed: 1967



Setting trends around the home Conforama is an international home furnishings specialist, with 313 stores in eight European countries selling furniture, accessories, household appliances and other electrical items. The company claims that one in three French households has made a purchase at “Confo”, as it is known, and it has a store within 20 minutes’ reach of 90 percent of French residents. In France, it has 201 stores. Conforama is a discount brand that presents a range of good quality modern styles; it is seen as an affordable trend-setter in the sector. To mark its 50th anniversary in 2017, Conforama produced three films that take a humorous look at the brand and its efforts to stay up to date, using such well-known entertainers as Francky Vincent and Nabilla Benattia. It has also signed a three-year sponsorship deal with the Ligue 1 football league. Outside France, Conforama has stores in Spain, Portugal, Italy, Croatia, Serbia, Luxembourg and Switzerland. Parent company Steinhoff is listed on the Frankfurt Stock Exchange.
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Company: L’Occitane Group Brand Value: US$879 million Headquarter City: Luxembourg Category: Personal Care Year Formed: 1976



Company: Danone Group Brand Value: US$963 million Headquarter City: Volvic Category: Soft drinks Year Formed: 1965



Fresh flavors for premium water brand Volvic is a premium brand of bottled water, and describes its products as having a unique mineral composition and purity as a result of its filtration through layers of 6,000-year-old volcanic rock. Volvic is sold in more than 60 countries, with major markets for the brand beyond its home market of France including the UK, Germany, the US, Taiwan and Japan. The bottled water market has become increasingly competitive; to stand out in the category, Volvic has focused on the volcano on its label, which has been at the heart of the brand for over 50 years. Since 2015, Volvic has been using the tagline “Le volcan est en vous”, or “The volcano is in you”, underlining the natural source of the water, and linking to longevity, strength and purity. The brand has also been innovating, with new products and packaging. This includes expanding the Volvic Juicy range of flavored waters, and launching seasonal and limited-editions such as Frozen and Star Wars-themed bottles, and special packaging for Christmas. In June 2017, Volvic introduced a sports cap for its 750ml bottles, for easier drinking on the go. Volvic has also partnered with the construction toy brand Clip-It to develop a co-branded line of toys that use plastic Volvic bottle caps. The kits will be sold at Volvic’s bottling site in Auvergne, which receives around 90,000 visitors a year. Volvic Parent company Danone is listed on Euronext Paris and on the Swiss Stock exchange.



Natural beauty range finds global success L’Occitane is a premium beauty brand built on its closeness to nature, the traceable origins of its ingredients, and respect for the environment. Founder Olivier Baussan created L’Occitane in Provence in 1976, selling shampoo at local markets made with oil he had extracted from wild rosemary. Other products quickly followed, and the first L’Occitane store opened in 1981. There are now more than 3,000 L’Occitane retail outlets in 90 countries around the world, which all reflect the art-de-vivre and sensuality associated with Provence and the Mediterranean. Japan, China, Hong Kong and the US are among the brand’s biggest international markets. The range includes skin care, cosmetics and perfumes under several sub-brands, chief among them the core L’Occitane en Provence line. In 2017, L’Occitane announced a focus on fragrances (with the new Terre de Lumiere range) and face care. It launched Divine Harmony anti-aging creams and serums in early 2017, and plans to launch several new face care ranges in 2018. The company recently invested in USbased LimeLight by Alcone, to expand into color cosmetics and improve distribution. About 10 percent of total sales are through e-commerce, and stores provide “click and collect” services in many L’Occitane markets. In September 2017, L’Occitane unveiled a more modern store concept, called “Sunshine”, in Paris; there are plans to introduce the concept in 40 stores within a year. In its communications, the brand’s message is: “L’Occitane en Provence, une histoire vraie” (a true story). In 2010, L’Occitane became the first French company to float on the Hong Kong Stock Exchange.



Company: Nestlé Group Brand Value: US$845 million Headquarter City: Issy-les-Moulineaux Category: Soft Drinks Year Formed: 1863



Mineral water says ‘no’ to the ordinary Perrier is a premium brand of sparkling mineral water, known for it big bubbles, unique green bottles shaped like bowling pins, and its distinctive communications style. In an increasingly competitive category, Perrier sets itself apart by drawing on its strong heritage, premium positioning, and its celebration of creativity and style. Brand communications tend to focus on off-beat creativity, encouraging people to break away from the routine of daily life and celebrate difference. Their recent “Say no to the ordinary” campaign is the latest embodiment of this, featuring a man in a boardroom being sprayed with water, apparently from a goldfish sporting a shark’s fin. Perrier is available in at least 140 countries around the world, and almost one billion bottles are sold every year. Perrier is owned by Nestle, which is listed on the SIX Swiss Stock Exchange.
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Company: Groupe BPCE Brand Value: US$823 million Headquarter City: Paris Category: Banks Year Formed: 1818



Digital early mover in banking sector Caisse d’Epargne is a long-standing savings bank that has built up a strong network of branches and has emphasized closeness to consumers through a co-operative business model. The bank merged in 2009 with BFBP (Banque Fédérale des Banques Populaires), forming France’s second-largest bank, but the two brands still operate as separate entities with distinctive positioning in the market. Caisse d’Epargne is one of many French banks to accelerate the shift to online banking. The brand is something of a digital pioneer; it was the first bank in France to launch ApplePay, and its 2018/2020 strategic plan sets out a desire to lead in digital services. Recent communications have had a youthful focus and present a modern image of the bank, with the tagline “Vous être utile” (Be useful to you). The brand sponsors two of France’s national sports teams – handball and basketball – in which France tends to perform well internationally. Parent company Groupe BPCE is a mutual bank, owned by its regional branches, which in turn are owned by their customers.
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Company: Air France-KLM Brand Value: US$644 million Headquarter City: Paris Category: Airlines Year Formed: 1933



Company: Pierre Fabre Group Brand Value: US$716 million Headquarter City: Paris Category: Personal Care Year Formed: 1990



Social media content keeps skin brand fresh Avène offers a premium range of plant-based skincare and cosmetics products that are positioned as gentle, soothing, softening and moisturizing. It is particularly suited to people with sensitive skin. The brand is best known for its Avène Thermal Water – a facial spray – and its flagship product, Tolerance Extreme, which launched in in 1996 in sterile, single-use pods. Avène is widely available in France, Italy and Spain, and several other European markets. The story of Avène dates back to 1736, when the Marquis de Rocozel’s horse was said to have been relieved of its itchy skin condition after bathing in the thermal waters at the town of Avène. The brand itself was launched many years later, in 1990. Avène is based on traditional ingredients, but the brand takes a modern approach to marketing, with a strong emphasis on social media. Its recent campaign to promote Eau Thermale Avène’s treatment of burns, eczema and other skin conditions generated 2 million impressions within three months. The campaign focused on trial use of Avene products by eczema sufferers, in “The 21 Day XeraCalm Challenge”. The brand also has a lively and regularly updated blog, featuring well-known beauty blogger Capucine Piot. Avène has a strong following on YouTube, Facebook and Instagram, where it uses different content depending on the platform, such as behind-the-scenes shots on Instagram. Avène is part of the privately-owned company Pierre Fabre Group.



Flag carrier promotes French elegance Air France is the country’s flag carrier, serving 328 destinations in 118 countries. The airline was government owned until the late 1990s, and in 2003 merged with Netherlands-based KLM to form one company operating two distinct brands. Air France was one of the founding members of the SkyTeam alliance of airlines. Air France sets itself apart from the growing number of budget airlines in Europe by focusing on premium service and innovation. It seeks to provide a refined and relaxed passenger experience in a way that is distinctly French. A strategic repositioning of the brand to compete with Asian and Middle Eastern airlines led to the “France is in the Air” campaign, launched in 2016, which is based on “l’élégance à la française”. The campaign links with new aircraft for long-haul routes, newly designed cabins, and restaurant-style meal services on board. In mid2017, Air France announced the launch of a new airline brand, Joon, targeting digital-savvy millennial consumers on medium-haul routes. Air France KLM is listed on the Euronext exchange.



Company: Pernod Ricard Group Brand Value: US$633 million Headquarter City: Cognac Category: Alcohol Year Formed: 1715



Demand rising for heritage cognac brand Martell is one of the oldest cognac brands in the world, developed in 1715 by Jean Martell and now the secondbiggest-selling cognac in the world, after Hennessy. Martell claims to be the only cognac brand to distil only clear wines. Reported sales in the second half of 2016 were 15.6 million bottles worldwide, an increase of 7 percent. In its communications, Martell uses the signature “Excellence since 1715”, and the brand seeks to represent three characteristics: elegance, complexity and balance. The personality and expertise of Martell’s cellar masters, who have included Christophe Valtaud and Benoit Fil, often feature in its communications. In 2016, the Martell Corporate Foundation was launched to promote culture. The range is best known for its classic cognacs, Character, VSOP, Cordon Bleu, XO and Chanteloup Perspective, but to mark its 300th anniversary, in 2015, a series of limitededition ranges were released. These included Martell Premier Assemblage and XO Tricentenaire, which were promoted in association with German Francophile actor Diane Kruger. Martell is owned by the Pernod Ricard group, which is listed on the Euronext Paris and is a constituent stock of the CAC 40 index.
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Company: Crédit Mutuel - CM11 Group Brand Value: US$544 million Headquarter City: Paris Category: Banks Year Formed: 1859



Company: Groupe PSA Brand Value: US$585 million Headquarter City: Rueil Malmaison Category: Cars Year Formed: 1919



Creative technology drives carmaker From being the designer of some iconic models such as DS (the car of President de Gaulle) or 2CV, Citroën has grown from being one of France’s biggest carmakers into a global brand that focuses on technology and creativity for the benefit of the driver and their passengers. It is available in 90 countries from showrooms and, in a growing number of markets, to order online. Features designed to promote comfort include their suspension system, Progressive Hydraulic Cushions. In September 2017, Citroën announced a new global signature, “Inspired by you”, which builds on the “Creative technology” mantra the brand has worked with since 2009. This new strategy seeks to improve the passenger experience, and includes promotion of mobility services such as Citroën Rent&Smile and Citroën Earn&Drive, as well as connected services such as the MyCITROËN mobile app. It will also underpin customer service offerings, such as the Citroën Advisor site and the new “La Maison Citroën” dealership concept. Online purchase is now possible in France, the UK and Brazil, and is being gradually extended. Model launches in 2017 include the C3 Aircross, a new C4 Cactus, and the C5 Aircross, which is being seen as an important test of Citroën’s ability to make inroads in the all-important sports utility vehicle segment following a poor response to this model’s predecessor, the C4 Aircross. Citroën is owned by Groupe PSA, which is a constituent stock of the CAC 40 index.
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Company: LVMH Group Brand Value: US$563 million Headquarter City: Paris Category: Personal Care Year Formed: 1828



Fragrance collection fit for a queen Guerlain has created more than 320 fragrances over nearly 200 years in business, making luxury perfumes for Napoléon III and Queen Victoria, as well as shoppers at its boutiques and in stores around the world. While fragrances are what the brand is best known for – Shalimar, Jicky, L’Heure Bleue, Vol de Nuit and Vetiver are among its most iconic creations – it also has a long heritage in cosmetics, particularly lipstick and powder. Its products come in sleek and often heavy gold cases that add to the luxury feel of the brand. One of its most successful makeup launches has been the Terracotta range; it is said that one Terracotta face powder is sold somewhere in the world every 20 seconds. Its leading fragrances are La Petite Robe Noire (little black dress), Imperial Orchid, and Mon Guerlain, a new fragrance endorsed by actor and campaigner Angelina Jolie. She describes the perfume as “My invisible tattoo, my fragrance, Mon Guerlain” and is donating her earnings from the campaign to charity. Guerlain products are available from 19,000 stores around the world, mostly operated by third-party retailers. Guerlain uses its own boutiques to provide a more in-depth experience; its first beauty institute opened on the Champs-Elysées in 1939, and the building has been decorated with input from celebrated artists over the years. The brand’s more recently opened House project in Paris now provides an immersive, highly personalized luxury experience that goes well beyond selling perfumes. There are plans to expand the number of these boutiques around the world; in 2017, Guerlain opened a boutique in Havana, at the same address where it operated until the Cuban revolution. The brand stayed in Guerlain family hands for five generations, before being sold to the LVMH group, which is listed on the Euronext Paris, in 1994.



