
A unique brand perception study
August 2020

2020



FutureBrand Index 2020 32 Copyright © 2020 FutureBrand

We are living in unprecedented times. Six years 
on from the first FutureBrand Index, the world 
has changed dramatically, priorities have shifted 
and the globe’s top 100 companies are dealing 
with challenges unthinkable even 12 months ago.

When we published the last FutureBrand 
Index in 2018, it was ten years since the worst 
financial crisis in living memory. Now we are 
living through the worst healthcare crisis in a 
century. But out of this will emerge a reimagined 
world, and it will be up to leading companies 
and the people who work for them to respond 
to new demands and new expectations.

At FutureBrand, we are perfectly placed to 
assess which brands will rise to the occasion 
and which may struggle to fulfil their potential. 
In the FutureBrand Index 2020, we examine 
the world’s leading firms and determine how 
they have fared over the past year. And thanks 
to our wealth of data amassed carefully 
and methodically since 2014, we also have a 
detailed six-year picture to share with you.

Our unique perspective shines a light on the 
innovators as well as the brands which have 
successfully navigated sector-specific rough 
waters. As we discovered, it can be premature to 
write off a company in difficulty and risky to extol 
the virtues of a seemingly unbreakable brand.

FutureBrand Index 2020 A New Frontier

Welcome 
to the 
FutureBrand 
Index 2020.
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In addition to our year-on-year analysis 
and scrutiny of the bigger picture, unlike a 
number of other reports the FutureBrand 
Index prioritises the calibre of the people it 
talks to and the longevity of its data. We don’t 
send out random questionnaires. Instead, we 
talk to professionals who are in key positions 
and have compelling and pivotal opinions.

Meanwhile, our high-level research was 
conducted during the initial weeks of 
lockdown. As the world adjusted to a new 
way of living and working, we spoke to the 
decision-makers and found out what they were 
thinking – and their thoughts on the future.

The successful 
leaders of tomorrow 

are individuals 
that champion the 

individual  

Why the 2020 
FutureBrand 
Index matters

FutureBrand Index 2020 Introduction



FutureBrand Index 2020 1110 Copyright © 2020 FutureBrand

FutureBrand Index 2020

The FutureBrand Index is 
a global perception study 
that reorders PwC’s Global 
Top 100 Companies by 
Market Cap on perception 
strength rather than 
financial strength.
It demonstrates that well-perceived companies 
are those that are best able to consistently  
align the totality of the experiences they  
create with their wider corporate purpose. 
The results can be surprising – and illuminating.

The FutureBrand Index is not based on consumer 
research. Our respondents are informed 
people. And unlike most other rankings, 
the Index offers a rigorous assessment of 
how prominent companies are doing and 
are likely to do over the next few years.

We work with QRi Consulting, our global 
research partner and a respected specialist 
in brand, communication, product strategy 
and tactics. With more than three decades of 
experience, the depth and breadth of QRi’s 
research is perfectly suited to our work.

Our previous studies clearly demonstrate 
that organisations who excel in our Index 
have a measurable competitive advantage, 
not least because more people want to work 
for them and want to buy from them.

In short, financial prowess does not 
necessarily translate to brand success.

Methodology

Personality
Has strong and 

engaging personality

Mission
Has a clear sense
of the future

Story
Has a clear and 

defined story

Respect
Respects and 

enhances
people’s lives

Wellbeing
Contributes to  

people’s wellbeing

Pleasure
A pleasurable brand

Trust
Is a trusted brand

Consistency
Delivers a consistent  

experience to customers

Seamlessness
Meets customer 

needs at every 
touchpoint

People
Well-known for the 
quality of its people

Premium
Has products and/or 
services that people 
value more than our 
competitors

Inspiration
Inspires change
for the better

Authenticity
Has the credibility 
and authenticity to 
achieve its vision

Innovation
Creates products 
and services that 
are genuinely useful

Indispensability
People depend on 
the brand

Individuality
Is distinctive and 
different

Thought Leadership
Has strong ideas 
and principles

Resource Management
Acts ethically to 
maintain a sustainable 
environment 
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In conjunction with QRi 
Consulting, over the past 
six years we have spoken to 
a global sample of 15,000 
informed professionals 
from 17 countries who 
were aware of and knew 
something about at 
least seven of the top 100 
companies of that year.
Our global informed opinion sample includes 
leading professionals (CEOs, chairs, MDs and 
top-level civil servants), as well as skilled 
professionals and junior managers. For our 
most recent analysis, we interviewed a global 
sample of 3,000 informed individuals.

