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Welcome

Chinese brands 
stay the course
Doreen Wang
Kantar Greater China President, 
Global Chair of BrandZTM
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For the first four years of the Top 50 
Chinese Global Brand Builders, one 
of the main tasks we advised Chinese 
companies to undertake was to build 
strong, resilient, and truly global 
brands. We urged them to take their 
unmatched logistics and innovation 
capabilities and use them to create 
a brand positioning that made them 
Meaningful, Different, and Salient.

This past year has served as a test  
of that advice, and it’s a test that  
many Chinese brands passed with 
flying colors.

Maintain momentum 
In the first place, they proved 
quite committed to keeping their 
momentum going. Although impacted 
by the pandemic, they showed a 
determination to continue branding 
efforts and grow their businesses 
overseas. To do so, they maintained 
their investment in communications 
and innovation.  

Chinese brands continued to push 
into fast-growing emerging markets, 
bringing to them the same level of 
insight and innovation that they 
have to the developed world. They 
are also sustaining their momentum 
through a commitment to customer-
centricity. These efforts include closely 
monitoring the usage of their products 
and services, tracking any changes in 
customer satisfaction, and managing 
brand reputations not merely in the 
present but also for the future.

Grow by leveraging  
what you know 
Chinese brands are also taking 
advantage of the deep experience they 
have in their home market. In many 
cases, they have developed excellent 
customer experiences and identified 
user-centric best practices. 

They are now marrying this experience 
with key advantages in speed and out-
of-the-box innovation. The best Chinese 
brands know how to go well beyond 
customer expectations, bringing 
customers’ benefits they only know  
they want after they arrive.

As a result, they have been very  
agile in the past year, moving fast to 
quickly deliver new experiences to meet 
new challenges. 

From products to ecosystems
Finally, Chinese brands are not only 
selling products but are also developing 
an ecosystem-mindset. They are 
delivering their own products directly to 
consumers and in some cases serving as 
commerce platforms in their own right. 

Succeeding in building ecosystems 
overseas often means partnering 
with local giants and sometimes 
multinational corporations, co-creating 
commerce platforms that are much 
greater than the sum of their parts. The 
goal is not merely to develop a great 
reputation for products and services but 
to lay the foundation for an enduring 
presence and long-term success.

A bright future
Five years into our survey of the Top 
50 Chinese Global Brand Builders, 
we are happily seeing hard work pay 
off. Rather than retreating during the 
most significant health and economic 
challenge in generations, these brands 
are continuing to move forward and 
use their strengths to find better ways 
to serve their customers. Thanks to 
a commitment to continuing their 
momentum, a willingness to implement 
Chinese best practices abroad, and 
an expansion of their ambitions to 
ecosystems of value, we are seeing 
them gaining not merely market share 
but also the loyalty and admiration of 
global consumers.

If you need a trusted partner for  
your global journey, feel free to  
reach out to your Kantar or Google 
contacts, or email Google’s Annabel  
Lin or myself directly.

Sincerely,

Doreen Wang
Kantar Greater China President,
Global Chair of BrandZTM



A looking glass 
into the future
Annabel Lin
Managing Director of Greater China  
Solution Specialists and APAC  
International Growth Team, Google

At Google, we have long partnered with 
top Chinese global brand builders as 
they have made increasingly confident 
and successful strides onto the world 
stage. Along the way, we have watched 
them move from short-term sales 
strategies to long-term thinking about 
how to build brands that are able to 
achieve sustainable, quality growth 
and find resilience during financially 
stressed times.

During this challenging year, we have 
largely seen those efforts pay off. The 
brands that have made a strong effort 
to achieve a Meaningfully Different 
positioning and deliver user-centric 
experiences have managed to stay 
the course and increase their trust  
and relevance with consumers around 
the globe.

While much of this report will detail the 
strategies that have maintained and 
sustained brands over the past year, we 
should also look forward to what can 
lead them into the future. There, we find 
three key areas where brands should be 
focusing and where Google can be a 
helpful partner for growth.

Deeply human
The first is humanity. More than ever, 
Chinese global brand builders showed 
their human side in 2020. During 
these challenging times, they have 
worked hard to benefit consumers 
with initiatives that are in line with 
their companies’ visions and values. 
More and more, they are putting their 
customers first and seeking new ways 
to meet and exceed their expectations.

This user-centric approach is not only 
valuable for building affinity with 
consumers but also for empowering 
brands to think big and come up 
with out-of-the-box solutions. When 
brands take a user-centric approach, 
they don’t limit themselves to specific 
products or categories, but think 
instead about how they can create 
value for consumers. 

This is especially true when it comes 
to targeting local markets. Consumers 
today are increasingly demanding a 
localized experience that responds to 
their unique conditions, whether they 
are bandwidth concerns, data costs, or 
their country’s or region’s favorite KOLs. 
Google is identifying the key insights 
that help brands make connections 
with individual consumers and meet 
their expectations while delivering 
products and services in a way that 
feels natural to them.

Taking advantage of  
Chinese dynamism  
with a global perspective
The current global market is presenting 
Chinese brands with both challenges 
and opportunities. Some of them have 
turned to the sometimes overlooked 
and underserved emerging markets to 
find opportunities. At the same time, 
they have pivoted quickly to respond to 
new trends and lifestyles. For example, 
some online fast fashion brands 
have added more yoga and leisure 
apparel to their product mixes, while 
transportation companies have quickly 
introduced safety measures for drivers 
and passengers.

It’s important to note that this 
dynamism is no accident. Chinese 
brands have already created successful 
business models and gained deep 
experience in both domestic markets 
and around the world. They have a 
unique advantage in their ability to 
innovate and move quickly. And so, they 
are not only thinking about their Plan A. 
They have Plans B, C, and D at the same 
time, which enables them to change 
course quickly as new situations, like 
COVID-19, emerge.

To maximize this advantage, Google 
is providing insights that give Chinese 
brands a global perspective on what’s 
happening in individual markets. This 
helps them make informed decisions 
about directions for innovation and 
iteration, including why they should 
improve to stay ahead of the game and 
what they should do to remain relevant 
in local communities around the world. 

Achieving quality growth
Today, we are seeing companies move 
away from a total reliance on short-term 
investment to building and sustaining 
their brands. This is happening because 
they have upgraded their visions to 
operate on a global scale. 

Having a long-term vision is a key 
benefit for global brand builders. When 
they think long-term, they know that 
success doesn’t come overnight; rather 
it requires sustained investment. They 
also understand that they need to 
deliver value to their consumers by 
investing in their core capabilities and 
strengths. For example, we have seen 
Chinese brands make infrastructure 
improvements in order to better serve 
needs in emerging markets.

Google is helping its partners achieve 
these long-term visions in a variety of 
ways. We are helping them build up their 
brands through content and advertising. 
We are connecting them with like-
minded peers at C-level summits where 
they can share advice on navigating the 
changing landscape. We are helping 
them connect with and develop talent in 
an environment that demands the best.

Finally, we are helping them streamline 
their operations to unlock investment 
and potential for growth.

Chinese brands are living in times of 
intense competition as well as great 
opportunity. They are succeeding by 
uniting manufacturing and innovation 
with modern brand building practices 
to deliver user-centric benefits in global 
markets. Google is contributing to that 
success through transformation efforts 
that span the entire business. Whether 
it’s talent, operations, or organizational 
efficiency, we are helping our partners 
keep up with a fast-changing world and 
find opportunities not just to sustain 
their businesses but to achieve the 
quality growth that will serve them well 
going forward. 

While 2020 was a difficult year in many 
markets, it was also a year in which we 
were able to reflect on what has gotten 
us here, recognize the role that global 
brand building is playing in sustaining 
our success, and look forward to a 
hopefully brighter future.