Bank adapts to world on the move CIC offers a broad range of consumer banking and insurance services from its network of around 2,000 branches, and is known for its support of small businesses. Its mission is to help consumer and small business clients – particularly entrepreneurs – build their own future in a socially responsible way. The bank claims that one-third of small and medium businesses in France are CIC customers. For over a decade, CIC has cultivated its image as “La banque d’en face”, or “The bank next door”. Its mantra now is “Construisons dans un monde qui bouge”, meaning “Let’s build in a world that moves”. CIC’s digital services are often the focus of its ads, which highlight the difference between itself and what it portrays as old-school bankers who fail to understand the needs of modern consumers. The brand has invested in digital advertising, particularly YouTube and Facebook. It works with prominent YouTube personalities such as Norman, Cyprien, Stéphane de Groodt and Gonzague to develop humorous online mini-series to appeal to teens and consumers in their 20s. Its online content has been a huge hit, with some videos achieving 220,000 views in just three days on YouTube.



Company: Danone Group Brand Value: US$543 million Headquarter City: Paris Category: Food & Dairy Year Formed: 1994



Drink urges consumers to ‘shake up’ Actimel is a chilled yogurt-based drink containing vitamins B6 and D, as well as billions of probiotic cultures marketed under the name L. Casei Danone. Its single-serve small bottles are positioned as an aid to better daily wellbeing and a great way to start the day. In several markets, there is also a Kids variant aimed at primary school-aged children. However, an increasingly strict regulatory environment in many of Actimel’s 30-plus worldwide markets is making it challenging for brands like Actimel to use health claims in their communications. In this context, Actimel in 2016 launched its “Stay Strong” marketing campaign. This TV-led campaign showed farmers, teachers and roadworkers starting their day with Actimel and being able to “stay strong” for whatever the day threw at them. In the second wave of the campaign, in 2017, shorter spots, themed “Wake up, Shake up”, featured a sleepy old man in pyjamas becoming an ace surfer after shaking his bottle of Actimel. This phase of the campaign focused on new flavors and establishing Actimel as part of people’s morning routine. Actimel is owned by Danone, which is listed on the Euronext Paris, and on the Swiss Stock Exchange.
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Sharpening the focus In the context of an increasingly complex world, in which consumers often have more than four points of contact with a brand before they buy, brands often try to be omnipresent. But we know that only 20 percent of the touchpoints associated with your brand account for 80 percent of the impact on your brand equity. In fact, it’s not the point of contact itself that makes the difference – it’s people’s memory of the experience. So, here are four ways brands can manage their consumer touchpoint strategy:



Think long term An accumulation of short-term effects does not necessarily build your long-term sales. Your strategy must fuel your future sales as well as current sales, by investing in brand capital. Thinking long term is therefore knowing how to identify the exact contribution of your marketing action on brand equity.



Sophie Pastur Head of Expertise Brand & Shopper Activation Kantar TNS [email protected]



Focus on quality of experience Not only is it important to measure the number of people who can be reached by each point of contact, but also the quality of the experience for consumers – whether it changed positively or negatively their perception of the brand.



Do less, but do it perfectly Too often, companies spend energy and money on points of contact that have no effect. Focus on the ones that count.



Activate relevant contact points



Using the power of Brand France While French brands in the luxury and personal care sectors are known around the world, French names are under-represented in other sectors. Yet the associations that people have with “Brand France” can be more widely applied, to the benefit of many more brands. In the minds of international consumers, “Made in Germany” clearly stands for quality and reliability. We should not try to move in on this deeply held territory. It is better for French brands to build on existing associations with “Brand France” which are anchored in ergonomics, design, aesthetics, wellbeing, art and the joy of life.



Pierre Gomy



Managing Director Kantar Millward Brown [email protected]



It is still common to hear that France has a “culture of engineering”, but technical excellence is no longer enough. French companies and startups must build strong brands to ensure their growth, in the same way as their Anglo-Saxon rivals are doing.



Above all, French companies must place the consumer at the center of their efforts and rely more systematically on brand activity to inform their broader strategy. But the success of the French brands that have become globally successful can also be attributed to a uniquely French style of marketing. L’Oréal knows how to find the right balance between global and local as it innovated. It celebrates diversity and local mores, while remaining highly coherent across markets. Finally, we cannot speak about what France stands for without talking about rebellion. It is this rule-breaking state of mind that has allowed Jean-Pierre Petit to make McDonald’s France the biggest contributor to the group’s results outside the US – in a country with such pride in its gastronomy. Such success should inspire French brands to go boldly to the world, and take with them the French spirit of revolution and disruption.



Be clear about the goal of each of your touchpoints, which can each play multiple roles. Use them in a relevant way at each stage of the consumer journey, while ensuring they are coherent and consistent with one another.
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Great expectations Brands are increasingly being exposed, criticized and challenged by consumers, who are more and more informed and demanding. In this context, brands must change their approach to communications to take consumers’ growing expectations into account. Here are four major movements we see emerging:



Redefining retail What if the future of selling was not about trying to sell? What if the most important thing about a store was not the range of stock, but the quality of the experience? We are witnessing an unprecedented digital revolution in retail and already, in 2018, retail is coming to be defined by immersion and authenticity. Think Florent Depoisier of Samsung 837, the “digital playground” of the Korean brand in New York, which sells Managing Director nothing. The 5,000-sqm space serves only J. Walter Thompson as a showcase of “Samsung culture” and as a test area for users. Then there’s Alibaba, [email protected] whose online shopping site will allow the validation of a purchase using just a nod from the shopper, thanks to virtual reality. Sephora Flash and Amazon Go are also demonstrating consumers’ interest in a radically different retail model; product-free boutiques are spreading across all domains, signaling that traditional retail must be rethought. The store of the future will no longer sell. It will simply deliver sensations enriched by a digital experience. What consumers seek is authenticity. Brands must anticipate precisely their needs, and be where they want to go. The sale can happen at another time or place.
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Reality The consumer wants #nofilter – a return to reality and simplicity, so brands must show honesty, frankness and sincerity. Especially given that consumers can check. Now is the time for utter transparency in advertising.



Superiority Denis Gaucher CEO France Kantar Media [email protected]



The consumer demands the best, so brands must compete on performance and quality. In addition, their offer must be relevant and tailor-made in order to provide consumption à la carte. It is the product that adapts to the individual, not the other way around.



Proximity Brands must prove that they want to engage with the consumer by showing they are able to listen to and support them. Brands must be present and available to prove they care.



Responsibility Consumers expect to be helped to consume better and consume less. Brands have to innovate for society’s benefit, and help consumers change their consumption habits.
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BEST COUNTRIES Spotlight on France 154



IT IS POSSIBLE NOT ONLY TO MEASURE THE VALUE OF FRENCH BRANDS, BUT ALSO TO ASSESS THE STRENGTH OF BRAND FRANCE ITSELF. The Best Countries ranking does exactly that, comparing perceptions of countries around the world held by a broad spectrum of consumers. There is a close relationship between how people feel about a country, and their attitudes towards the brands they associate with that country. Strong countries fuel strong brands, and vice versa. Developed by WPP’s Y&R BAV Group, the annual Best Countries ranking was first launched in 2016 at the World Economic Forum’s meeting in Davos, the world’s largest gathering of global leaders and heads of industry and influence. It is now in its third wave.
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CULTURE AND PRESTIGE AT HEART OF COUNTRY’S GLOBAL IMAGE France has a prominent role on the world stage, and is highly regarded among consumers and business leaders alike. Its reputation has been built on its enduring cultural influence, and France is almost uniquely positioned in being recognized both for its heritage and also its modernity, at the cutting edge of what’s trendy.



How a country is viewed around the world is of huge importance to brands. The words “Made in …” can instantly lend credibility and trust to a product or brand that a consumer hasn’t previously encountered. That can be enough to convince someone to buy, and, beyond that, convince them to pay a premium. Likewise, “Made in …” can prove an instant turn-off if a consumer associates the country of origin with poor safety standards, or sees it as being behind the times on social issues or workers’ rights. France is seen as a stable country with well-developed infrastructure, being well connected to the rest of the world, it is politically and economically influential, and is a place that many people say they would choose to live. It is culturally rich, and closely associated with what’s fashionable. It has, however, been through considerable recent turmoil. France has been targeted repeatedly by terrorists, and deep differences in public opinion were exposed during the 2017 presidential election, and this is all affecting impressions of France around the world.



In the 2017 Best Countries ranking, France ranks 9th out of 80 major markets around the world across all measures. France’s greatest attributes are its perceived cultural influence, its heritage, and being modern and fashionable.



The annual Best Countries ranking measures global perceptions of countries against a series of characteristics – impressions that have the potential to drive trade, travel and investment, and directly affect brands. It was developed by WPP’s Y&R BAV Group, and The Wharton School of the University of Pennsylvania, with U.S. News & World Report. The ranking is based on a large global survey, which asks people about how they perceive different countries against a range of key attributes. In the 2017 Best Countries ranking, France ranks 9th out of 80 major markets around the world across all measures. France’s greatest attributes are its perceived cultural influence, its heritage, and being modern and fashionable.
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THE VIRTUOUS CYCLE EVERY BRAND HOPES FOR



Names like Chanel, Yves Saint Laurent and Louis Vuitton have all shaped and been shaped by the elegance, glamor and prestige that consumers around the world associate with France itself.