FutureBrand Index 2020 Methodology
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The Top 100 Brands

FutureBrand Index 2020

02
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The Top 100 Brands 01–20

Sector SectorFBI Global 
Ranking 2020
2020 vs 2018

FBI Global 
Ranking 2020
2020 vs 2018

Company CompanyFBI Global 
Ranking 2018

FBI Global 
Ranking 2018

PWC 2020
Position

PWC 2020
Position
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21–40The Top 100 Brands

Sector SectorFBI Global 
Ranking 2020
2020 vs 2018

FBI Global 
Ranking 2020
2020 vs 2018

Company CompanyFBI Global 
Ranking 2018

FBI Global 
Ranking 2018

PWC 2020
Position

PWC 2020
Position
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41–60The Top 100 Brands

Sector SectorFBI Global 
Ranking 2020
2020 vs 2018

FBI Global 
Ranking 2020
2020 vs 2018

Company CompanyFBI Global 
Ranking 2018

FBI Global 
Ranking 2018

PWC 2020
Position

PWC 2020
Position
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61–80

Sector SectorFBI Global 
Ranking 2020
2020 vs 2018

FBI Global 
Ranking 2020
2020 vs 2018

Company CompanyFBI Global 
Ranking 2018

FBI Global 
Ranking 2018

PWC 2020
Position

PWC 2020
Position

The Top 100 Brands
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81–100The Top 100 Brands

Sector SectorFBI Global 
Ranking 2020
2020 vs 2018

FBI Global 
Ranking 2020
2020 vs 2018

Company CompanyFBI Global 
Ranking 2018

FBI Global 
Ranking 2018

PWC 2020
Position

PWC 2020
Position
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While the FutureBrand 
Index 2020 has uncovered 
a number of seismic shifts 
in the way companies 
work and how they present 
themselves to the outside 
world, one key theme has 
stood out: individuality.
And we mean this in its most 
literal sense – a quality that 
distinguishes an entity from 
others of the same kind. 
In the case of companies 
doing exceptionally well 
in our Index, it includes:

Big Themes for Important Times

Companies that take big brands in 
distinctive directions and that act with 
genuine authenticity and personality

Companies prepared to think 
unconventionally to do the right thing 

Companies of purpose that really 
think beyond profit, not just say it 

Companies that prioritise customers 
and their needs even if it means 
forging a different path to rival firms 

Companies focused in on 
sectors that will be fundamental 
to human life in the future

Companies that care about 
their own people as intently as 
their customers, including a firm 
commitment to diversity and inclusion

Companies that realise the true value 
of an open culture that fosters a 
happy and productive workforce

Companies that embrace innovation, 
change and agility to maintain 
resilience in the face of fast-
moving, sector-specific, national 
and international events

The Top 100 Brands
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As our Global Top 100 table 
shows, there has been a lot 
of movement, both up and 
down, since our last Index 
in 2018, and even more 
to digest since we first 
began the report in 2014.
We’ll examine some of this in more detail 
in our Sector Snaphots later in the report, 
but here’s the crucial 2020 top ten.

As you can see, some of the old favourites have 
held onto their top ten spots, among them 
Apple, Samsung, Nvidia, Kweichow Moutai, and 
Nike. But it’s where we see change that the 
most interesting stories emerge. In the 2020 
top ten, we have a new entrant (Netflix) as 
well as three brands who weren’t in the Index 
at all in 2018 (Reliance, ASML and PayPal).

10 5

3

6

8

64

9

35 57

63

1

The Top 100 Brands The Top 10

Oil & Gas Technology

Technology

Technology

Technology

More

More

2

Consumer Goods Consumer Goods

Industrials Consumer Services

More

Technology

More More More
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To really get to the heart 
of success, we need to 
see 2020’s top climbers. 
Looking at today’s rankings 
compared to 2018, there 
are some surprises. Royal 
Dutch Shell wins out having 
risen 59 places, followed by 
Roche up 49 slots, Oracle 
with a 39-place increase, 
L’Oréal (36 places higher), 
and Walmart (a climb of 34).