Annabel Lin
Managing Director of Greater China 
Solution Specialists and APAC 
International Growth Team, Google

8  |  Kantar BrandZTM Top 50 Chinese Global Brand Builders 2021 - Welcome Kantar BrandZTM Top 50 Chinese Global Brand Builders 2021 - Welcome  |  9



Winning in  
the New Phase 
Brands Seek Opportunities by 
Delivering User-Centric Experiences 

01



BrandZTM Top 50 Chinese Global Builders 2021 - Chapter 1  | 00 12  |  Kantar BrandZ™ Top 50 Chinese Global Brand Builders 2021 - Chapter 1

The Top 50 Chinese Global Brand 
Builders report reaches a milestone 
this year. 2021 is the fifth year Google 
and Kantar have analyzed Chinese 
global brands, and certainly the most 
challenging of any that has come 
before. In 2020, the global economy 
shrank for the first time in over a 
decade, falling 3.5%.1

Even so, Chinese brands did not give 
up. In the face of global disruption,  
the Top 50 stayed aligned to their  
core values and actively pivoted to  
new approaches that allowed them  
to experience a continued rise year-
over-year in consumer awareness in  
the developed markets we surveyed.2

1 International Monetary Fund, Jan 2021. https://www.imf.org/en/Publications/WEO/Issues/2021/01/26/2021-world-economic-outlook-update

2 Seven developed markets (the US, UK, France, Germany, Spain, Australia, and Japan)

Top 50 Chinese Global Brand Builders -  
Awareness and Consideration in Developed Markets

19.8%
17.9%

15.4%

2018

Awareness Consideration

2019 2020 2021

14.9%

8.0% 8.9% 9.2% 9.4%

Source: Google and BrandZ™ Chinese Global Brand Builders/ Kantar

Navigating a  
storm-tossed sea

Building on  
a strong foundation 

“More Chinese brands 
are paying attention 
to their global status 
and what it takes to 
be a global brand.”
Janet Tsai, Global Lead,  
China Brand Practice, Ogilvy

For many top Chinese global 
brand builders, 2020 was a time of 
introspection and reflection. For years, 
they had been eagerly accumulating 
knowledge and experience. When the 
pandemic reset everything, they saw 
a chance to reflect on the foundation 
they’d built and move forward in  
new directions.

To do that, they are leveraging a 
capability they have developed 
over time. For years they have been 
accumulating experience in using 
tools to track and understand their 
consumers. This has given them good 
knowledge and insight into what people 
really want and need — even as that 
has rapidly changed under the stress of 
COVID-19. This was especially important 
as each market changed in different 
ways that required a nuanced response. 

The final piece of the puzzle is that in 
addition to identifying consumer needs, 
they are also able to pivot quickly to 
meet them. Chinese brands have long 
been known for the speed of their 
response and innovation, and their 
willingness to make changes to meet 
new circumstances. That has never 
been more useful than in the present 
moment. By moving quickly on the right 
strategic insights, Chinese brands have 
found ways to not merely survive but 
grow quickly during disruptive times.   

“Chinese brands 
are open to try 
new things. When 
the pandemic 
situations arrived, 
Chinese brands 
responded faster 
and transformed 
themselves to turn 
that situation into an 
opportunity to surpass 
their competition.” 
Tony Lee, Group Head,  
China Brand Accelerator Cluster, Google
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Choosing the  
road less taken  

“Where brands 
formerly used to begin 
selling their products 
in Europe and the 
United States, before 
branching out into 
other geographics, 
nowadays they 
are finding great 
success in focusing 
on large but relatively 
underserved markets.”
Annabel Lin, Managing Director of Greater China 
Solution Specialists and APAC International Growth 
Team, Google

Emerging markets show another area 
where Chinese brands are exploring 
new opportunities. In recent decades, 
as many of these markets rapidly grow 
their economies, Chinese brands have 
captured market share by delivering 
a user-centric experience that earns 
consumers’ trust. That has required 
them to leverage insight and experience 
to meet the unique infrastructure  
needs and consumer preferences of 
each market.

As a result, consumer interest in 
Chinese brands is rapidly growing in 
these markets. They have seen, for 
example, a massive increase in Google 
and YouTube search volume, including 
a spike of 66% in the past year alone. 

Google & YouTube Search 
Index Growth for Chinese 
Global Brand Builders in  
Four Emerging Markets
(i.e. India, Indonesia, Mexico,  
and Brazil)

2017 2018 2019 2020

+66%

+60%

+22%

Source: Google and BrandZ™ Chinese Global 
Brand Builders/ Kantar

For these reasons, we decided to 
include four additional markets — India, 
Indonesia, Mexico, and Brazil — in 
the ranking of Chinese global brand 
builders. All four of these countries are 
showing strong potential for growth, 
making them good places to develop 
businesses that meet consumers’ 
changing needs.

Real GDP Growth Rate in 2021
(emerging markets and developing  
economies, projected)

India +11.5%

ASEAN-5 +5.2%

Mexico +4.3%

Brazil +3.6%

Sub-Saharan 
Africa +3.2%

Middle East and 
Central Asia +3.0%

Russia +3.0%

Source: IMF, World Economic Outlook,  
January 2021
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The winning formula: 
Quality Growth 

“Quality growth 
is a strategy that 
embraces profit in  
the short term but 
also lays a solid 
foundation for future 
growth through the 
development of a 
strong brand.”
Doreen Wang, Kantar Greater China President, 
Global Chair of BrandZTM

One of the most welcome changes we 
have observed over the five years of 
this report is that Chinese global brand 
builders have come to recognize the 
importance of quality growth.

“During COVID-19, 
companies are 
starting to understand 
the importance of 
building Meaningful 
brands, especially as 
broadening their sales 
channels no longer 
leads automatically 
to increased market 
share.” 
Joyce Ling, Chief Strategy Officer, Greater China, 
Wunderman Thompson 

Top brand builders understand if they 
only pursue short-term profitability, they 
will eventually hit a plateau, remaining 
stuck at a bottleneck where every 
customer must be won again and again, 
leading to stagnation and eventually 
decline. Strong brands instead build a 
base of customer loyalty and then grow 
by keeping their existing customers and 
continually adding new ones. 

Successful brands are certainly looking 
for profits, but they have also placed 
future risks and challenges firmly on 
their agendas. They are setting their 
sights on long-term growth by meeting 
and exceeding people’s expectations 
and creating positive perceptions in 
their minds. 

The pandemic has only highlighted the 
value of this approach. Strong brands 
know who they are, why they exist, 
and what they mean in the minds of 
their consumers. As a result, they find 
it much easier to innovate and develop 
new services that not only support 
people in their new lifestyles but also 
feel natural and familiar to them. 

Brands that embrace quality 
growth have moved on from purely 
transactional relationships with their 
customers to becoming meaningful 
parts of their lives. This has enabled 
them to retain loyalty during these 
challenging times and will make  
them a welcome choice when the  
new normal emerges. 
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We made this change in the ranking in order to paint a more comprehensive 
picture of the global presence of top Chinese brands. Previously, the ranking 
was based on data from seven developed markets

In 2021, we have added India, Indonesia, Brazil, and Mexico into the Brand 
Power calculation that forms the basis of the ranking. However, since this 
marks the first time we’ve analyzed data on those markets, the year-over-
year comparisons in this year’s report only refer to developed markets.

US SpainGermanyUK AustraliaFrance Japan

India MexicoIndonesia Brazil

Kantar BrandZTM  
Top 50 Chinese Global  
Brand Builders 2021

In 2021, the Top 50 Chinese Global Brand Builders ranking expands from seven developed 
markets to a broader coverage that includes:
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2020 
Rank1 Brand Category

Brand 
Power

14 10 Alcoholic Drinks 740

15 9 Airlines 701

16 18 Mobile Gaming 642

17 14 Smart  
Devices 626

18 22 Home 
Appliances 574

19 23 Mobile Gaming 503

20 17 Airlines 479

21 26 Consumer 
Electronics 478

22 N/A Mobile Gaming 459

23 15 Banks 456

24 N/A Smart  
Devices 453

25 31 Content  
Apps 434

26 19 Mobile Gaming 423

2020 
Rank1 Brand Category

Brand 
Power

1 3 E-commerce 2064

2 4 Content  
Apps 2049

3 1 Consumer  
Electronics 1993

4 5 Consumer  
Electronics 1831

5 2 Consumer  
Electronics 1828

6 12 Consumer  
Electronics 1299

7 7 Home  
Appliances 1134

8 6 Home  
Appliances 1032

9 8 Consumer 
Electronics 1017

10 20 Consumer 
Electronics 965

11 13 Online Fast 
Fashion 901

12 16 Mobile Gaming 804

13 11 Consumer 
Electronics 793

2
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2020 
Rank1 Brand Category

Brand 
Power

39 48 Banks 328

40 N/A Cars 326

41 N/A Home 
Appliances 324

42 N/A Alcoholic Drinks 308

43 38 Online  
Fast Fashion 304

44 47 E-commerce 304

45 29 Mobile Gaming 294

46 N/A Content Apps 292

47 N/A E-commerce 291

48 44 E-commerce 290

49 35 Consumer 
Electronics 288

50 42 OTA 273

2020 
Rank1 Brand Category

Brand 
Power

27 28 Mobile Gaming 421

28 21 Consumer 
Electronics 419

29 45 Cars 392

30 N/A Transportation 
Apps 383

31 N/A Mobile Gaming 378

32 41 Cars 372

33 30 Mobile Gaming 372

34 25 Mobile Gaming 371

35 N/A Mobile Gaming 347

36 40 Cars 346

37 N/A Cars 341

38 39 Home 
Appliances 336

1  The 2021 ranking covers four emerging markets (India, Indonesia, Brazil, and Mexico) and seven developed markets (the US, UK, France, Germany, Spain, 
Australia, and Japan). Since the 2020 ranking is based on the developed markets only, the two rankings are not comparable year-over-year.