The relationship between country brands and the products and services those countries produce is complex and changes over time. When a country and its brands represent consistent qualities and values, they lend one another credibility, and there is a multiplier effect for both. Think of Germany and BMW; Italy and Ferrari; Japan and Sony. In each case, the brand and the country are part of a virtuous cycle, a symbiotic relationship. In fact, France is great exemplar of the power of brands to influence the brand of a country, and vice versa. Names like Chanel, Yves Saint Laurent and Louis Vuitton have all shaped and been shaped by the elegance, glamor and prestige that consumers around the world associate with France itself. These associations can evolve over time. Japan in the 1970s, for example, was



158



known as a cheap manufacturing base, but is now respected as a world leader for quality electronics and technology thanks largely to brands like Sony and Toyota. South Korea has taken a similar path, with Samsung and Hyundai demonstrating to the world what modern South Korea is and, in doing so, creating a consumer predisposition in international markets to favor other Korean brands. In a relatively short time, China, too, has shifted perceptions from being seen as the world’s toy factory, to a place of entrepreneurship and innovation,



particularly in digital technology. This is partly because of government strategy and a rebalancing of the Chinese economy, but also due to the ambassadorial role of some of China’s leading export brands, such as Haier, Huawei and Alibaba. In Europe, Ireland has fairly rapidly gone from being viewed as a centre of agriculture and a huge exporter of its talent, to being seen as a young and vibrant nation with a thriving tech and creative scene that attracts global investment.
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HOW TO MEASURE A COUNTRY



State of a nation: the 8 elements of a country’s brand



Adventure



Citizenship



Cultural influence



Entrepreneurship



A country is seen as friendly, fun, has a pleasant climate, and is scenic or sexy.



It cares about human rights, the environment, gender equality, is progressive, has religious freedom, respects property rights, is trustworthy, and political power is well distributed.



It is culturally significant in terms of entertainment, its people are fashionable and happy, it has an influential culture and is modern, prestigious and trendy.



It is connected to the rest of the world, has an educated population, is entrepreneurial, innovative, and provides easy access to capital. There is a skilled labor force, technological expertise, transparent business practices, well-developed infrastructure, and a welldeveloped legal framework.



Heritage



Open for business



Power



Quality of life



The country is culturally accessible, has a rich history, has great food, and many cultural attractions.



Manufacturing is inexpensive, there’s a lack of corruption, the country has a favorable tax environment, and transparent government practices.



It is a leader, is economically and politically influential, has strong international alliances and a strong military.



There’s a good job market, affordable living costs, it’s economically and politically stable, family-friendly, safe, has good income equality and welldeveloped public education and health systems.



The Best Countries ranking incorporates the views of more than 21,000 individuals surveyed in 36 countries in four regions: the Americas, Asia, Europe, the Middle East and Africa. These people included a high proportion of “informed elites” – college-educated people who keep up with current affairs – along with business decision makers and members of the general public. Respondents are asked about the 80 countries that feature in the 2017 ranking; between them, these countries account for about 95 percent of global Gross Domestic Product and represent more than 80 percent of the world’s population.
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People surveyed for Best Countries were asked how closely they associated 65 attributes with a range of countries. These attributes were then grouped into eight categories that were used to calculate the Best Countries ranking.
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Each of the eight measures is given a weighting in its contribution to the total score for each country, as follows: % 4% 4



19%



8%



13% 19% 14% 19% The weight of each category in the final index was determined by the strength of its correlation to per capita GDP (at purchasing power parity). As seen in the above chart, a nation focused on providing great quality of life for its people, which cares about rights and equality, and has a focus on entrepreneurship, is seen as having the most powerful nation brand. This reflects how the world has changed; no longer is it just tanks and banks that give a country influence around the world. Hard power is making way for softer power that comes about as a result of entrepreneurship, a focus on people, and cultural exports.
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CITIZENSHIP ENTREPRENEURSHIP QUALITY OF LIFE CULTURAL INFLUENCE OPEN FOR BUSINESS POWER ADVENTURE HERITAGE



In addition to the eight categories above, a momentum metric called “Movers” represents 10 percent of the index, measuring how different, distinctive, dynamic and unique a country is seen to be. To see the full Best Countries methodology, visit https://www.usnews. com/news/best-countries/articles/ methodology
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BEST OF THE BEST Switzerland tops the ranking as it is highly regarded for its citizenship, being open for business, for having an environment that encourages entrepreneurship, offering its citizens a high quality of life, and for being culturally influential. All of the other countries in the top five also score highly across all of these measures. Canada is especially strong on the citizenship measure. Germany has a similar Best Countries profile to the UK, though Germany is stronger on entrepreneurship and is seen as offering a better quality of life. Japan’s greatest strength is also entrepreneurship, but it also scores highly across all the other measures.
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Ranking out of 80 countries.
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State of a nation - France



A CLOSER LOOK AT BRAND FRANCE
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OVERALL RANK
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out of 80 countries



Trendy



France is consistently a Top 10 player in the ranking of the 80 Best Countries, though it has slipped slightly, from eighth place in 2016. Scores on this page are out of a possible 10, and the rankings opposite show France’s place on each attribute out of 80 countries.



4.8



10



16



#



169



04



TOP 50 MOST VALUABLE FRENCH BRANDS 2018



BRAND FRANCE - BEST COUNTRIES



BEST COUNTRIES



Best Countries for: Cultural Influence
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Best Countries in Europe



KEEPING UP WITH THE NEIGHBORS? France’s Best Countries profile is similar to some of its neighbors like the United Kingdom and Italy, but also the United States. Its attributes correlate 71 percent with the United Kingdom and 68 percent with Italy. It also correlates 58 percent with the United States.
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Of the 10 countries most correlated with France, five are also in the Top 10 Best Countries overall ranking for 2017. What distinguishes France from its neighbors is it’s especially strong for being fashionable, happy, culturally accessible, and having many cultural attractions.



Ranking out of 80 countries.
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France is well placed among large economies both in Europe and farther away for the top places on key attributes. It performs consistently well on factors that are likely to affect the desirability of its brands and products. Among consumers around the world, France is a preferred country of origin of products for 69 percent of people, and a further 24 percent say they would happily buy “Made in France” if there was no other option. This is about the same as levels registered for the UK and Italy; enthusiasm for “Made in Germany” and “Made in the USA” was slightly stronger. Business decision makers show strong backing in the research for doing business in France, with two-thirds saying it’s either their number one market or one of several they would do business in or with.
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Political turmoil ahead of the presidential elections – and a spate of terrorist attacks in the past few years – may have contributed to slight declines in perceptions around France in the past 12 months, particularly among consumers in other European countries. The country’s position in the Best Countries ranking slipped one place in 2017; when only European respondents’ views are counted, France would have been in 10th place overall last year, and only 13th in 2017. The perception gap between global and European consumers is not new, but it does appear to be opening up.



Brand building on the move Travel to a country is an important way people become aware of a market and the
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brands it produces. It is not just that when travellers use services or buy products then remember them. A visitor’s entire experience of a country will be reflected in the brands that country produces, even if the traveller encounters these brands many years later. So, while tourism campaigns might not have an immediate effect on demand for, or appreciation of,a country’s brands, there is a gradual impact on perceptions over time, and tourism campaigns can often be the starting point of an international consumer’s relationship with a country and its brands. France has for many years been the number one country in the world for the number of tourists it attracts; more than 84 million in 2015, according to the World Tourism Organization. Messaging and imagery around fashion, prestige, culture, family and food all resonate with what people already feel about the country, and



what those who have visited France will feel rings true. A word of caution: There are other countries that also have strengths in the areas that France is famous for, and France needs to nurture its international reputation. Italy, for instance, has much in common with France in the eyes of global consumers, and in the past year has taken France’s crown as the most culturally influential country in the world, knocking France into second place. Where France thrives compared to Italy on measures rooted in the economy and infrastructure, indexing much higher than Italy for its international alliances, economic and political influence, and the education level of its citizens. On a global scale, France’s brand has married the aesthetically pleasing attributes of culture and prestige with the influential attributes of economic prowess.
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CHALLENGES FOR FRENCH BRANDS Brands can use their country of origin to greatest effect when they align with values and positive attributes already associated with that country. This often means walking a fine line between using accepted wisdom to benefit a brand, and perpetuating stereotypes.



Striking the right balance is a matter for each brand, and will depend on their category and the market they are entering. For some brands, the reputation of their country will help fill gaps in what consumers know about an individual brand.



France is seen as a cultural capital of the world, and associations with iconic cultural centers – both historic and modern – reinforce the way global consumers already feel about France and its brands.



The following rules of thumb apply to most French brands:



Prestige and luxury are powerful drivers of both purchase and premium pricing. Few international consumers would expect French brands to be the cheapest option, but they are open to being convinced that they are “worth it”, and link “Made in France” with highquality, long-lasting craftsmanship.



Brand France is strongly associated with fashion, style and design, and these strengths can be applied to categories outside apparel and accessories for which looking good is an advantage.
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France is viewed internationally as a global leader not just culturally but also economically, which gives French brands an opportunity to credibly present themselves as leaders in their own categories. Brands that reflect an international outlook will feel authentic to consumers around the world, who already see France as wellconnected and authoritative. As well as having a rich history, France is seen as one of the most modern and trendy countries in the world. This, combined with the country’s educated workforce and strong infrastructure, lends French brands cachet as they seek to build a reputation for innovation.
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AMBASSADOR BRANDS China, Singapore, Japan and Korea have shown how international perceptions of what their country represents can be transformed, and relatively quickly. When there is a concerted and sustained effort by government bodies in collaboration with the private sector, change can happen fast. People believe what they do about a country because they gradually accumulate snippets of information that either reinforce or challenge what they think. Experiences with brands can provide those snippets, and leading brands don’t just represent themselves, they represent their country. National airlines are frequently the first brand that people will encounter from a country, and Singapore Airlines and Emirates are two that especially embody what their home countries have come to represent to international consumers. Air
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France flies the flag for what it means to be French. Indeed, its tagline is “France is in the air”. From its staff uniforms, cabin livery, in-flight meals to their communications, Air France projects the glamor of air travel, Air France style. A handful of luxury goods brands, chief among them Louis Vuitton, Hermes and Chanel, have for more than a century shown the world what luxury looks and feels like. They have become the gold standard for craftsmanship, desirability, and an exclusive customer experience.



To find out more about Best Countries visit: https://www.usnews.com/news/bestcountries, or contact: Anna Blender BAV Group [email protected]



A handful of luxury goods brands have, for more than a century, shown the world what luxury looks and feels like. They have become the gold standard for craftsmanship, desirability and an exclusive customer experience.
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INTELLIGENCE & CREATIVITY DRIVE ENGAGEMENT



Applying Cultural Rankings to France today reveals a new and useful insight: brands seen as creative and intelligent, ideally in combination, are the ones that consumers are most likely to prefer. Consumers naturally expect the brands they buy and use to perform well. Quality and trust are key building blocks of brand consideration and consumer advocacy, but brands that also demonstrate “creative intelligence” that rise to the top as particularly strong in this market.