The Top 100 Brands Top 10 Risers Since 2018

FBI Global 
Ranking 2020
2020 vs 2018

Company FBI Global 
Ranking 2018

PWC 2020
Position

Top 10 Biggest Climbers in Ranking 2020 vs 2018
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As for the six-year 
difference, Comcast comes 
out on top in a list that 
is characterised more by 
solid and stable healthcare/
technology companies 
driven on by the serious 
and challenging times 
we face. Royal Dutch Shell 
and Anheuser-Busch InBev 
have bucked the general 
trends in their respective 
sectors however as have 
those in the beleaguered 
Financial Services space.

The Top 100 Brands

Overall average experience 
and purpose increase

(Based on all measures and only companies present in all index waves)

Company

Top 10 Risers 2014–2020
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FBI Global 
Ranking 2020
2020 vs 2018

Company FBI Global 
Ranking 2018

PWC 2020
Position

When comparing 2020 
to 2018, Gilead Sciences, 
a biopharmaceutical 
company, takes the 
unwanted first place (down 
71 places in our rankings) 
with Warren Buffett’s 
investment vehicle Berkshire 
Hathaway hot on its heels 
with a fall of 54 slots.
Also, in the top ten fallers are China Life 
Insurance, Verizon, China Merchants Bank, 
Adobe Systems, and PetroChina.

The Top 100 Brands

Top 10 Biggest Fallers in Ranking 2020 vs 2018

Top 10 Fallers Since 2018
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Top 10 Fallers 2014–2020The Top 100 Brands

Meanwhile, the six-year 
statistics reveal that, due 
to their 2020 declines, 
both Gilead and Berkshire 
Hathaway are the biggest 
fallers respectively, followed 
by luxury goods company 
LVMH, Walmart and 
Australian bank Westpac.

Company Total Ranking 
Decline

Year of 
Biggest Fall
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A number of 
companies have 
dropped out of 
the FutureBrand 
Index since we 
first began.
As you can see from the table – which is 
taken from the PwC top 100 companies by 
market capitalisation for that year – since 
2018 we have lost, among others, 3M, 
Allianz, Boeing, British American Tobacco, 
Goldman Sachs, Siemens, and Volkswagen.

Who’s in, Who’s OutThe Top 100 Brands

3M

Allianz

Altria Group

AmBev

Banco Santander

BHP Billiton

Boeing

Booking Holdings

British American Tobacco

Commonwealth Bank of Australia

Dow Du Pont

General Electric

Goldman Sachs

Inditex

Naspers

Siemens

SINOPEC

Toronto Dominion Bank

United Technologies

Volkswagen

Dropped Out (2020 vs 2018)
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America Tower

ASML Holdings

AstraZeneca

Charter Communications

Costco

Danaher Corp

Eli Lilly

Linde

Lockheed Martin

Nextera Energy

Nippon telegraph

NTT Docomo

PayPal

Prosus

Reliance Industries

Salesforce

Saudi Armaco

Tata Consultancy

Tesla

Thermo Fisher

New Blood

But it’s not 
all doom 
and gloom.
A slew of new entrants to our Index include 
ASML Holdings, PayPal, Danaher, Saudi Aramco, 
and American Tower Corporation. In total, 
there are 15 new entrants this year, seven 
of which make it into the top 20, including 
Reliance Industries slotting in at number two. 

The Top 100 Brands

New Entries (2020 vs 2018)
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The Coronavirus Effect

At the same time, the 
telecommunications sector 
has not fared well, nor have 
industrials. And yet recent 
news stories suggest that 
pharma firms who have 
been trailing behind are 
seizing on the pandemic as 
a shot at redemption. 

Our sector analysis later in 
the report will drill down into 
the impact of the coronavirus 
pandemic on global brands.

As we made clear 
earlier, we are in 
a unique position 
to assess this 
as our research 
was conducted 
during lockdown. 
And, as we will go on to explain, the 
public response to consumer services 
and healthcare companies during the 
crisis has been broadly positive, boosting 
various brands and their standing.

The Top 100 Brands
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Sector by Sector

Consumer Goods & Services

Technology

Healthcare

Financial Services

Industrials, Telcos, Oil & Gas

FutureBrand Index 2020

03
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“ Always humans want 
something new and 
inspiring and this 
goal is always the 
most difficult to keep 
customers satisfied.” 
Brazil, Female

Sector Overview Consumer Goods and Services

Consumer Goods 
and Services — 
A positive response 
to a pandemic.
As the world adjusts to a ‘new normal’, Consumer Goods 
& Services (which includes Media & Entertainment) have 
reacted quickly and effectively to new customer needs 
and priorities. Among the top ten climbers year-on-year 
are Roche, L’Oréal and Walmart. Meanwhile, McDonald’s 
and The Home Depot are also surging ahead as is Netflix. 