2 The Brand Power evaluation of Haier is based on the data of Haier’s single brand, and does not include the data of other sub brands of Haier Group.
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Company: Alibaba Group 
Holding Ltd.

Year Formed: 1999 

Headquarters: Hangzhou

Company: Beijing ByteDance 
Technology Co., Ltd.

Year Formed: 2012

Headquarters: Beijing

Alibaba’s mission is to make it easy to 
do business anywhere. Its businesses 
are comprised of core commerce, 
cloud computing, digital media 
and entertainment, and innovation 
initiatives. The Alibaba ecosystem 
generated RMB7.3 trillion in GMV in the 
12 months ended June 30, 2020. As of 
June 30, 2020, Alibaba Group had a 
user reach of over 1 billion global annual 
active consumers, including 807 million 
consumers in China and 194 million 
consumers outside China.

ByteDance is a global technology 
company operating a range of 
platforms that allow people across 
languages, cultures and geographies 
to create, discover and connect. 
The company now has a portfolio 
of applications available in over 150 
markets and 75 languages, including 
TikTok, Helo, Douyin, Resso, Lark, 
Toutiao, and BaBe.  
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Company: Huawei 
Technologies Co., Ltd.

Year Formed: 1987 

Headquarters: Shenzhen

Company: Xiaomi 
Technology Co., Ltd.

Year Formed: 2010 

Headquarters: Beijing

Founded in 1987, Huawei is a leading 
global provider of information and 
communications technology (ICT), 
infrastructure and smart devices. 
With nearly 194,000 employees, the 
company operates in more than 170 
countries and regions, serving more 
than three billion people around 
the world. In recent years, Huawei 
has maintained its focus on ICT 
infrastructure and smart devices, while 
continuing to boost the efficiency and 
quality of its operations. During the first 
three quarters of 2020, the company 
generated CNY671.3 billion in revenue, 
a year-over-year increase of 9.9%.

Founded in April 2010, Xiaomi offers 
smartphones and smart hardware 
connected by a core IoT platform. The 
company is currently the world’s fourth-
largest smartphone brand, and its 
products are present in more than 80 
countries and regions around the world 
and have a leading foothold in many 
of them. In the third quarter of 2020, 
Xiaomi achieved RMB72.2 billion in total 
revenue, an increase of 34.8% over the 
previous year.
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Company: OPPO Mobile 
Telecommunications Corp., Ltd. 

Year Formed: 2004 

Headquarters: Dongguan

Company: Lenovo Group Ltd.

Year Formed: 1984

Headquarters: Beijing

OPPO brings technology and aesthetics 
to global consumers through smart 
devices, ColorOS, and Internet services 
like OPPO Cloud and OPPO+. The brand 
has a presence in over 40 countries and 
regions, including six research divisions, 
four R&D centers, and a London-based 
Global Design Center, with over 40,000 
employees. According to IDC, OPPO’s 
smartphone shipments and market 
share both increased year-over-year in 
the fourth quarter of 2020.  

Lenovo is a Fortune Global 500 company 
with about 63,000 employees and 
customers in 180 markets around the 
world. It manufactures a wide range of 
products, including smartphones, tablets, 
PCs, workstations, augmented reality 
(AR) and virtual reality (VR) devices, 
smart home and office solutions, and 
data center solutions. In the second 
quarter of 2020, the company achieved 
total revenue of $14.5 billion, up 7% year-
on-year and with all businesses showing 
strong growth.

24  |  Kantar BrandZ™ Top 50 Chinese Global Brand Builders 2021 - Chapter 2

8

7

Company: Haier Smart 
Home Co., Ltd.

Year Formed: 1984

Headquarters: Qingdao

Company: Hisense Co., Ltd.

Year Formed: 1969 

Headquarters: Qingdao

As one of the subsidiaries of Haier 
Group, Haier Smart Home Co., Ltd. 
is the leader of global smart home 
solutions. Haier Smart Home has 
seven global premium brands such as 
Haier, Casarte, Leader, GE Appliances, 
Fisher & Paykel, AQUA and Candy, 
and the world’s first scenario brand 
THREE-WINGED BIRD, reaching 160 
countries and regions, serving 1 billion + 
users’ families around the world. It has 
been listed in the BRANDZTM GLOBAL 
TOP 100 MOST VALUABLE BRANDS, 
FORTUNE GLOBAL 500 and FORTUNE 
WORLD’S MOST ADMIRED COMPANIES 
for many years in a row, and has been 
the world’s No.1 home appliance brand 
of Euromonitor International for 12 
consecutive years.

Hisense is a leading consumer 
electronics manufacturer and one of 
the largest TV makers in the world. 
Hisense products are available in 
over 130 countries and regions. The 
company has also created 54 overseas 
companies and operates 14 high-end 
international production facilities in 
Europe, Central America and South 
Africa, as well as 12 research and 
development centers around the world. 
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Company: OnePlus 
Technology Co., Ltd.

Year Formed: 2013

Headquarters: Shenzhen

Company: vivo Mobile 
Communications  
Company, Ltd.

Year Formed: 2009

Headquarters: Dongguan

One of China’s most recognizable 
brands, OnePlus manufactures smart 
phones that are sold in more than 50 
countries worldwide. The company 
employs more than 2,000 people in 
26 countries, with regional hubs in 
Shenzhen, New York City, Bangalore 
and London, as well as R&D operations 
in India and mainland China. By 2020, 
the OnePlus Community had over  
3.3M users spanning 5 continents. 

vivo develops and manufactures 
smartphones and smartphone 
accessories, while also offering software 
and online services. It currently has over 
200 million users, making it one of  
the favorite brands of young people 
around the world. vivo operates six 
research and development centers  
and four global manufacturing centers 
that focus on delivering premium 
quality products.
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Company: SHEIN Group Ltd.

Year Formed: 2008

Headquarters: Nanjing

Company: Tencent  
Holdings Ltd.

Year Formed: 1998

Headquarters: Shenzhen

SHEIN is an international B2C, fast 
fashion e-commerce platform. The 
company primarily focuses on women’s 
wear but also offers shoes, bags, men’s 
apparel, children’s clothing, accessories, 
and other fashion items. Its business 
ships to more than 220 countries 
and regions around the world. SHEIN 
has numerous globally positioned 
warehouses and websites that ship to 
the United States, Spain, France, Russia, 
Germany, Italy, Australia and the 
Middle East.

Tencent is an Internet-based 
technology and cultural enterprise. The 
company develops and delivers game-
changing products, including Weixin/
WeChat and QQ, which connect people 
with services, foster closer relationships 
and create new business opportunities. 
From comics, videos, games and 
animation to music, literature, films 
and news, Tencent also offers an array 
of digital content and multi-media 
services to over 1 billion users across 
the globe. The company’s total revenue 
for the third quarter of 2020 was 
RMB125,447 million (USD18,421 million), 
an increase of 29% over the third 
quarter of 2019. 
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Company: Tsingtao  
Brewery Co., Ltd. 

Year Formed: 1903 

Headquarters: Qingdao

Company: Anker  
Innovations Ltd.

Year Formed: 2011

Headquarters: Changsha

Tsingtao produces and sells beer and 
other related products. At present, the 
brand occupies the leading position 
in China’s domestic beer market both 
in terms of size and market share 
with 62 wholly-owned and controlled 
breweries, and two associated and 
joint-investment breweries. Tsingtao is 
also the best known Chinese brand on 
the international market. In 2019, the 
company reported that it sold a total 
of 8.05 million kiloliters of beer and 
realized an operating income of RMB 
27.98 billion, a year-over-year increase 
of 5.3%.

Anker is the global leader in charging 
technology, offering a wide range of 
wireless chargers, car chargers and a 
best-selling line of portable and wall 
chargers. Anker is pioneering Power 
Delivery technology for charging phones, 
tablets, and laptops at unprecedented 
speeds. With over 30 million customers 
in more than 100 countries and 
regions around the world, the brand 
is also experiencing rapid growth. The 
company’s total revenue for the first 
three quarters of 2020 was RMB6,000 
million, an increase of 32% over the 
same period in the previous year.
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Company: FunPlus 
Technology Company, Ltd.