Earning respect The combination of intelligence and creativity – two of the attributes measured in the BAV study – drives Brand Strength, an indicator of momentum. Brands that



personify these two characteristics are twice as likely to be identified as the “best” in their category by consumers. These beacon brands have 55 percent more pricing power and garner almost twice as much respect, on average, as other brands measured by BAV. The importance of brands thinking creatively has grown in France in recent years, reflecting the changing French consumer. With Gross Domestic Product (GDP) decreasing across the EU and an aging population more heavily relying on pension income, French consumers have begun to shop “smarter”.



are succeeding as a result. In 2009, traits such as prestige and style were much more strongly associated with brand power, but – while still very important – they have waned in their importance as brand differentiators. Intelligence and creativity are also powerful reflections of Brand France, at the heart of French traditions like food and wine, fashion, and fine art; they are important characteristics for driving perceptions of France as an innovator. The balance of these two personas reinforces a multidimensional image of France as a country, and can highlight the strengths of France and French brands to consumers globally.



BAV shows that brands that bring smart and inspired solutions to consumers, rather than just high-end brand names,



ATTRIBUTES REFLECT CULTURE OF MODERN FRANCE BAV Consulting has created a research tool—Cultural Rankings—to capture a snapshot of the mindset of consumers and their markets across categories. The Cultural Rankings measure brands on key dimensions that matter, from trust to innovation to social responsibility. The importance of the attributes varies depending on the time and region being studied. The results yield insights into otherwise inexplicable cultural factors underlying the success and failure of brands.
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INTELLIGENT CREATIVITY IN ACTION



L’Oréal might be the world’s largest cosmetics company, but it also has strong claim in biopharmaceutical research. Started by a French chemist, the company has kept innovation at the forefront by developing new cosmetic testing procedures, nanotechnologies, and sustainability initiatives. Beyond R&D, L’Oréal advises consumers on smart skin and haircare choices through online tools like the Ingredient Library – a glossary of cosmetic terms that aren’t in the vocabulary of most shoppers. But L’Oréal’s scientific background doesn’t stop the flagship L’Oréal Paris brand from competing with the rest of



the artistry of the beauty space. The brand embodies creativity through a diverse range of products such as temporary hair colors, partnerships with fashion designers, and an online “lookbook” designed to inspire. Combined with innovative apps to help customers identify their skin tone and create virtual makeovers, L’Oréal Paris is a leader is make-up design and cosmetics development. This blend of intelligence and creativity has helped elevate L’Oréal Paris as a leading beauty brand not just in France, but globally. As a key brand ambassador for France, L’Oréal Paris exemplifies creativity, style, quality, intelligence, and what it means overall to be French.



BEAUTY AND ADVENTURE BRANDS SHOW HOW IT’S DONE One heritage French brand and one that’s a relative youngster show how brands spanning a range of categories can blend intelligence and creativity to drive demand and brand growth. L’Oréal and Quechua showcase the ingenuity of modern French branding.
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Since its creation in 1997, by DECATHLON, the French leading sporting goods chain, Quechua has been a leader in mountain sporting goods in France. Even though the brand is fairly new, it is very well known and trusted among French consumers. The brand was founded and built at the foot of Mont Blanc, the tallest mountain in Europe, and has been able to bring outdoor enthusiasts better products through creative innovation. Quechua was the first brand in the world to design and launch what they call the “two-second tent”: a tent that assembles itself when thrown in the air. Since then, the brand has been constantly innovating with features



like easy-folding technologies or lighting for hikers and campers. Quechua is able to innovate by promoting creative thinking and making it a priority. In November 2014, it built its new global creative center. Located at the foot of Mont Blanc, this creative hub is now home to over 300 creative thinkers, dreaming up and creating revolutionary products that proactively cater to the needs of outdoor enthusiasts. While not yet at the global scale of L’Oreal, Quechua is an example of a powerful brand ambassador that can elevate Brand France’s reputation for ingenuity.
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BAV’s Top 10 Most Intelligent and Creative brands in France



Television Stations



Cookies



Sports Goods Retailers



Online Shopping Sites



Sporting Equipment



Beauty & Skin Care Products



Telecommunication Companies



Automobiles



Book & Music Stores



Book & Music Stores



About Cultural Rankings The BrandAsset Valuator (BAV) is a study of consumer brand perceptions, measuring brands on imagery and equity dimensions in a category-agnostic fashion. By understanding and exploring a brand against the broader dynamics of culture, BAV can uniquely provide insight into a brand’s larger role in the evolving cultural marketplace, and provide actionable insights that drive both brand growth, and the brand’s impact on culture. BAV has been collecting cultural ranks of brands for 24 years to date, having spoken to over 1.2 million consumers globally. In France, BAV has been tracking thousands of brands on the same 75 brand associations, including 48 imagery
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dimensions, since 1993. The evolution of the brandscape in France has been meticulously measured and studied by BAV and reflects the culture of the times and consumer attitudes. BAV’s “Cultural Rankings” tool captures a snapshot of consumers’ mindset and market conditions measuring key brand dimensions that matter, from trust to innovation to social responsibility. When combined with other market-specific brand associations, the tool helps contextualize a brand’s cultural role, guiding marketplace positioning. For more information about BAV and its Cultural Rankings, please contact CEO Michael Sussman at [email protected]
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READY FOR ACTION



5 WAYS TO ST GROW WITH 21 CENTURY BRANDS In Roman times, a glassmaker created what was possibly the first brand, stamping the words “Ennion Made Me” on his creations. In this BrandZ™ ranking, so many centuries later, we pay tribute to the enduring relevance of the powerful French brands that matter to consumers globally.
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PAULINE D’ALBIS-DESFORGES



MICHAEL EDERY



Planning Partner, Head of Brand Excellence Ogilvy Paris [email protected]



Planning Partner, Head of Personalized Experience Ogilvy Paris [email protected]



Yet the role of brands in this world of fragmentation, consumer control, and content overload is being questioned. In fact, there is research showing that globally, consumers wouldn’t care if 74 percent of the brands they use disappeared.



So how can a brand be sure it’s in the 26 percent that people would miss if they disappeared, and make their way up the BrandZ™ rankings? Given augmented capabilities thanks to a now ever-present mobile, consumers are re-evaluating their relationships with brands: yes, they are willing to give personal information, and recommend brands, but they expect clear value in return. Our research shows that brands do matter when they act and when they help; when they become brands that do. People are telling us to stop making empty promises and start acting in new and different ways. We need to build brands that do – not just say – things that matter to their customers. Here are five key ways to generate growth with brands that do:



See that brand-centric = consumer-centric, and vice versa Brands only exist in people’s minds. When people meet brands, they form an impression of the useful role a brand can have in their lives, and of the credentials that make that role believable. In other words, the brand’s behavioral and relational currency. Where would Dove be without an intimate link with women, and a defined mission of helping them feel more beautiful, confident, and ultimately happy? Turning this thought into action led for instance to the creation of the first curly-haired emojis: a service helping women feel more positive about their curls, which drove business and brand equity for Dove.



Ogilvy is one of the largest marketing communications companies in the world. It was named the Cannes Lions Network of the Year for five consecutive years, 2012, 2013, 2014, 2015 and 2016. www.ogilvy.com
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Stay human



Create value for real people



As brand builders, we need to stop talking about “consumers”, “patients”, or “moms” and talk instead about people. And we must start acting like human beings in search of deeper, more meaningful relationships. Paradoxically, data and technology are helping brands develop more empathy. Automation and AI, rather than replacing human connections, are providing a more seamless experience, giving us help in our language, and connecting us with another human when that’s what we need. The Swedish Number campaign – which invited people from all over the world to call a random Swedish citizen for a chat – is a brilliant, highly successful example of a brand facilitating a personal, real, rich interaction between human beings. Data also helps unveil insights, identify high-potential people, pinpoint the moments and ways to match messages with needs, and enable brands to optimize to stay relevant. Yet empathy also means rediscovering the power of ethnography, face-to-face discovery, and understanding people via the fundamentals of sociology, psychology, and physiology. What’s more deeply human than how our body works?



Interrogating human nature reveals how we think and act. Behavioral science confirms that the way to a person’s heart is through emotions, and the fast, automated, intuitive and highly influential side of the cognitive process. Understanding this means focusing creativity on the emotional hooks, interactions and actions most valuable to individuals. Things that people will recognize, desire, seek out, and make part of their lives. Things that might even inspire people to the point where they create culture, or help change the world. Take the “Tummy Fish” created for Nestlé’s United for Healthier Kids as a fun way to help families adopt healthier habits: a friendly virtual fish living in a kid’s stomach that reacts to how much water you drink compared to other not-so-fish-friendly liquids.
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Organize dynamically around people’s lives Brands need to be in always-on seduction mode. The notion of brand experience isn’t new, but modern marketing capabilities now give us the means to truly deliver on David Ogilvy’s promise that “every advertisement (or “every interaction” in 21st century language) should be thought of as a contribution to the complex symbol that is the brand image”. Every interaction, but also every audience, across every time horizon – today, next quarter, next year. What was once CRM now feeds the entire funnel. Philips Male Grooming is increasingly thinking of communication in terms of interactive, experiential scenarios. It started with a powerful film showcasing a celebrity stylist offering free haircuts to homeless men, and capturing their transformation. High-potential audiences who interacted with this powerful brand action were then moved through a sequence of constantly optimized targeted content, leading to promotions on Philips tools.



Embrace partnership Changing from brands that “say” to brands that “do” means collaborating and integrating on a whole new level: breaking internal and external silos and bringing expert brains together around a shared vision. People everywhere are embracing what we now call the “sharing economy” to benefit from one another’s experiences. What’s needed is for the brand ecosystem to embrace it as well. Making brands matter again simply means activating the power of effective human communication: empathy, one-to-one communication, seamless and relevant interaction, and helping each other (and the planet) through actions. The amazing technological progress we are living through, the advent of truly modern marketing, can only help smooth the path along the way to growth.
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THE ROLE OF EMOTION IN EFFECTIVE ADS Before discussing the role of emotions in advertising effectiveness and how to generate them, it is important to go back to the definition of emotion. Indeed, the definition of an emotion is complex, insofar as it involves different responses: physiological (our body), cognitive (our mind) and behavioral (our actions).



FRÉDÉRIC MARVILLET Expert Consultant, Brand & Shopper Activation Kantar TNS [email protected]
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My pocket Larousse dictionary defines emotion as “a complex psychophysiological change and a high-intensity of state of mind, usually caused by stimulation from the environment”. Emotions shape our opinions and guide our behavior. Hence the keenness of brands to generate a strong emotional response through their advertising messages. There are two types of emotions: primary, such as joy or anger; and secondary, which are more complex combinations of several emotions, such as pride or guilt. Emotions are universal; they are expressed in the same way, regardless of culture. The expression of anger or sadness is perceived in the same way, everywhere, by everybody. Consequently, emotions play an essential role in advertising effectiveness. If an advertisement generates a positive emotional reaction, it has a better chance of being noticed and then remembered. This allows the brand to reinforce the consumer’s emotional reaction to it, and it happens in three ways.