The perception is that these firms care about their 
clients and their staff and are able to give them 
what they want. According to our research, when 
it comes to an emotional connection with brands 
the consumer goods sector scores the highest 
- 29% of respondents said they felt passionate 
about these companies. Consumer services 
did well too with a passionate rating of 20%.

We see there is a clear split between those 
successfully responding to a world dealing with the 
coronavirus and all that means and those whose 
reactions have been sluggish or non-existent. 

When it comes to media & entertainment, the battlelines 
are clear: it’s Netflix versus Disney. In our last Index in 
2018, The Walt Disney Company topped the study. It 
appeared to be Netflix’s to lose. But the young upstart 
has outperformed its 97-year-old competitor. In 2020, 
the roles of the two brands have been reversed.
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All listed Brands
FBI Global 
Ranking 2020
2020 vs 2018

Company FBI Global 
Ranking 2018

PWC 2020
Position

Sector Snapshot Consumer Goods

Sector Performance Score by Year
Average score of all 18 Experience & Purpose Dimensions 
for all companies included in that sector for each year.

“ Companies need 
to be innovative 
to adjust to 
changing times 
and technology.” 
South Africa , Male
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Sector Snapshot Consumer Services

All listed Brands
FBI Global 
Ranking 2020
2020 vs 2018

Company FBI Global 
Ranking 2018

PWC 2020
Position

Sector Performance Score by Year
Average score of all 18 Experience & Purpose Dimensions 
for all companies included in that sector for each year.

“ Even established 
companies can be 
made redundant 
when a new upstart 
emerges & disrupts.” 
Canada, Female 
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L’Oréal is one of the stand-out success stories 
of the 2020 Index. Just two years ago, it had a 
problem with purpose having fallen 27 places 
to 56. The decline was driven – pretty much 
exclusively – by weakening purpose perceptions 
including doubts over its ideas and principles and 
whether it could inspire change for the better.

Since then, the beauty company has turned 
things around, reclaiming its place higher up the 
index. It now occupies position 20 and 61% of 
people believe it will move ahead in three years’ 
time. Meanwhile, 49% say they would buy from 
this company, well above the average, with a 
perception that many consumers personally 
rely on the brand. L’Oréal reacted well and 
quickly to the pandemic, announcing early on 
that it would using its manufacturing facilities 
to make hand sanitiser and hydroalcoholic gel. 

And let’s not forget that demand for beauty 
products held up during lockdown even 
though millions of consumers were not leaving 
their homes. Nevertheless, L’Oréal’s biggest 
weakness is on ‘Delivers Sustainable Value’, 
something the company may want to address. 

“ L’Oréal has never failed me.” 
Europe, Female

The Big Stories L’Oréal

“ Always kept researching 
and offering new products, 
renews its offers and enjoy the 
reliability of the market.” 
LATAM, Female

3620

L’Oréal – Today & 3 Years Time (Q11 & Q 12)
Moving ahead in 3 years time average = 59%

Q11: For each of these companies 
please tell us where it us where it 
is today? (Falling behind, 
Standing Still, Moving Ahead)

Q12: Where do you see these 
companies being in 3 years time? 
(Falling behind, Standing Still, 
Moving Ahead)

1. Personality 2. Story
3. Attachment 4. Consistency
5. Seamlessness 6. People 
7. Pleasure 8. Wellbeing
9. Respect 10. Mission
11. Inspiration 12. Authenticity 
13. Innovation 14. Thought leadership
15. Individuality 16. Indispensability 
17. Resource Management 18. Premium

FutureBrand Dashboard Key

L’Oréal Dashboard
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Another riser in the Index, The Home Depot is 
up 11 positions to 51. Over the years, its scores 
have remained fairly consistent and none have 
fallen since 2018. Strong on innovation and 
indispensability, an above average number of 
people say they would buy from the largest home 
improvement retailer in the US and are impressed 
by its good quality products and perceived 
care and attention given to its customers.