Year Formed: 2010

Headquarters: Beijing

Company: Air China Ltd

Year Formed: 1988 

Headquarters: Beijing

FunPlus is a major global gaming 
brand, with employees coming from 
more than 20 countries and working 
in locations that include Beijing, Taipei, 
San Francisco, Singapore and Tokyo. 
FunPlus operates several branded game 
studios as well as invests in some of the 
most renowned brands in the gaming 
industry, such as Bonfire Studios, Stress 
Level Zero Studios and Sirvo Studios. 
FunPlus also sponsors top e-sports 
teams, including the popular Cloud 9. 

As of December 31, 2019, the parent 
company of Air China owned a total 
of 676 aircraft of various types. The 
company’s operates 770 passenger 
routes, including 137 international, 27 
regional and 699 domestic, connecting 
43 countries and 187 cities. Thanks to 
its membership in the Star Alliance, Air 
China’s route network further extends 
to 1,317 destinations in 195 countries.
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Company: Shenzhen DJI 
Technology Co., Ltd.

Year Formed: 2006

Headquarters: Shenzhen

Company: TCL Corporation

Year Formed: 1981

Headquarters: Huizhou

DJI is a global leader in the 
development and manufacturing 
of innovative drone and camera 
technology for commercial and 
recreational use. The company 
is dedicated to making aerial 
photography and filmmaking 
equipment and platforms more reliable 
and easier to use for creators and 
innovators around the world. DJI’s 
global operations currently span North 
America, Europe and Asia, and its 
revolutionary products and solutions 
have been chosen by customers in over 
100 countries for applications in film, 
advertising, construction, firefighting, 
farming and many other industries.

TCL produces telephones, TVs, mobile 
phones, refrigerators, washing 
machines, air conditioners, small 
appliances and LCD panels. The 
company currently has more than 
80,000 employees, 28 research 
institutes, more than 10 jointly operated 
labs, and 22 manufacturing centers in 
over 80 countries and regions. In 2020, 
TCL’s revenue increased 33.9% year-
over-year to RMB76,680 million.
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Company: Shanghai Lilith 
Network Technology Co., Ltd.

Year Formed: 2013

Headquarters: Shanghai

Company: China Eastern 
Airlines Corporation, Ltd.

Year Formed: 1988

Headquarters: Shanghai

Lilith Games is a uniquely innovative 
and successful game studio and 
publisher, with more than 80 million 
players worldwide. Some of the 
company’s best known games include 
Rise of Kingdoms, Art of Conquest and 
AFK Arena. Lilith is now committed 
to publishing games globally both 
by creating them internally and by 
partnering with talented studios around 
the world. The company currently 
employs more than 500 developers, 
designers, artists and other specialists 
from a variety of different backgrounds 
and nationalities. 

China Eastern Airlines is one of the 
three major air transportation groups in 
China. By the end of 2020, it employed 
more than 100,000 people, with assets 
totaling over RMB350 billion. The 
brand operates one of the youngest 
fleets in the world, with 750 passenger 
and cargo aircraft. As a member of 
SkyTeam Alliance, its flight network 
extends from its core hub in Shanghai 
to 1,150 cities in 175 countries. Currently 
China Eastern Airlines serves over 130 
million travelers annually and ranks 
among the top 10 airlines in the world 
by this measure. 
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Company: miHoYo Co., Ltd.

Year Formed: 2012

Headquarters: Shanghai

Company: ZTE Corporation

Year Formed: 1985

Headquarters: Shenzhen

miHoYo was founded in 2012 by three 
Shanghai Jiaotong University graduate 
students who shared a passion for 
technology and ACG (anime, comics, 
and games) culture. miHoYo has since 
gone on to become the original IP 
creator and interactive entertainment 
company that it is today. To date 
miHoYo’s products include Zombiegal 
Kawaii, Guns GirlZ, Honkai Impact 3rd, 
Genshin Impact, and more high-quality 
creations that are loved and adored by 
their fan base. miHoYo’s most recent 
and popular game is Genshin Impact, 
which was released in September 2020.

ZTE is a global leader in 
telecommunications and information 
technology. The company provides 
products and services to consumers, 
network carriers, businesses and 
governments in over 160 countries 
around the world. ZTE also invests more 
than 10 percent of its annual revenue 
in research and development. It has 
established state-of-the-art R&D centers 
in the United States, Sweden, China 
and more. Today, the company has 
filed applications for more than 80,000 
patents, with over 37,000 granted. 
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Company: Ecovacs  
Robotics Co., Ltd.

Year Formed: 1998

Headquarters: Suzhou

Company: Bank of China Ltd.

Year Formed: 1912

Headquarters: Beijing

Since 2006, ECOVACS has developed 
more than 20 new robotic products 
each year. Today, its growing R&D 
team has nearly 800 engineers and 
specialists and holds over 800 patents 
in China and overseas. Internationally, 
ECOVACS ROBOTICS has established 
a strong presence in Japan, Germany 
and the United States. In addition, it has 
expanded sales into a number of other 
major markets including Canada, the 
United Kingdom, France, Italy, Spain, 
Switzerland, Poland, Czechia, Korea, 
Singapore, Malaysia, Thailand and more. 

Bank of China has a well-established 
global service network that provides 
a comprehensive range of financial 
services to customers across the 
Chinese mainland as well as 57 other 
countries and regions. As of the end 
of 2020, the bank had about 600 
overseas branches, serving customers 
in more than 60 countries and regions 
around the world. 
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Company: Bigo  
Technology Pte., Ltd.

Year Formed: 2014

Headquarters: Guangzhou

Company: Zenjoy Ltd.

Year Formed: 2010

Headquarters: Beijing

BIGO provides AI-driven video 
broadcast and VoIP related products 
and services. Its major products 
include Bigo Live, Likee and imo, which 
combine to give the company over 
300 million monthly active users in 
more than 150 countries. To date, it 
has launched products in more than 
150 countries, which are supported 
by teams in over 30 locations around 
the world. BIGO has R&D centers in 
Singapore, the US, Middle East, India, 
and China — and over 20 offices around 
the globe.

Zenjoy is an Internet company that 
focuses on social games and mobile 
applications. The company developed 
games including Cooking Madness, My 
Home, Word Connect, etc. In Aug 2015, 
Zenjoy was awarded Top Developer 
status by Google Play. 
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Company: IGG Inc.

Year Formed: 2006

Headquarters: Singapore

Company: Honor Device  
Co., Ltd.

Year Formed: 2013

Headquarters: Shenzhen

IGG is a well-known developer and 
publisher of mobile games with a strong 
global presence and an international 
customer base. Headquartered 
in Singapore, the company has 
regional offices in the United States, 
China, Canada, Japan, South Korea, 
Thailand, Belarus, the Philippines, the 
United Arab Emirates, Indonesia,  
Brazil, Turkey, Italy and Spain. As 31 
December 2020, the Group had over 
1 billion users in total around the 
world and nearly 39 million monthly 
active users. During the year, revenue 
generated from markets in Asia, North 
America and Europe accounted for 
39%, 31% and 23%, respectively, of  
the Group’s total revenue.

Established in 2013, HONOR is a 
leading global provider of smart 
devices. Every HONOR smartphone 
is subject to strict quality controls 
and must pass over 400 product 
tests and over 20 global certification 
standards before launching. HONOR 
owns 3,000+ service centers and 43 
call centers, providing premium and 
efficient services to customers in over 
82 markets. 
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Company: Beijing Xiaoju 
Technology Co., Ltd.

Year Formed: 2012

Headquarters: Beijing

Company: BYD Co., Ltd.

Year Formed: 1995

Headquarters: Shenzhen

Didi Chuxing (“DiDi”) is the world’s 
leading mobile transportation and 
local services platform. The company 
offers a full range of app-based services 
to over 550 million users across Asia 
Pacific, Latin America, Russia and 
South Africa, including taxi-hailing, 
private car-hailing, P2P ridesharing, 
bus, bikes and e-bikes, designated 
driving, automobile solutions, delivery 
and logistics, community group-buying 
services and financial services. Tens 
of millions of car owners, drivers and 
delivery partners who find flexible work 
and income opportunities on DiDi’s 
platform complete over 10 billion orders 
a year. 