Emotional advertising promotes attention and memory Emotions have a significant role in memory. Faced with an important emotion, our brain stores information more easily and for longer. This is called emotional marking. The intensity of the emotion can affect how long the impact of a message is remembered. For example, we all recall graphic road safety advertisements aimed at raising awareness of the dangers of the road. The use of shock images is intended to elicit strong negative emotions and keep them in drivers’ memories. This can also be done with positive imagery – such as the 2001 ad many of us still remember for ChocoSui’s dessert creams. Featuring a little boy and his goldfish, Maurice, the ad told a touching and humorous story about the silly things we try to hide.



Kantar TNS advises clients on specific growth strategies around new market entry, innovation, brand switching and customer strategies, based on long-established expertise and market-leading solutions. www.tnsglobal.com
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Emotional advertising can positively influence brand associations



Emotional advertising helps decision making



It is widely recognized today that emotions fuel “System 1” decision making – the term coined by psychologist Daniel Kahneman to describe the kind of automatic, intuitive and implicit decisions people make. Through advertising, the advertiser’s objective is to shape the mental representations of brands and to ensure that positive associations spontaneously come to consumers’ minds, thus influencing their judgment. For example, when you think of Coca-Cola, associations that spontaneously come to mind are the images of the different product variants, the unique taste, the pleasure of sharing, and the feeling of freshness.



The human being is motivated to maximize positive emotions and minimize negative emotions. Our brain has a “reward system” that allows it to record pleasant and unpleasant sensations, and avoid repeating the unpleasant ones. We tend to buy brands that put us in a state of emotional wellbeing. Advertising that makes the viewer feel good will predispose them towards buying the brand. Emotions are unique to each individual, but experience has shown that some elements of emotional advertising work better than others and are more likely to generate a positive emotional response. Analysis of the the Kantar TNS AdEffect™ database shows that humor, music, celebrities, and the presence of children or animals can facilitate a positive emotional response. Using a very evocative and convincing narrative can also be an effective lever. Emotion is not opposed to reason, so we can differentiate these two concepts without contradicting them. Indeed, the presentation of factual information can also evoke an emotional response if it is very resonant. Finally, beyond these ingredients, it is the accuracy and the way in which a brand uses these levers that will determine how an ad or a brand is remembered, how the brand image is constructed in the mind of the consumer, and how they recall it at the time of purchase.
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FROM CONSUMER LOYALTY TO LOYAL BRAND It has never been easier to be unfaithful to a brand. There is widespread mistrust of big business, personalized targeting is on the rise, and there is public anxiety about the use of personal data.



LIONEL GOMEZ Head of Strategy Wunderman Groupe [email protected]
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At the same time, trends are seamlessly connected via the speed of social networking, and consumers have permanent connectivity and one-click access to competing brands.



Technology offers new ways to identify, track and target individuals, and loyalty programs have become mobile and geolocalized. Beacons bring customer relationship management into stores, allowing “push” messages to be targeted and customized offers to be created. Touching the right individual at the right time with the right message ... we have been talking about this for years. Finally, the promise has become reality. And we are adding to this: “in the right context, and on the right screen”. Today we are faced with a new paradigm of loyalty. An international Wunderman study among C-level executives has shown that most loyalty programs do not actually build loyalty to a brand, nor really succeed in



increasing the average basket size over the long term. We have also found that, in a world driven by an ever-increasing transparency, consumer control and a general decline in trust in brands and advertising, brands need to do more than just sell their products. Brands now have to prove that they want us, their customers. And they have to prove it at every stage of the consumer journey, not just in advertising. We call it #Wantedness: “the quality of being desired or wanted”. But what are the rules and the challenges for the brands seeking to be desired and to win consumer loyalty?



Exceeding standards: Consumers want to engage with brands that redefine the rules of the game regarding product, experience and service.



We have identified seven levers of loyalty:



Wunderman is creatively driven and datainspired. A leading global digital agency, Wunderman combines creativity and data into work that inspires people to take action and delivers results for brands. www.wunderman.fr
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Competing beyond your category: Being the best in its class is no longer sufficient for a brand. Consumers compare brands in many categories to the likes of innovative giants such as Netflix, Uber, Starbucks or Tesla.



Leading the way and innovating, innovating, innovating: Consumers want brands to go beyond their own borders and comfort zones, and invent.



“Brand me”: People want their purchases to reflect who they are and what they believe in. Consumers are loyal to brands that share their values.



“I want you to want me”: The vast majority of consumers consider buying only from the brands they feel understand and care for them.



Simplify life: Consumers think that the best brands make their lives easier.



Understanding the individual and not the consumer: Shoppers are more loyal to brands that demonstrate a clear understanding of their priorities and preferences at every stage of the customer journey.
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Engaging in a brand’s loyalty program is relatively demanding for a consumer, who must follow the rules to earn their “reward”. Our study has taught us that the brands earning most loyalty will no longer be those that build programs but rather those that invest in technology and customer-journey analysis to deliver total, inspiring, engaging experiences. The winners will be those that balance service creativity and brand content. The loyalty program is not dead, but it must be everywhere, and sometimes even directly in the product, when it is in



use. Uber understands the things that are important to its consumers, and has addressed each of them: price, effortless and safe payment, limited waiting times, and the courteousness of the driver. This experience is continually being improved. The key today is that before you ask people to make an effort and be loyal, brands have to invest in looking at consumers, their needs, their expectations and even their anxieties. It is no longer enough to want consumers to be loyal to a brand; the brand must be loyal to its consumers. #WANTEDNESS
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ALL YOU NEED IS LOVE... REALLY? Why brands are under pressure to be useful



Dear Brands, you are under pressure. Of course you still need brand love, but it’s no longer enough to be loved. The same applies to differentiation. Since the brandscape is overcrowded, being different no longer makes a big enough difference. No, today, to be loved and desirable, you must also be useful.



Are you being useful? Now a brand must be useful in our lives – to me, to my wife, to my neighbor, useful to the world, to those in need, and the others too. Be useful. This is why Mars decided to invest Euro 1 billion in ecology, and the friendly M&M’s have become an advocate for wind turbines. Because you absolutely have to be useful. The players of the new digital economy have given a new meaning to usefulness and have given it value. Who could have imagined, just 10 years ago, that this word “usefulness”, clearly one of the least glamorous in the dictionary, would become the star of every marketing strategy? Above all, one of the non-negotiable needs of millennials, these demanding consumers of the new millennium. But wait, aren’t we all millennials in 2018?



The care revolution Google, Apple, Facebook and Amazon, known collectively as “GAFA”, have made everything available at the click of a button, and have put consumer care in the



FRANCK SAËLENS VP Head of Strategy Y&R Paris [email protected]
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spotlight. Uber-ization is nothing more or less than another way to make life a little easier. But we love it, especially if the driver – as a bonus – opens the door for us. We want to be served. We can overlook that the brand might not be quite so caring when it comes to the rest of society. After years of the tyranny of happiness, welcome to the tyranny of care: I want to be the center of your attention. Thus, to the value of usefulness, now you need to add the value of care. And that’s true whatever the market or category you’re in. What has Nespresso changed most in the coffee category? It is neither taste nor quality; it is care. What else?



What are you giving, not selling? It’s not enough to be useful to my life, to suit my daily routine, but please, dear brand, could you also serve others, the planet, the environment or world peace. Just look at Burger King and our friends at Y&R Auckland, who, with Operation McWhopper, mobilized crowds and sparked conversations about unity and world peace. The campaign received a Creative Effectiveness Golden Lion at the Cannes Awards in 2017. By doing good for others, brands can do well for themselves. It is a friendly way to spread good, goodness and good vibes. And it works. Because you have to know, dear brands, in this new world, when you give, you get back. There is justice after all.



Is utility killing image? One of the big problems facing brands of the 1970s is they were built primarily on the value of image. In my younger days, I dreamed of traveling the world in my Levi’s. But a look at global brand rankings suggests people aren’t dreaming of Levi’s and Coca-Cola any more, they want PayPal by their side. Brands in apparently unglamorous categories such as vacuum cleaners – think here of Dyson – are showing other brands how simplifying people’s lives is incredibly appealing. The technological romance of the brand is outstanding, considering we are only talking about vacuums and hairdryers. This is the value of usefulness, I’m telling you!



Amazon vs. Apple It’s for all these good reasons that Amazon is primed to win the next battle of GAFA. Apple has for 15 years cultivated the brand as delivering empowerment at your fingertips, and being the object of desire that you show off and that makes you feel special. But in this new era of usefulness, service and usage value, it seems that “Ms Amazon” is seen as more caring than “Mr Apple”. And it’s likely that when I decide which home assistant will live on my kitchen table, it’s the care factor that might make all the difference. Everyone gets their turn. As for me, I remain convinced that love is not dead. On the condition that it’s useful, of course.



Y&R is one of the leading and most iconic global marketing communications companies. We operate as a Global Boutique, connecting deep insights from local business needs and consumers with strategies and objectives that travel across borders. www.yandr.com
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BRANDZ™ BRAND VALUATION METHODOLOGY The brands that appear in this report are the most valuable French Brands. They were selected for inclusion in the BrandZ™ Top 50 Most Valuable French Brands 2018 based on the unique and objective BrandZ™ brand valuation methodology that combines extensive and ongoing consumer insights with rigorous financial analysis.



208



TOP 50 MOST VALUABLE FRENCH BRANDS 2018



RESOURCES



The BrandZ™ valuation methodology can be uniquely distinguished from its competitors by the way we use consumer viewpoints to assess brand equity, as we strongly believe that how consumers perceive and feel about a brand determines its success or failure. We conduct worldwide, on-going, in-depth quantitative consumer research, and build up a global picture of brands on a category-by-category and market-by-market basis. Globally, our research covers 3.2 million consumers and more than 100,000 different brands in over 50 markets. This intensive, in-market consumer research differentiates the BrandZ™ methodology from competitors that rely only on a panel of “experts”, or purely on financial and market desktop research. Before reviewing the details of this methodology, consider these three fundamental questions: why is brand important; why is brand valuation important; and what makes BrandZ™ the definitive brand valuation tool?



Importance of brand Brands embody a core promise of values and benefits consistently delivered. Brands provide clarity and guidance for choices made by companies, consumers, investors and others stakeholders. Brands provide



the signposts we need to navigate the consumer and B2B landscapes. At the heart of a brand’s value is its ability to appeal to relevant customers and potential customers. BrandZ™ uniquely measures this appeal and validates it against actual sales performance. Brands that succeed in creating the greatest attraction power are those that are: MEANINGFUL In any category, these brands appeal more, generate greater “love” and meet the individual’s expectations and needs. DIFFERENT These brands are unique in a positive way and “set the trends”, staying ahead of the curve for the benefit of the consumer. SALIENT They come spontaneously to mind as the brand of choice for key needs.



Importance of brand valuation Brand valuation is a metric that quantifies the worth of these powerful but intangible corporate assets. It enables brand owners, the investment community and others to evaluate and compare brands and make faster and better-informed decisions. Brand valuation also enables marketing professionals to quantify their achievements in driving business growth with brands, and to celebrate these achievements in the boardroom.