The Home Depot moved swiftly to make its 
stores as safe as possible once the impact 
of the coronavirus became clear, including 
distributing thermometers to all of its outlets 
for the use of its staff as well as limiting foot 
traffic. And while some big brands have done 
themselves no favours in terms of how they treat 
their employees during these unprecedented 
times, Home Depot expanded benefits for its 
workforce with, among other things, increasing 
paid time off and issuing additional bonuses.

In our 2018 Index, we suggested that, from a 
brand perspective, Walmart should revamp 
its corporate purpose and associated brand 
experiences following a poor showing across most 
perceptions. The multinational retailer has clearly 
been doing something right since then as it has 
shown a significant increase in all attribute scores 
and now stands at number 41, up from 75 in 2018.

In addition, some 64% see it moving ahead in the 
coming years and it is viewed as highly resilient. 
Our informed respondents see Walmart as a 
company always attempting to offer value to its 
customers, with a good reputation and a happy 
workforce. Part of this rise in goodwill may be due 
to its speedy response to the challenges thrown 
up by the pandemic including the implementation 
of an emergency leave programme, providing time 
off for employees depending on the coronavirus 
threat level. It also paid nearly $180 million in cash 
bonuses to staff this year and hired 200,000 
more employees during the first few months 
of lockdown. As people rushed to stockpile 
supplies, Walmart recorded a jump in sales.

“ Great service and products, 
moving forward.” 
North America, Female

“ They are always trying to 
do best for the customer.” 
North America, Male

Walmart The Home Depot

3441 1151

1. Personality 2. Story
3. Attachment 4. Consistency
5. Seamlessness 6. People 
7. Pleasure 8. Wellbeing
9. Respect 10. Mission
11. Inspiration 12. Authenticity 
13. Innovation 14. Thought leadership
15. Individuality 16. Indispensability 
17. Resource Management 18. Premium

FutureBrand Dashboard Key

Walmart Dashboard The Home Depot Dashboard
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There’s quite the age gap between Disney and 
Netflix. The former dates back to 1923 but, as 
evidenced by its number one slot in the global 
Index in 2018, age is no barrier to progress. 
While the entertainment legend has retained 
its association with providing pleasure, all other 
attributes have steadily decreased since 2014 
meaning it has slumped to 17 in this year’s report. 
With theme parks, resorts and movie production 
all shut down and only gradually reopening and 
restarting, it’s been a tough time for Disney. It also 
suspended pay for more than 100,000 employees 
back in March, nearly half of its workplace. 
Maybe the worldwide rollout of its new streaming 
service will go some way to repair its standing.

Meanwhile, Netflix has eclipsed Disney and 
now takes tenth place following its Index debut 
in 2018 at an impressive 15. A true innovator, 
Netflix has revolutionised how we consume 
entertainment, increasing its scores on most 
attributes in 2020. Needless to say, it scores 
incredibly highly on resilience, its future 
prospects and people’s passion for its services.

While the world’s largest distiller has fallen by 
three slots, Kweichow Moutai still maintains its 
place in the top ten, coming in this year at number 
five after making its debut at number two in the 
previous Index. It only fell in one attribute, that 
of Resource Management. As far as working 
for this Chinese spirits giant and buying its 
products, it ranks above average for both, and 
is perceived as highly resilient. Furthermore, 
62% see it moving ahead over the next three 
years. However, that picture may change.

At the time of writing this report, Kweichow 
Moutai’s position as China’s most valuable 
publicly-listed company had been wiped out 
after a State media unit accused the company 
of reaping the benefits of corruption and 
bribery. The article, published by a division 
of People’s Daily, destroyed the firm’s share 
price and made worldwide headlines.

“ [Netflix] was innovative 
since its inception and 
has revolutionised 
the entertainment 
industry and content 
distribution.” LATAM, Male

“ The industry standard. 
Has very good prospects.” 
Far East, Female

Kweichow Moutai Disney vs Netflix

10 535

1. Personality 2. Story
3. Attachment 4. Consistency
5. Seamlessness 6. People 
7. Pleasure 8. Wellbeing
9. Respect 10. Mission
11. Inspiration 12. Authenticity 
13. Innovation 14. Thought leadership
15. Individuality 16. Indispensability 
17. Resource Management 18. Premium

FutureBrand Dashboard Key

Kweichow Moutai Dashboard Netflix Dashboard

Disney Dashboard