BYD manufactures products for the 
electronics, automotive, new energy and 
rail transit industries. After 26 years of 
nearly continuous growth, it has more 
than 240,000 employees working in 30 
industrial parks on six continents. The 
company is listed on the Hong Kong and 
Shenzhen stock exchanges, with its total 
revenue and market capitalization both 
in excess of RMB100 billion. 
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Company: Zhejiang Geely 
Holding Group Co., Ltd.

Year Formed: 1986

Headquarters: Hangzhou

Company: 37 Interactive 
Entertainment

Year Formed: 2011

Headquarters: Guangzhou

Geely is an automobile manufacturer. 
In addition to producing cars under the 
Geely brand, also it holds a 50 percent 
stake in LYNK & CO. The company 
employs more than 50,000 people 
across 12 vehicle manufacturing plants. 
Geely vehicles are sold through a 
network of over 850 dealerships in  
China and 350 sales and service outlets 
in overseas markets. Its Research 
Institute is located in Hangzhou and 
Ningbo, and it also maintains design 
centers in Barcelona, Gothenburg, 
California and Shanghai. 

37 Interactive Entertainment was 
founded in 2011. The company focuses 
on the publication and development 
of browser and mobile games. It 
maintains multiple game publishing 
platforms, including 37Games (China), 
37Mobile and 37Games (overseas). Its 
headquarters are located in Guangzhou, 
and it branch offices in numerous 
locations throughout China, Southeast 
Asia, Europe and North America.
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Company: IM30  
Technology Limited.

Year Formed: 2015

Headquarters: Beijing

Company: NetEase Inc.

Year Formed: 1997

Headquarters: Guangzhou

Long Tech Network, which is also  
known as IM30.NET, creates fun and 
engaging social strategy games 
designed for repeat engagement. The 
name Im30 comes from a Chinese 
saying, “三十而立”, meaning “When 
I am 30, I am mature. ”Im30 was 
founded by a team of thirtysomethings 
who wanted to use their tech 
experience to create a company that 
was independent and built to last.
Im30 has since produced a range of 
popular games, including Last Empire 
- War Z, Last Shelter: Survival, World of 
Witchcraft, Rise of Empire, MR ZOMBIE 
and Galaxy Wars.

NetEase is a leading China-based 
Internet technology company that 
develops and operates some of the 
most popular online PC and mobile 
games in the world today. It also 
provides Internet-based services 
that include emails, shopping, online 
advertising and other services. By the 
end of 2020, NetEase had over 28,000 
employees, with offices in Beijing, 
Shanghai, Hangzhou, Guangzhou, 
Hong Kong, Seoul, Tokyo, Frankfurt, 
Milan, San Francisco and Sydney. In 
2020, the company’s revenue for online 
game services totaled RMB54.6 billion. 
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Company: YOOZOO  
GAMES Co., Ltd.

Year Formed: 2009

Headquarters: Shanghai

Company: Chery  
Automobile Co., Ltd.

Year Formed: 1997

Headquarters: Wuhu

YOOZOO GAMES Co., Ltd. is a 
world-leading provider of interactive 
entertainment. YOOZOO Games 
implements the strategies of big data, 
globalization, and quality products to 
achieve integrated development across 
four major areas: globalized game R&D 
and publishing, IP management, big 
data and intelligent technology, and 
pan-entertainment industry investment. 
On the basis of big data, YOOZOO 
Games operates using a “film-game 
integration” model, focusing on 
outstanding IPs to deliver wide range 
of films, games, cartoons, and fiction, 
building a globalized ecosystem for the 
pan-entertainment industry. 

Chery is a leading automobile 
manufacturer with exports to over 80 
countries and regions. In 2020, the 
company sold more than 449,000 
passenger vehicles, a year-on-year 
increase of 8.6%. Chery has also 
achieved new breakthroughs in 
overseas markets, exporting 114,000 
vehicles throughout the year, ranking 
it #1 in exports of Chinese brand 
passenger vehicles for 18 consecutive 
years. Up to now, Chery has applied for 
20,794 patents, of which 13,153 patents 
have been approved.
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Company: Gree Electric 
Appliances Inc of Zhuhai

Year Formed: 1991

Headquarters: Zhuhai

Company: Great Wall  
Motor Co., Ltd.

Year Formed: 1984

Headquarters: Baoding

Gree manufactures a range of products 
that include residential air conditioners, 
central air conditioners, intelligent 
equipment, home appliances,  
air-source water heaters, smartphones, 
refrigerators and other appliances. The 
company has over 90,000 employees 
and 14 production centers around the 
world, 12 of which are located in China, 
with another two in Brazil and Pakistan. 
To date, Gree has applied for 61,052 
patents, including 1,970 in international 
markets. Its products are sold to more 
than 300 million customers in more 
than 160 countries and regions around 
the world. 

Great Wall Motor Company Limited 
is a world-renowned SUV and pickup 
manufacturer. The brand’s products 
cover three categories: SUV, passenger 
car and pickup. With over 80 holding 
subsidiaries, GWM has nearly 70,000 
employees. By the end of 2020, GWM 
had more than 500 overseas networks 
in over 60 countries, with total overseas 
sales of more than 700,000 units. 
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Company: Anhui Jianghuai 
Automobile Group Corp.,Ltd.

Year Formed: 1999

Headquarters: Hefei

Company: Industrial & 
Commercial Bank of China Ltd

Year Formed: 1984

Headquarters: Beijing

Anhui Jianghuai Automobile Group Co., 
Ltd. is a comprehensive automobile 
enterprise that integrates R&D, 
production, and sales of a full range of 
commercial vehicle, passenger vehicle 
and powertrain, and covers many 
fields such as ride hailing/sharing and 
financial services. As of the end of 2020, 
JAC has exported nearly 700,000 of its 
products to more than 130 countries 
and regions around the world. It 
maintains more than 1,000 sales and 
service outlets in Mexico, Italy, Turkey 
and other high-end markets.

ICBC provides a comprehensive range 
of financial products and services to 
650 million individual and 8 million 
corporate customers. In 2020, the Group 
recorded RMB317.7 billion in net profit, 
representing an increase of 1.4% from 
the previous year. 
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Company: Midea Group

Year Formed: 1968

Headquarters: Foshan

Company: China Resources 
Snow Breweries Co., Ltd  

Year Formed: 1993

Headquarters: Beijing

Midea Group is global technology 
group that offers heating, ventilation 
and air conditioning (HVAC) systems, 
home appliances, components, smart 
logistics, and robotics and automation. 
The group serves around 400 million 
users in more than 200 countries and 
regions around the world.

Snow Beer is a national professional 
beer company that produces and 
sells beer. Currently, China Resources 
Snow Beer operates 74 breweries in 24 
provinces, cities and districts in China, 
with an annual production capacity 
of approximately 20.5 million kiloliters. 
Since 2013, the production and sales 
volume of Snow Brand and China 
Resources Snow Beer has exceeded 20 
million liters for 7 consecutive years. 
In 2019, the production and sales 
volume of China Resources Snow Beer 
increased by 1.3% to 11.434 million 
kiloliters, ranking it among the forefront 
of the national beer industry. 
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Company: Shenzhen 
Globalegrow E-Commerce 
Co., Ltd.

Year Formed: 2014

Headquarters: Shenzhen

Company: Shenzhen 
Globalegrow E-Commerce 
Co., Ltd.

Year Formed: 2013

Headquarters: Shenzhen

ZAFUL is a one-stop online shop for 
exciting and edgy fashion apparel. 
It offers a carefully curated selection 
of clothing, shoes and accessories. In 
the first half of 2018, ZAFUL posted 
significant improvements to its number 
of registered users and monthly active 
users, the number of monthly visits,  
and its 90-day repeat purchase rate. 

GearBest is an e-commerce platform 
with 1 million SKUs online and more 
than 1,000 added on average each day. 
Its product mix spans 14 categories that 
include consumer electronics, gadgets, 
home appliances, and much more. 
Currently, GearBest sells and delivers 
these products in more than 200 
countries and regions. 
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Company: Beijing Kuaishou 
Technology Co., Ltd 

Year Formed: 2011

Headquarters: Beijing

Company: Beijing Elex 
Technology Company, Ltd.

Year Formed: 2008

Headquarters: Beijing

Kuaishou is a short video social 
platform that enables users to record 
and share their lives. It is a pioneer  
and leader in the short video industry 
and currently the world’s second largest 
live streaming e-commerce platform. 
As of July 2020, the overall DAUs of 
Kuaishou properties exceeded 302 
million, and the total number of live 
streaming sessions in the first half of 
2020 reached 1 billion, with more than 
26 billion short videos uploaded since 
Kuaishou was established.