Distinction of BrandZ™ BrandZ™ is the only brand valuation tool that peels away all of the financial and other components of brand value and gets to the core – how much brand alone contributes to corporate value. This core, what we call Brand Contribution, differentiates BrandZ™.
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BRANDZ™ BRAND VALUATION METHODOLOGY



THE VALUATION PROCESS Step 1: Calculating Financial Value PART A We start with the corporation. In some cases, a corporation owns only one brand. All Corporate Earnings come from that brand. In other cases, a corporation owns many brands, and we need to apportion the earnings of the corporation across a portfolio of brands. To make sure we attribute the correct portion of Corporate Earnings to each brand, we analyze financial information from annual reports and other sources, such as Kantar Retail. This analysis yields a metric we call the Attribution Rate. We multiply Corporate Earnings by the Attribution Rate to arrive at Branded Earnings, the amount of Corporate Earnings attributed to a particular brand. If the Attribution Rate of a brand is 50 percent, for example, then half the Corporate Earnings are identified as coming from that brand. PART B What happened in the past – or even what’s happening today – is less important than prospects for future earnings. Predicting future earnings requires adding another component to our BrandZ™ formula. This component assesses future earnings prospects as a multiple of current earnings. We call this component the Brand Multiple. It’s similar to the calculation used by financial analysts to determine the market value of stocks (Example: 6X earnings or 12X earnings). Information supplied by Bloomberg data helps us calculate a Brand Multiple. We take the Branded Earnings and multiply that number by the Brand Multiple to arrive at what we call Financial Value.
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Step 2: Calculating Brand Contribution So now we have got from the total value of the corporation to the part that is the branded value of the business. But this branded business value is still not quite the core that we are after. To arrive at Brand Value, we need to peel away a few more layers, such as the in-market and logistical factors that influence the value of the branded business, for example: price, availability and distribution. What we are after is the value of the intangible asset of the brand itself that exists in the minds of consumers. That means we have to assess the ability of brand associations in consumers’ minds to deliver sales by predisposing consumers to choose the brand or pay more for it.



WHY BRANDZ™ IS THE DEFINITIVE BRAND VALUATION METHODOLOGY million consumers and more than 100,000 different brands in over 50 markets.



Step 3: Calculating Brand Value Now we take the Financial Value and multiply it by Brand Contribution, which is expressed as a percentage of Financial Value. The result is Brand Value. Brand Value is the dollar amount a brand contributes to the overall value of a corporation. Isolating and measuring this intangible asset reveals an additional source of shareholder value that otherwise would not exist.



All methodologies use financial research and sophisticated mathematical formulas to calculate current and future earnings that can be attributed directly to a brand rather than to the corporation. This exercise produces an important but incomplete picture.



What’s missing? The picture of the brand at this point lacks input from the people whose opinions are most important – consumers. This is where the BrandZ™ methodology and the methodologies of our competitors part company.



How does the competition determine the consumer view?



We focus on the three aspects of brands that we know make people buy more and pay more for brands: being Meaningful (a combination of emotional and rational affinity), being Different (or at least feeling that way to consumers), and being Salient (coming to mind quickly and easily as the answer when people are making category purchases). We identify the purchase volume and any extra price premium delivered by these brand associations. We call this unique role played by brand, Brand Contribution. Here’s what makes BrandZ™ so unique and important. BrandZ™ is the only brand valuation methodology that obtains the customer viewpoint by conducting worldwide on-going, in-depth quantitative consumer research, online and face-toface, building up a global picture of brands on a category-by-category and market-bymarket basis. Our research now covers 3.2



All brand valuation methodologies are similar – up to a point.



Interbrand derives the consumer point of view from panels of experts who contribute their opinions. The Brand Finance methodology employees a complicated accounting method called Royalty Relief Valuation.



Eligibility Criteria Each of the brands included in the BrandZ™ Top 50 Most Valuable French Brands 2018 must meet the following criteria: The brand originated in France



And is owned by a publicly listed company traded on a credible stock exchange, or its financials are available in the public domain.



Why is the BrandZ™ methodology superior?



What’s the BrandZ™ benefit? The BrandZ™ methodology produces important benefits for two broad audiences. Members of the financial community, including analysts, shareholders, investors and C-suite, depend on BrandZ™ for the most reliable and accurate brand value information available. Brand owners turn to BrandZ™ to more deeply understand the causal links between brand strength, sales and profits, and to translate those insights into strategies for building brand equity and fuelling business growth.



BrandZ™ goes much further and is more relevant. Once we have the important, but incomplete, financial picture of the brand, we communicate with consumers, people who are actually paying for brands every day, constantly. Our on-going, in-depth quantitative research includes three million consumers and more than 100,000 brands in over 50 markets worldwide.
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REPORTS AND APPS AND POWERED BY BRANDZ™



GOING GLOBAL? WE WROTE THE BOOK BrandZ™ country reports: Essential travel guides for global brand building.



BrandZ™ Top 100 Most Valuable Global Brands 2017 This is the definitive global brand valuation study, analyzing key trends driving the world’s largest brands, exclusive industry insights, thought leadership, B2B trends and a look at emerging brands. wppbaz.com/region/global



BrandZ™ Top 100 Most Valuable US Brands 2018 This ground-breaking study ranks the country’s most successful brands, analyzes their strengths, and identifies the key forces that are driving growth in the US. wppbaz.com/report/US/2018
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BrandZ™ Top 50 Most Valuable Indian Brands 2017



BrandZ™ Top 50 BrandZ™ Top 50 Most Valuable Most Valuable UK Indonesian Brands 2017 Brands 2017



This ground-breaking study ranks the country’s most successful brands, analyzes their strengths, and identifies the key forces that are driving growth in Spain. wppbaz.com/report/spain/2017



This in-depth study analyzes the success of powerful and emerging Indian brands, explores the Indian consumer’s shopping habits, and offers insights for building valuable brands. wppbaz.com/report/india/2017



Now in its third year, this study analyzes the success of Indonesian brands, examining the dynamics shaping this fastemerging market and offering insights for building valuable brands. wppbaz.com/report/ indonesian/2017



This ground-breaking study ranks the country’s most successful brands, analyzes their strengths, and identifies the key forces that are driving growth in the UK. wppbaz.com/report/UK/2017



Spotlight on...



NEW



Our BrandZ™ country reports contain unparalleled market knowledge, insights, and thought leadership about the world’s most exciting markets. You’ll find, in one place, the wisdom of WPP brand building experts from all regions, plus unique consumer insights derived from our proprietary BrandZ™ database. If you’re planning to expand internationally, BrandZ™ country reports are as essential as a passport.



BrandZ™ Top 30 Most Valuable Spanish Brands 2017



BrandZ™ Top 50 Most Valuable Latin American Brands 2017



BrandZ™ Top 20 Most Valuable Saudi Arabian Brands 2017



The report profiles the most valuable brands of Argentina, Brazil, Chile, Colombia, Mexico and Peru and explores the socio-economic context of brand growth in the region. wppbaz.com/report/latinamerica/2017



As Saudi embarks on an ambitious program of transformation, this ranking explores the country’s most accomplished brands, analyzes their success and identifies the key forces that are driving growth in this market. wppbaz.com/report/saudiarabia/2017



Cuba



Mongolia



Cuba is a market unparalleled both in the Caribbean region and the world. Brand awareness among Cubans is high, but gaining access to them uniquely challenging. Now is the time to plan your Cuba strategy. wppbaz.com/article/spotlighton-cuba



Mongolia’s GDP has grown at rates as high as 17 percent in recent years, encouraging a growing number of international brands to gravitate toward this fast-growth market and make a beeline for one of Asia’s hidden gems. wppbaz.com/article/spotlighton-mongolia-report
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REPORTS AND APPS AND POWERED BY BRANDZ™



LOOKING EAST IN-DEPTH BRAND BUILDING INTELLIGENCE ABOUT TODAY’S CHINA



WPP has been in China for over 40 years. We know the Chinese market in all its diversity and complexity. This experience has gone into our series of BrandZ™ China reports. They will help you avoid mistakes and benefit from the examples of successful brand builders.



BrandZ™ Top 100 Most Valuable Chinese Brands 2017



Unmasking the individual Chinese Investor



The Power and Potential of the Chinese Dream



This exclusive new report provides the first detailed examination of Chinese investors, what they think about risk, reward and the brands they buy and sell. This will help brand owners worldwide understand market dynamics and help build sustainable value. wppbaz.com/article/unmasking-the-individualchinese-investor-report



The Power and Potential of the Chinese Dream is rich with knowledge and insight, and forms part of a growing library of WPP reports about China. It explores the meaning and significance of the “Chinese Dream” for Chinese consumers as well as its potential impact on brands. wppbaz.com/article/chinese-dream-report



With the continued rebalancing of the Chinese economy, 2017 - The Year of the Rooster, could be characterised as another year of change for China. The retail sector is at the intersection of much of this transformation, and with the rapid growth of e-commerce, Chinese retail is changing and adapting fast. wppbaz.com/article/chinaretail-trends-report-2017



The report profiles Chinese brands, outlines major trends driving brand growth and includes commentary on the growing influence of Chinese brands at home and abroad. wppbaz.com/report/china/2017



The opportunity to build brands in China is greater than ever. But so are the challenges. The fastest growth is happening deep in the country, in less well-known cities and towns. Consumers are more sophisticated and expect brands to deliver high-quality products and services that show real understanding of local market needs.



BrandZ™ Top 30 Chinese Global Brand Builders 2017 This groundbreaking study aims its radar at the edge of the Chinese brand universe, exploring developedcountry markets where only a few Chinese brands have dared to go—so far. wppbaz.com/article/just-launched-brandz-chineseglobal-brand-builders-download-the-full-report-now
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8 Retail Trends in China for the year of The Rooster



The Chinese Golden Weeks in Fast Growth Cities



The Chinese New Year in Next Growth Cities



Using research and case studies, the report examines the shopping attitudes and habits of China’s rising middle class and explores opportunities for brands in many categories. wppbaz.com/article/chinese-golden-weeksreport



The report explores how Chinese families celebrate this ancient festival and describes how the holiday unlocks year-round opportunities for brands and retailers, especially in China’s lowertier cities. wppbaz.com/article/chinese-new-year-report



For the iPad magazine, search Golden Weeks on iTunes.



For the iPad magazine search for Chinese New Year on iTunes.
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REPORTS AND APPS AND POWERED BY BRANDZ™



BRANDZ™ BRAND BUILDING TOOLS



RepZ MAXIMIZING BRAND AND CORPORATE INTEGRITY Major brands are especially vulnerable to unforeseen events that can quickly threaten the equity cultivated over a long period of time. But those brands with a better reputation are much more resilient. Four key factors drive Reputation: Success, Fairness, Responsibility and Trust. Find out how your brand performs.



BrandZ™ is the world’s largest and most reliable customerfocused source of brand equity knowledge and insight. Established in 1998 and updated weekly, the BrandZ™ database contains over 120,000 brands across 414 categories, and 51 markets. To date BrandZ™ has interviewed over 3.2 million consumers and contains over 4.6 billion data points.
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InnovationZ



CharacterZ



WebZ



DISCOVER INNOVATIONZ, A DYNAMIC TOOL FROM BRANDZ™ InnovationZ allows you to create a personalized report for a category and elevates your innovative thinking by uncovering unique sector relevant and original ideas around the world. Every selection of ideas comes from the Springwise database, the most relevant source of innovation and ground-breaking ideas. wppbaz.com/wpp-resources-andcompanies



BRAND PERSONALITY ANALYSIS DEEPENS BRAND UNDERSTANDING Need an interesting and stimulating way to engage with your clients? Want to impress them with your understanding of their brand? A new and improved CharacterZ can help! It is a fun visual analysis, underpinned by the power of BrandZ™, which allows detailed understanding of your brand’s personality. wppbaz.com/wpp-resources-andcompanies



YOUR WEB TRAFFIC STORY FOR YOUR BRAND WebZ helps you understand your brand’s digital journey! Through analyzing how traffic is driven to your brand’s website, it will help you understand your audience demographics and gain insights into viewer trends.



TrustR ENGAGING CONSUMERS IN THE POST-RECESSION WORLD Trust is no longer enough. Strong brands inspire both Trust (belief in a brand’s promise developed over time) and Recommendation (current confirmation of that promise). This combination of Trust and Recommendation results in a new metric called TrustR. www.wpp.com/wpp/marketing/brandz/ trustr



SocialZ is the social media data visualization product from BrandZ™ that enables you to easily track, visualize, and present a real-time view of the social landscape surrounding any brand.



Only available via your WPP Agency
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WPP COMPANY CONTRIBUTORS These companies contributed knowledge, expertise, and perspective to the report



Y&R’s BAV Group is a global consultancy with expertise in consumer insights and brand marketing strategy. Using BrandAsset® Valuator, a proprietary brand management tool and global database of consumer perceptions of brands, BAV informs strategic and creative solutions that drive business results. Over 24 years, BAV has captured data and insights from more than 1.2 million consumers across 56,000 brands in 52 countries around the world, evaluating 72 brand image and equity dimensions that matter. Y&R’s BAV Group also produces the Best Countries report, an annual ranking and data analysis of 80 countries around the world, in partnership with US News and World Report and The Wharton School.



We are a global brand agency with expertise in strategy, design, brand architecture, activation and customer experience. We comprise over 350 people across 24 offices around the world, and have been a part of WPP since 1986. We exist to ensure that the entire experience of a brand is brilliantly designed and beautifully connected. Our core belief is that a brand is a central organizing principle that drives experience, culture, performance and action. We help clients define, create and curate the moments of interaction that are essential for brands to thrive today and tomorrow.



www.brandunion.com www.bavconsulting.com Anna Blender Senior Vice President [email protected]
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Celine Derosier Managing Director [email protected]



FamousGrey Paris is the French representative of Grey worldwide, one of the 10 largest advertising agencies in the world, with offices in over 83 countries. It has one overriding focus: to produce truly great creative work, to produce work that soars, makes us proud and fosters the brand relationship with consumers—work that helps our clients prosper. Grey Worldwide provides highly creative services including brand ideas and strategies, brand planning, creative development and production.



www.grey.com/france Marc Fauconnier President [email protected]



Geometry Global is the world’s largest and most international brand activation and shopper marketing agency. We help brands thrive in an omnichannel world by shaping and changing people’s behavior at pivotal moments along the purchasedecision journey. With teams in 56 markets, Geometry Global has expertise in physical retail, e-commerce, experiential, branding & design and consultancy.



Hill+Knowlton Strategies, Inc. is an international communications consultancy, providing services to local, multinational and global clients. The firm is headquartered in New York, with 87 offices in 49 countries, as well as an extensive associate network. The agency is part of WPP, one of the world’s largest communications services groups.



www.hkstrategies.com/france www.geometry.com/fr Nathalie Laplace Managing Director [email protected]



Corinne Got General Manager France [email protected]



J. Walter Thompson Worldwide, the world’s best-known marketing communications brand, has been creating pioneering solutions that build enduring brands and businesses for more than 150 years. Headquartered in New York, J. Walter Thompson is a true global network with more than 200 offices in over 90 countries, employing nearly 10,000 marketing professionals. The agency consistently ranks among the top networks in the world and continues to be a dominant presence in the industry by staying on the leading edge—from hiring the industry’s first female copywriter to developing awardwinning branded content today.



www.jwt.com/fr/paris Virgile Brodziak Managing Director [email protected]
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WPP COMPANY CONTRIBUTORS These companies contributed knowledge, expertise, and perspective to the report



At Maxus, we recognize that in today’s ever faster and more complex landscape, our clients want a media agency that can help them navigate and lead the way into the brilliant opportunity this change creates. Maxus prides itself on being a global company with local experts, handling several international clients such as L’Oréal, FCA, Huawei, Barclays, UPS and Church & Dwight; and also large local businesses including BT EE and ABF in the UK, Tata in India and Telecom Italia in Italy. We embrace technology and innovation, challenging our clients to move forward, while remaining grounded by bringing them solutions via our Change Planning process that are simple, creative, effective and efficient – and that will deliver tangible benefit to their business.



www.maxusglobal.fr Julien Boyer de la Giroday Managing Director, France [email protected]
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If you like ordinary, we’re not for you. If ‘beyond comfort’ thrills you, if ‘expanding possible’ attracts, then you’ll do your best work here. You’ll do it because we’ll provoke you, challenge you and unashamedly ask for more. We believe there are no limits for passion, imagination and wonder. And it’s only when we explore the unknown that we can truly thrive. That’s why we’re so passionate about investing in our people to help them thrive collectively and individually. We’ll reach out and help you explore the uncharted because that’s where ideas flourish. It’s where people and brands grow.



www.mecglobal.com Christophe Brossard CEO [email protected]



At MediaCom, we believe everything is connected. And that means a media agency has to think and operate in an entirely new way. So new that we don’t even call ourselves a media agency anymore. We call ourselves The Content + Connections Agency. That’s our shorthand way of saying that we have a unique approach to planning and buying across Paid, Owned and Earned media which can optimize our clients’ entire system of content and connections, not just the individual channel silos. We know that by focusing on the totality of a client’s communications system, we can deliver step-changing improvements in media effectiveness, rather than just marginal performance increases. We call that transforming your business through systems thinking.



www.mediacom.com Alexandra Chabanne CEO [email protected]



Mindshare is a global media agency network with billings in excess of US$34.5 billion (source: RECMA). The network consists of more than 7,000 employees, in 116 offices across 86 countries spread throughout North America, Latin America, Europe, the Middle East, Africa and Asia Pacific. Each office is dedicated to forging competitive marketing advantage for businesses and their brands based on the values of speed, teamwork and provocation. Mindshare is part of GroupM, which oversees the media investment management sector for WPP, the world’s leading communications services group.



www.mindshareworld.com Magali Florens CEO [email protected]



5 things to know about Ogilvy Paris 1. We Make Brands Matter 2. Part of the top 5 French Agencies 3. Top 5 of the main Ogilvy Hubs 4. Top Creative Network in the last 5 years 5. Boosting creativity with modern marketing expertise, from data to UX.



www.ogilvyparis.fr Natalie Rastoin President [email protected]



Wavemaker is a billion-dollar-revenue, next-generation agency that sits at the intersection of media, content and technology. We are obsessed with the customer’s purchase journey and this is what connects our mission directly to our clients’ business challenges. We invented WM Momentum, the world’s most comprehensive study into how people make purchase decisions, and have conducted over 375,000 surveys in 70 markets and across more than 30 categories. We are a business that is powered by the creativity and curiosity of our 8,500 people in 90 countries, united by our PACED values. We are a part of GroupM, WPP’s global media investment management company.



www.wavemakerglobal.com Christophe Brossard CEO [email protected]
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WPP COMPANY CONTRIBUTORS These companies contributed knowledge, expertise, and perspective to the report



Wunderman is Creatively Driven. Data Inspired. A leading global digital agency, Wunderman combines creativity and data into work that inspires people to take action and delivers results for brands. In 2015, industry analysts named Wunderman a leader in marketing database operations as well as a strong performer in customer engagement strategy. Headquartered in New York, the agency brings together 9,200 creatives, data scientists, strategists and technologists in 200 offices in 70 markets. Wunderman is a WPP company (NASDAQ: WPPGY)



www.wunderman.fr Vincent Druguet CEO [email protected]



Y&R is one of the leading and most iconic global marketing communications companies. We operate as a Global Boutique, connecting deep insights from local business needs and consumers with strategies and objectives that travel across borders. United by a global infrastructure and common tools and technology, all our clients have access to people and resources from everywhere in our network. Y&R has 189 offices in 93 countries around the world, with clients that include Bel Brands, Campbell’s Soup Company, Colgate-Palmolive, Danone, Dell, Telefonica and Xerox, among many others.



www.yr.com Xavier Real del Sarte President CEO [email protected]



IN FRANCE Kantar is one of the world’s leading data, insight and consultancy companies. Working together across the whole spectrum of research and consulting disciplines, its specialist brands, employing 30,000 people, provide inspirational insights and business strategies for clients in 100 countries. Kantar is part of WPP and its services are employed by over half of the Fortune Top 500 companies. In France, more than 1,900 Kantar employees offer expert service to clients through specialized brands including Kantar Millward Brown, Kantar TNS, Kantar Health, Kantar Media, Kantar Added Value, Kantar Vermeer, Kantar Retail, Kantar Futures, Kantar Worldpanel and Lightspeed. With 10 offices across France, and a global network, we serve local, regional and multinational clients.



To learn more about how to obtain valuable insights applicable to your business, contact: LAURENT GUILLAUME Country Leader Kantar France [email protected] JEAN-MICHEL JANOUEIX CEO France for Kantar Insights, Kantar Millward Brown & Kantar TNS [email protected] You can also keep updated on the latest news and studies from the Kantar network in France through the Kantar France portal: fr.kantar.com
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WPP COMPANY CONTRIBUTORS These companies contributed knowledge, expertise, and perspective to the report



Kantar Added Value is a creative marketing consultancy. We are one of the founding partners of Kantar Consulting, the sales and marketing consultancy at the heart of WPP. Our purpose is to add serious value to the businesses we work with and the world we live in. We challenge our clients to build brands that shift categories and shape culture because we recognize that at a time when people are way more interested in their lives than in the brands we are charged with marketing, we need to develop brands that deliver experiences and champion issues that people genuinely want to engage with. It’s how we add value.



www.added-value.com



Our clients rely on data and services for all aspects of media measurement, monitoring and selection. At Kantar Media we provide the most comprehensive and accurate intelligence on media consumption, performance and value. Our Solutions: We deliver best-in-class data and services to help our clients drive communications strategies efficiently and effectively. • • • • • 



advertising, monitoring and evaluation audience measurement consumer and audience targeting insight solutions reputation, PR, monitoring and evaluation • social media intelligence



Sandrine McClure Joint Managing Director [email protected]



www.kantarmedia.com



Olivier Auroy Joint Managing Director [email protected]



Denis Gaucher CEO France [email protected]



Kantar Millward Brown is a leading global research agency specializing in advertising effectiveness, strategic communication, media and digital, and brand equity research. The company helps clients grow great brands through comprehensive research-based qualitative and quantitative solutions. Kantar Millward Brown operates in more than 55 countries and is part of WPP’s Kantar group, one of the world’s leading data, insight and consultancy companies.