Elex provides interactive entertainment 
and Internet services. It has developed 
seven products so far: YAC, 337.com, 
V9.COM, CLASH OF KINGS, AGE OF 
WARRING EMPIRE, HAPPY FARM and 
BATTLE ALERT. Elex has 50+ million 
players in roughly 40 countries and 
regions in North America, Asia, Europe 
and South America. 
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Company: JD.com Inc

Year Formed: 1998

Headquarters: Beijing

Company: LightInTheBox 
Holding Co., Ltd 

Year Formed: 2007

Headquarters: Shanghai

JD.com is one of the leading 
e-commerce platforms in China. It 
currently offers a vast selection of 
products across every major category, 
including electronics, apparel, home 
furnishings, FMCG, fresh food and 
home appliances to nearly 200 million 
customers. JD.com’s global R&D efforts 
are headquartered in Silicon Valley.

LightInTheBox has offered customers 
a convenient way to shop for a 
wide selection of lifestyle products 
at attractive prices through www.
lightinthebox.com, www.miniinthebox.
com, and other websites, which are 
available in multiple languages. 
The company offers products in the 
three core categories: apparel, small 
accessories and gadgets and home 
and garden. The company’s innovative, 
data-driven business model allows 
itself to offer customized products, 
such as wedding dress and evening 
dress, at scale for optimal marketing, 
merchandising and fulfillment. 
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Company: Aukey  
Technology Co., Ltd.

Year Formed: 2005

Headquarters: Shenzhen

Company: Trip.com  
Group Ltd.

Year Formed: 1999

Headquarters: Shanghai

Aukey produces a wide range of mobile 
and consumer products, including 
USB-C accessories, smartphone lenses 
and Bluetooth audio products. It is a 
top ranked global Amazon seller and 
has distribution partners in over 50 
countries in the Middle East, South East 
Asia, Latin America, and Northern and 
Eastern Europe.  

Part of the Trip.com Group, Trip.com 
has over 45,100 employees and over 
400 million members, making it one 
of the leading online travel agencies 
in the world. Facilitating bookings with 
more than 1.2 million hotels in 200 
countries and regions, Trip.com has 
built an extensive hotel network, giving 
its customers a wide range of choices 
for accommodations. Trip.com’s flight 
network also covers over 2 million 
flights connecting more than 5,000 
cities around the globe. 
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Introduction 

The past year presented a substantial 
challenge to the world economy, but 
there were also some bright spots for 
Chinese brands. While COVID-19 has 
been an impediment to global growth,  
it is also shaking things up in unexpected 
ways, providing opportunities for 
brands. The ranking shows that dynamic 
newcomers have come on stage, while 
strong brands have been able to adapt 
well to new circumstances. 

Meanwhile, analysis of the Top 50 
reveals that brands that have shifted 
their focus from short-term profit to 
long-term quality growth are proving 
more resilient in the downturn. They are 
benefiting from their efforts to create 
Meaningful Difference, which solves 
consumers’ challenges in unique ways 
that build trust and affinity over time. 

“When a brand 
becomes famous 
in a certain region 
or country, it can 
no longer just focus 
on the narrow idea 
of winning a large 
number of users in a 
low-cost way. Rather, 
it should aspire 
to align with best 
brands and reach for 
aspirational goals.”
Meng Hao, Head of Apps, Large Customer Sales, 
China, Google
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In spite of disruptive times and the addition of emerging markets to the formula used to derive the ranking, the distribution 
of Brand Power across categories has remained relatively stable, with consumer electronics (33%) and mobile gaming (15%) 
still making up the lion’s share. 

Top 50 Brand Power by Category
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Source: Google and BrandZ™ Chinese Global Brand Builders/ Kantar

Kantar BrandZ™ Top 50 Chinese Global Brand Builders 2021 - Chapter 3  |  51



And while Chinese brands are generally stronger in developed markets, some categories are doing particularly well in 
emerging markets including transportation apps, cars, and e-commerce. For example, the percentage of cars in the global 
ranking increased considerably because of their strength in these markets. Transportation apps, primarily in the form of DiDi, 
which has substantial operations in Latin America, also joined the ranking for the first time. The success of these brands 
underscores the fact that “going global” means spreading your net wide and catching opportunities wherever they emerge.

Brand Power Distribution by Category – Emerging Markets vs. Developed Markets
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Top five insights

1  Strong brands have demonstrated significant resilience, 
although Brand Power has slightly declined in developed 
markets overall. 

2  Brands in stay-at-home categories, in particular, have 
benefited from lockdowns and grown their Brand Power  
in spite of the general downward trends. 

3  New brands have entered the ranking, bolstered by  
strong previous efforts and the opportunities presented by 
disruptive times.

4  In addition to these newcomers, some brands that stayed 
in the ranking also grew significantly, and especially those 
that have their own direct-to-consumer (DTC) channels. 

5  Driving this resilience and growth are Meaningfulness, 
which has maintained its value year-over-year, and 
Difference, which has become of critical importance  
to brands.  
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The strong survive  
(and thrive)

Thirty-two brands have remained 
in the ranking since 2018, making it 
possible to compare their performance 
in developed markets. These brands 
are notable for their consistency and 
their commitment to meeting and 
exceeding customer expectations, while 
providing highly differentiated products 
and services. Such strategies are 
paying off. Over the past 4 years, these 
brands kept growing, though their pace 
recently slowed somewhat. They still 
grew 3% during the pandemic, which 
is particularly impressive considering 
global economic and societal conditions. 
By contrast, the 40 brands that 
remained in the ranking over the past 
year saw their Brand Power decline a 
modest 3% from 21,115 to 20,396.

Brand Power of Strong Brands 
The Brand Power in developed markets 
of the 32 brands that have consistently 
remained in the ranking since 2018.

2018 2019 2020 2021

+3%+2%+15%

17,97217,48317,175

14,879

Source: Google and BrandZ™ Chinese Global 
Brand Builders/ Kantar

Brand Power:  
Year-Over-Year Comparison 
Brand Power in developed markets of 
the 40 brands that remained in the 
ranking year-over-year.

2020 2021

-3%

20,39621,115

Source: Google and BrandZ™ Chinese Global 
Brand Builders/ Kantar

Stay-at-home  
brands rise 

The 3% overall decrease is not surprising as the pandemic is an obvious challenge for every brand. But some categories have 
been luckier than others. Online fast fashion leaped an astonishing 29%, driven partly by the shifting of consumer purchasing 
behavior from offline to online. According to GWI, 49% of global consumers expect to shop online more frequently, even after 
the pandemic.1 Content apps also surged as people sought out new ways to stay informed and entertained. Mobile gaming 
increased as well, likely for similar reasons, but also because the category is seeing improved quality and acceptance by a 
wider pool of gamers.

YoY Brand Power Growth by Category – Developed Markets
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“Some categories and brands may have seen high-speed growth in 
this year, but they need to create a foundation for long-term growth 
by winning over consumers’ perceptions.”
Xucheng Fan, Head of Retail, Large Customer Sales, China, Google

1 GWI, Connecting the Dots 2021, https://www.globalwebindex.com/reports/trends-2021
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Dynamism  
in the ranking 

The Top 50 Chinese Global Brand 
Builders welcomed no less than 10 
new brands this year, 8 of which had 
never been in the ranking before. Some 
brands, such as JAC and Midea, which 
enjoy higher Brand Power in emerging 
markets, are benefiting from the 
inclusion of those markets in the formula 
used to derive the ranking. Meanwhile, 
the dynamism of many markets is 
also providing opportunities for fast-
growing brands. Mobile gaming, which 
is traditionally a volatile sector as brands 
rise and fall on the success and maturity 
of their games, contributed the most 
newcomer brands with three. 

Newcomers

Rank Category Brand

22
Mobile Gaming

30
Transportation Apps

31
Mobile Gaming

35
Mobile Gaming

37
Cars

40
Cars

41
Home Appliances

42
Alcoholic Drinks

46
Content Apps

47
E-commerce

Source: Google and BrandZ™ Chinese Global 
Brand Builders/ Kantar

But the newcomer’s success is not 
about luck or coincidence, as these 
brands are not new to the market. The 
majority of them have been investing 
in their oversea businesses for years. 
One of the biggest winners this year, for 
example, was gaming brand miHoYo, 
which debuted at #22. Founded by 
3 students in 2012, the company 
has grown in just 9 years to employ 
2,400 people.2 Its most recent release, 
Genshin Impact, is an open world 
action role-playing game that has  
won fans around the world thanks to  
its dedication to an extremely high-
quality production.

2 https://www.bloomberg.com/news/articles/2021-02-23/hit-game-genshin-impact-helps-chinese-studio-double-its-sales

The direct  
road to success   

Top 5 Risers –  
Developed Markets

Category Brand

Brand 
Power YoY 
Growth 
rate

Online Fast Fashion
+40%

Mobile Gaming
+27%

Mobile Gaming
+27%

Consumer Electronics
+26%

Home Appliances
+24%

Source: Google and BrandZ™ Chinese Global  
Brand Builders/ Kantar

In addition to the newcomers, two of the 
fastest growing brands in terms of Brand 
Power in the ranking this year are SHEIN 
and Anker. While they are in separate 
categories, they share something in 
common: they have long been investing 
in their brands. One of their key strategies 
in this area is that they sell and deliver 
their products directly into the hands of 
consumers. With many physical stores 
closed, such direct-to-consumer (DTC) 
channels have proved an invaluable way 
not only to maintain a connection with 
consumers but to attract new ones who 
can no longer shop in their preferred way.  

While DTC is not a category in itself, 
it designates an approach that 
comes with a significant advantage: 
brands can control the end-to-end 
customer experience from the initial 
contact through to the final delivery 
and ongoing use of a product. In 
addition, these “owned” properties 
provide a wealth of data that can 
be used to identify and expand into 
new segments. Top DTC brands know 
how to leverage this data to improve 
the customer experience, strengthen 
their connections with customers, and 
enhance their brand perception. 

“In China, most 
e-commerce 
platforms are 
dominated by big 
players. In other 
markets globally, 
with more vertical 
e-commerce 
platforms available, 
brands need to look 
into building their 
own commerce 
ecosystems. This gives 
them a closed loop 
where they own all 
communications with 
the customer, from the 
initial contact down to 
the final transaction 
throughout the 
journey.”
Janet Tsai, Global Lead,  
China Brand Practice, Ogilvy
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Mean well,  
think different 

Consumers today are cautious about 
spending and concerned about the 
value of the products and services 
they buy. According to Kantar 
COVID-19 Barometer Global Report, 
70% consumers claimed to pay more 
attention to prices than before the 
pandemic.3 As a result, brands need 
to increase their perceived value. They 
can do this in two major ways: by being 
Meaningful and by being Different. 

Brand Attribute Index  
MDS Contribution –  
Developed Markets

2020 2021

29%

14%

57% 53%

31%

16%

Meaningful Di�erent Salient

Source: Google and BrandZ™ Chinese Global 
Brand Builders/ Kantar

Meaningful brands solve consumers’ 
problems by meeting their needs, along 
the way building an affinity that causes 
people to come back again and again. 
Difference means that a brand provides 
something consumers cannot get 
anywhere else. In developed markets, 
Difference has greatly increased in 
importance during the pandemic, 
while Meaningfulness has remained 
an extremely valuable attribute. Put 
simply, people appreciate brands that 
act promptly and provide goods and 
services that fit their needs, even as 
circumstances change dramastically.

“With the pandemic, 
brands are finding 
that their existing 
products and 
services are often 
unable to adapt to 
a rapidly changing 
‘environment’, and 
thus the meaning and 
value of their brand 
are becoming more 
important to their 
consumers. Under 
such circumstances, 
only Meaningful 
brands can develop 
new services to cater 
to the new lifestyle  
of consumers.” 
Joyce Ling, Chief Strategy Officer, Greater China, 
Wunderman Thompson

3 Kantar COVID-19 Barometer Global Report, Wave 8. The survey was conducted from 14 to 18 Aug, 2020, covering 18 countries.
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Gaining an edge in 
emerging markets 

In the past decade, emerging markets 
have become of increasing importance 
to Chinese global brand builders, 
with many brands making significant 
business investments in them. This year, 
it became clear that to gain a true 
picture of the progress they are making, 
a new ranking was needed. The Top 
20 Chinese Star Brands in Emerging 
Markets covers four economies that 
are increasingly important targets for 
Chinese brands: India, Indonesia, Mexico, 
and Brazil.

While the ranking is new, the presence of 
Chinese brands in these markets is not. 
The 20 brands in the ranking have been 
in these markets for at least 8 years on 
average. In addition, the top 12 brands 
in the Top 50 ranking also appear in the 
emerging markets ranking.

Top 20 Chinese Star Brands in Emerging Markets*

Rank Brand Category Brand Power in 
Emerging Markets

Rank in 
Top 50

1 E-commerce 866 1

2 Consumer Electronics 722 6

3 Consumer Electronics 618 4

4 Consumer Electronics 611 10

5 Content Apps 362 2

6 Consumer Electronics 340 3

7 Consumer Electronics 315 9

8 Home Appliances 308 7

9 Mobile Gaming 296 12

10 Home Appliances 293 8

11 Consumer Electronics 255 5

12 Home Appliances 231 41

13 Transportation Apps 228 30

14 Online Fast Fashion 213 11

15 Cars 213 36

16 Cars 197 29

17 Cars 196 40

18 Consumer Electronics 196 21

19 Cars 195 32

20 Cars 186 37

Source: Google and BrandZ™ Chinese Global Brand Builders/ Kantar
* 4 emerging markets (India, Indonesia, Mexico, and Brazil)
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By the numbers 

The Top 20 Chinese Star Brands in 
Emerging Markets ranks brands 
according to their aggregated Brand 
Power scores. This year, the total Brand 
Power in the ranking is 6,841. Consumer 
electronics brands currently contribute 
the most in terms of both the number of 
brands and overall Brand Power, which 
cars taking second place. 

Brand Power Contribution  
by Category in Top 20 
Chinese Star Brands in 
Emerging Markets

Category Brand Power 
Contribution

Number  
of Brands

Consumer 
Electronics 45% 7

Cars 15% 5

E-commerce 13% 1

Home 
Appliances 12% 3

Content Apps 5% 1

Mobile 
Gaming 4% 1

Online Fast 
Fashion 3% 1

Transportation 
Apps 3% 1

Source: Google and BrandZ™ Chinese Global 
Brand Builders/ Kantar

If we look at the relative Brand Power,1 12 brands out of 20 are stronger in emerging 
markets. These brands score higher on all 3 brand attributes (Meaningful, Different, 
and Salient), but they are particularly Meaningful, thanks to their focused efforts on 
supporting local needs.

Brand Attributes Index of 
Brands Skewed to Emerging 
Markets - Emerging Markets 
vs. Developed Market

113

Meaningful Di�erent Salient

94
108 103

124 118

Developed Markets
Emerging Markets

 
 
Brands Skewed  
to Emerging Markets

Source: Google and BrandZTM Chinese GlobalBrand Builders/ Kantar

1  The relative Brand Power score is derived by taking the average, aggregated Brand Power score in developed markets and subtracting it from the average, 
aggregated Brand Power score in emerging markets.
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A welcome challenge  
for Chinese brands 

However, the task of fitting into 
emerging markets is not easy, especially 
as they often present more complex and 
uncertain business environments than 
developed ones. This is especially true 
in the context of COVID-19, which has 
hit their consumers much harder than 
those in places like the US and China. 
According to International Monetary 
Fund,2 GDP per capita in the four 
surveyed emerging markets outpaced 
that of advanced economies in 2019, 
but then dropped 15% on average in 
2020, compared to a 4% decline in the 
advanced economies.  

This economic stress has made 
consumers in these markets much more 
conscious of how and where they spend 
their money. Not surprisingly, they are 
paying more attention to the origin of 
products when they shop, with 64% of 
consumers in Brazil and 67% of those in 
Indonesia claiming to do so, according 
to Kantar’s COVID-19 Barometer report.3 

As a result, Chinese global brand 
builders face an imperative to build trust 
and relevancy in these markets. 

“In the future, our work 
will be to turn things 
around and prove to 
people that Chinese 
brands are trustworthy 
and reliable. This is 
particularly important 
to brands expanding 
their business overseas.”
Daphne Hsieh, Global Client Director, Kantar

2 https://www.imf.org/external/datamapper/NGDPDPC@WEO/OEMDC/ADVEC/WEOWORLD/BRA/IND/IDN/MEX 
3 Kantar COVID-19 Barometer Global Report, Wave 8. The survey was conducted from 14 to 18 Aug, 2020.

The path to success

The path to building trust and relevancy is clear: brands need to bring  
user-centered benefits to their consumers and local communities if they  
want to win share of mind – and share of wallet.  

•  Keep local challenges front and center and solve them to build  
brand strength.  

•  Provide extra benefits that delight consumers by going well beyond their 
expectations.  