Kantar Public works with its clients around the world to build a better public realm. We advise on public policy, service delivery, and communications. We partner our clients with teams that bring local expertise as well as global best practice. We work as consultants, advisors, and researchers, to more than 40 governments, as well as leading universities, NGOs and corporations. Our breadth of expertise is unrivalled, and supported by our unique, global proprietary infrastructure, we are able to provide the data and analytics to support better decision-making.



www.millwardbrown.com Jean-Michel Janoueix CEO France [email protected] Pierre Gomy Managing Director [email protected]



Kantar TNS advises clients on specific growth strategies around new market entry, innovation, brand switching and customer strategies, based on longestablished expertise and marketleading solutions. With a presence in over 80 countries, Kantar TNS has more conversations with the world’s consumers than anyone else and understands individual human behaviors and attitudes across every cultural, economic and political region of the world.



www.tnsglobal.com www.kantar.com/public Emmanuel Rivière France CEO [email protected]



Jean-Michel Janoueix CEO France [email protected]



Lightspeed is a leading digital data collection specialist, on a mission to help clients discover truth through data. Our 700 employees in 14 countries are passionate about boldly challenging the status quo to find faster, more creative ways of connecting brands and consumers to build richer profiles of millions of people across the globe. From modernizing surveys via our Programmatic Gravity Network and LifePoints mobile app, to amplifying the voice of the millennial through VICE Voices, or leveraging our first party panel relationships and uniquely patented Honesty Detector Service to find the quality in the quantity of data out there, we are delivering the ‘buy and why’ insights that power today’s marketing decisions.



www.lightspeedresearch.com Michel Pélegrin Director, France [email protected] Angie French EMEA CEO [email protected]
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Hi, I’m RoZie, the BrandZ™ Chatbot. Ask me about brands. I can answer your questions—quickly.



IN FRANCE



RoZie is here to answer all your questions about brands, brand value, client leaders and brand growth.



The TEXT-BASED ROZIE can be accessed via rozie. wppbrandz.com, where you will be able to type a question to get a response.



You can ask RoZie questions about the What is Amazon’s performance this year?



most valuable global brands from the BrandZ™ Top 100 2017 report and RoZie will be able to answer them for you, in an instant, by using Artificial Intelligence.



We help build valuable brands



Unlike most chatbots, which are either text-based or voice-based, RoZie can do both.



Our WPP companies have been engaged in France for over 25 years. Today over 4,500 people, including associates, work in 67 companies and 75 offices in Paris and other cities. They provide the advertising, marketing, insight, media, digital, retail, shopper marketing, PR, knowledge, and implementation necessary to understand France and build and sustain brand value.



To learn more about how to apply this expertise to benefit your brand, please contact any of the WPP companies that contributed to this report or contact: GEORGE ROGERS Chief Client Officer WPP [email protected] JASON DAY Business Development Director WPP [email protected] For further information about WPP companies worldwide, please visit: www.wpp.com/wpp/companies or contact: DAVID ROTH CEO The Store, WPP EMEA and Asia [email protected]
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Amazon is positioned at number 4 with a value of $139,286 million



To find out more about RoZie, please visit rozie.wppbrandz.com where you



The VOICE-BASED ROZIE can be accessed by downloading the Alexa skill for your Amazon Echo / Dot device. You will be able to ask a question to get your answer.



will be able to access: The recently launched RoZie text-based chatbot A full list of FAQs, hints & tips and other resources



RoZie, who is the WPP global client leader for Unilever?



The WPP global client leader for Unilever is Peter Dart



RoZie for Amazon Echo / Dot download instructions Current information about the latest updates



RoZie is constantly learning. Check rozie.wppbrandz.com regularly, and RoZie will help you keep your own brand knowledge up-to-date. 229
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BRAND EXPERTS WHO CONTRIBUTED TO THE REPORT These individuals from WPP companies provided additional thought leadership, research, analysis and insight to the report



Olivier Auroy



Fabrice Billard



Pauline Bouige



Virgile Brodziak



Lionel Gomez



Pierre Gomy



Jean Michel Janoueix



Stéphane Marcel



Kantar Added Value



Kantar TNS



J. Walter Thompson



J. Walter Thompson



Wunderman Groupe



Kantar Millward Brown



Kantar TNS and Kantar Millward Brown



Kantar TNS



Guillaume Caline



Paul Chatalic



Florent Depoisier



Pauline Desforges



Frederic Marvillet



Sophie Pastur



Emmanuel Rivière



Franck Saëlens 



Kantar Public



Kantar Added Value



J. Walter Thompson



Ogilvy Paris



Kantar TNS



Kantar TNS



Kantar Public



Y&R Paris



Michael Edery



Nadine Faure



Denis Gaucher



Guénaëlle Gault



Geometry Paris



Kantar Media



Kantar Public



Alexandre Thomas



Camille Yvinec



Ogilvy Paris
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RESOURCES



BRANDZ™ FRANCE TOP 50 TEAM These individuals created the report, providing research, valuations, analysis and insight, editorial, photography, production, marketing and communications.



François Baradat



Amandine Bavent



Anna Blender



Jo Bowman



Florence Maninet



Cecilie Østergren



David Roth



Raam Tarat



François Baradat is the Marketing and Communications Director in France for Kantar Millward Brown, Kantar Public and Kantar TNS. François is a specialist in brand strategy, innovation and change management. Along with the team he actively promotes BrandZ™ France among the marketing community in France.



Amandine Bavent is a BrandZ™ Valuation Director for Kantar Millward Brown. She manages the brand valuation projects for BrandZ™. Her role involves conducting financial analysis, researching brands and performing valuations.



Anna Blender is a Senior Vice President at Y&R’s BAV Group. She is a data-driven brand strategist and leads BAV’s Best Countries practice.



A journalist for 20 years, Jo Bowman worked for newspapers in Australia before moving to Hong Kong to specialize in business writing with a focus on Asian branding and marketing. She has since worked in Italy and the UK, as a writer and editorial consultant.



Florence Maninet is the Marketing and Communications Manager for Kantar Millward Brown in France. Along with Jean-Michel Janoueix, Pierre Gomy, and François Baradat, she actively promotes the BrandZ Top 50 report among the marketing community in France.



Cecilie Østergren is a professional photographer based in Denmark, and she has travelled extensively in France, China, Brazil and other locations to photograph images for the BrandZ™ reports.



David Roth is the CEO of the Store WPP for Europe, the Middle East, Africa and Asia, and leads the BrandZ™ worldwide project. Prior to joining WPP David was main Board Director of the international retailer B&Q.



Raam Tarat is the Global Project Manager for BrandZ™ at Kantar Millward Brown. He project managed the production of the BrandZ™ Top 50 Most Valuable French Brands 2018 report, as well as marketing communications for other BrandZ™ projects.



Elspeth Cheung



Lucy Edgar



Pierre Gomy



Jean Michel Janoueix



Igor Tolkachev



Peter Walshe 



Doreen Wang



Elspeth Cheung is the Global BrandZ™ Valuation Director for Kantar Millward Brown. She is responsible for valuation, analysis, client management and external communication for the BrandZ™ rankings and other ad hoc brand valuation projects.



Lucy Edgar is the Global Marketing Manager at Kantar Millward Brown where she is responsible for the PR, marketing and communications on the BrandZ™ projects.



Pierre Gomy is Managing Director of Kantar Millward Brown France, ensuring that the team delivers on its mission: to help brands grow by delivering meaningful impact.



After a 25-year career with Commerzbank, Ubisoft, and Ipsos, Jean-Michel Janoueix joined the Kantar Group in 2013. He was recently appointed CEO France of Kantar Millward Brown and Kantar TNS.



Igor Tolkachev is a part of The Store WPP’s EMEA and Asia team and coordinates BrandZ™ worldwide projects and partnerships.



Peter Walshe is Global Strategy Director of BrandZ™ and was involved in the creation of this brand equity and insight tool 19 years ago, and has contributed to all the valuation studies and developed BrandZ™ metrics, including CharacterZ, TrustR, and RepZ.



Doreen Wang is the Global Head of BrandZ™ at Kantar Millward Brown, and a seasoned executive with over 17 years’ experience in providing outstanding market research and strategic consulting for senior executives in Fortune 500 companies in both the US and China.



With special thanks and appreciation to: Richard Ballard, Pierre Conte, Tuhin Dasgupta, Katherine Dickinson, Laurent Dumouchel, Kimberley Jane Fitzsimmons, Martin Guerrieria, Laurent Guillaume, Maryline Guillaume, Willow Huang, Constance Leroy Anthony Marris, Imene MimouniBacha and Adam Smith.
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RESOURCES



THE BRANDZ™ BRAND VALUATION CONTACTS The brand valuations in the BrandZ™ Top 50 Most Valuable French Brands 2018 are produced by Kantar Millward Brown using market data from Kantar Retail and Bloomberg.



The consumer viewpoint is derived from the BrandZ™ database. Established in 1998 and constantly updated, this database of brand analytics and equity is the world’s largest, containing over three million consumer interviews about more than 100,000 different brands in over 50 markets. For further information about BrandZ™ contact any WPP Group company or:



BRANDZ™ ONLINE & MOBILE



DOREEN WANG Global Head of BrandZ™ Kantar Millward Brown +1 212 548 7231 [email protected] ELSPETH CHEUNG Global BrandZ™ Valuation Director Kantar Millward Brown +44 (0) 207 126 5174 [email protected] MARTIN GUERRIERIA Global BrandZ™ Research Director Kantar Millward Brown +44 (0) 207 126 5073 [email protected]



// View the latest BrandZ™ valuation rankings from across the world // Read the latest thought leadership, research and insights on brands // Create your own ranking tables, and sort by value or brand // Create interactive graphs for brands you want to compare // Access the new media and AV gallery // Create and print your own reports



Get the free app



// Test your brand knowledge with our BrandZ™ Quiz



If you are interested in brands, you need this app to get valuation data and a lot more at your fingertips. It enables you to: // Access the latest brand news in real time



BLOOMBERG



// View individual brand profiles and videos



The Bloomberg Professional service is the source of real-time and historical financial news and information for central banks, investment institutions, commercial banks, government offices and agencies, law firms, corporations and news organizations in over 150 countries.



// Obtain unique content and Insights



For more information, please visit www.bloomberg.com



...or visit us online!



// Share articles and data across social media // Save your favourite articles You can access on and offline on any Android and Apple device—just search for BrandZ.



Visit us at www.brandz.com 234
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