• Support local communities through broader initiatives to be relevant.
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Addressing  
local pain points 

While India, Indonesia, Brazil, and Mexico are large, robust markets, they have sometimes been overlooked and underserved. 
This has created a gap between the current state of products and services and the ideal. For example, these markets often face 
considerable manufacturing and logistics challenges that keep consumers from having satisfactory experiences. Chinese brands 
have an opportunity to leverage their advantages in things like logistics and make inroads with these consumers by upgrading 
their current services to solve their challenges. 

A good example of this is Alibaba, which 
tops the Top 20 Chinese Star Brands 
in Emerging Markets this year. It has 
invested heavily to bring its Ali Cainiao 
supply chain and tracking system to 152 
countries.4 The ability for consumers to 
know where a package is and when it 
will arrive is a critical advantage in more 
logistically challenged geographies. 

“Alibaba has been 
continuously building 
their supply chain 
for years to support 
their clients going 
global, even under 
increasing pressure 
from competition.” 
Katherine Zhang, Head of Key Account,  
Large Customer Sales, China, Google

In addition, the brand’s AliExpress 
service, which saw increases of up to 
130% in some relevant categories in 
Brazil according to its general manager,5 
has been putting serious efforts into 
improving its logistics and providing 
a better experience for its customers. 
To get around painfully slow delivery 
times, the brand charters at least three 
flights a week to deliver its goods to the 
country. During 2020’s 11/11 holiday, it 
increased those flights so that customers 
in dozens of Brazilian cities received their 
orders in less than one week. 

These efforts are paying off, as 
shortening delivery times has given 
Alibaba an advantage in Difference, 
which has helped it to become a highly 
Salient brand in consumers’ minds. 

Brand Attribute Index - MDS 

Alibaba in Brazil 
Alibaba scores particularly well on 
Difference and Salience in Brazil  
(the average brand score for the 
category is 100).6

Meaningful Di�erent Salient

Average 100

179182

107

Source: Google and BrandZ™ Chinese Global 
Brand Builders/ Kantar

4 https://global.cainiao.com/. 
5 https://www.clbrief.com/chinas-aliexpress-to-profit-from-e-commerce-boom-in-brazil/ 
6 The category average for each attribute index is 100, based on the filtered Chinese global brand builders in the second round of survey.

Innovating above and 
beyond local expectations

One of the best ways to build trust in local markets is to go above and beyond consumer expectations and release products 
and services that, in addition to fulfilling functional needs, surprise and delight their customers. The best brands are not 
taking a one-size-fits-all approach to these markets, selling them the same products and services that they do in developed 
ones. Instead, they are innovating to create new products that offer something beyond customer expectations.

A good example of this is the ongoing 
brand positioning efforts by OPPO in 
Indonesia. The brand discovered that 
people in the country not only love to 
take selfies but also want those pictures 
to be clear and bright. And so, OPPO 
positioned itself as the “selfie expert” 
and launched its F series phone with a 
16-megapixel front-facing camera and 
advanced features that enable users to 
capture themselves in vivid color. Since 
then, the “selfie expert” positioning 
has been a key theme for OPPO in 
Indonesia. Along with the exceptional 
functionality of the phones, this helped 
build Meaningfulness with the local 
consumers, which resulted in strong 
Salience for the brand. As a result, 
the Brand Power of OPPO is 454 in 
Indonesia, which is its highest across all 
surveyed markets.

Brand Attribute Index - MDS 

OPPO in Indonesia 
OPPO is a particularly Meaningful and 
Salient brand in Indonesia (the average 
brand score for the category is 100). 

Meaningful Di�erent Salient

Average 100

109

186
166

Source: Google and BrandZ™ Chinese Global 
Brand Builders/ Kantar
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vivo has taken a similar approach to 
meeting consumers’ needs in India. 
The brand learned that people in the 
country are very conscious of how their 
phones look, and prefer fun patterns 
and pops of color. To meet these needs, 
vivo has released lines of brightly 
colored and fashionably patterned 
phones. The brand also plans to set up 
a design center where it can “Design for 
India.” Like OPPO, vivo scores well on 
Meaningfulness and communicates the 
benefits of its products extremely well. 

Brand Attribute Index - MDS 

vivo in India 
vivo is a particularly Meaningful and 
Salient brand (the average brand score 
for the category is 100). 

Meaningful Di�erent Salient

Average 100

109

170

134

Source: Google and BrandZ™ Chinese Global 
Brand Builders/ Kantar

A good example of this is ridesharing 
service DiDi. Shortly after the outbreak 
of COVID-19, the brand took immediate 
action to support local communities in 
Brazil and other Latin American markets, 
including both drivers and passengers. 
It organized mobile sanitizing stations, 
provided protective dividers to make 
riding safer, and launched an in-app 
information hub to provide COVID-19-
related resources.

The brand also set up a $10 million relief 
fund for its drivers that would provide 28 
days of income to drivers and couriers 
who have either been diagnosed 
with COVID-19 or are being forced to 
quarantine. In addition, the brand’s DiDi 
Hero program offers free and discounted 
rides and meals to healthcare workers 
across Latin America. 

Brand Attribute Index - MDS 

DiDi in Brazil 
In Brazil, DiDi is seen as a Different and 
Meaningful brand (the average brand 
score for the category is 100).  

Meaningful Di�erent Salient

Average 100

148

116

194

Source: Google and BrandZ™ Chinese Global 
Brand Builders/ Kantar

Because the brand understood its 
responsibility to the community and 
undertook active measures to safeguard 
its customers and drivers, it now scores 
especially well for Meaningfulness. 

Working to benefit society

Consumers around the world, but especially in stressed emerging markets, are looking for more from brands than simply 
great products: they expect them to benefit their communities as well. Making contributions to improve social conditions in 
emerging markets is a proven way for Chinese brands to build trust. 

“On the brand building side, we live in a time where brand purpose is 
more important than ever. The disruptive nature of the market means 
that brands need to show how they can help their customers.” 
Janet Tsai, Global Lead, China Brand Practice, Ogilvy
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For example, in Mexico, “Made in China” was not considered 
trustworthy by consumers. To build trust, JAC partnered with 
a local manufacturer to localize the assembly of its vehicles. 
This helped boost local employment while building trust in 
the brand in the community.  

Summary

The Top 20 Chinese Star Brands in Emerging Markets ranking shows that the path to success in emerging markets lies in 
understanding local markets and delivering innovative solutions and customer-centric experiences. Brands can build trust 
and relevancy by resolving pain points with upgrades of their current products and services, providing extra benefits for 
local consumers through innovation, and working to recognize and implement strategies that benefit the society as a whole. 
Brands in emerging markets have to pay special attention to ensure that their products and services are continually surprising 
and delighting their customers.  

It’s important to realize, however, that social contribution is not only important during a crisis. This is a universal expectation 
of consumers today that builds a level of trust and resonation that cannot be forged through products and services alone. 

Likewise, Great Wall Motors set up global R&D centers, 
including one in India that focused on new energy controllers 
and autonomous driving software. This partnership benefits 
the community in a similar way, while tapping local talent for 
the good of the brand. 
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Navigate to the future

The past year posed challenges and 
opportunities for Chinese global brand 
builders. Some categories — such 
as mobile gaming, content apps, 
online fast fashion, and smart devices 
— benefited from global changes 
in consumer behavior by meeting 
emerging needs created by new, stay-
at-home lifestyles. Mobile gaming and 
content apps maintained their large 
shares of the ranking’s Brand Power, 
while online fast fashion grew faster 
than any other category in developed 
markets. The biggest challenge for these 
categories is to lay the foundation for 
long-term growth.  

Consumer electronics still retains the 
largest share of Brand Power, though  
it faces different challenges. Under  
the stress of the pandemic, these 
brands need to find ways to recover 
and grow again. 

In this section of the report, we are 
going to take a deep dive into these 
four categories and share the learnings 
and next steps that can help Chinese 
global brand builders navigate this new 
landscape and achieve quality growth.

Brand Power Contribution by Category  
in Top 50 vs. Category Brand Power YoY Change

Fast-growing categories: 
low share of Brand Power, 
but high Brand Power growth

Privileged categories:
large share of Brand Power, 
positive Brand Power growth

Developing categories:
low share of Brand Power, 
negative Brand Power growth

Brand Power Contribution by Category

Established categories:
large share of Brand Power, 
negative Brand Power growth

Content AppsOnline Fast 
Fashion

Smart 
Devices

Mobile 
Gaming

Alcoholic
Drinks

Cars

Airlines

Banks

OTA

Consumer 
Electronics

Home
Appliances

E-commerce
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Source: Google and BrandZ™ Chinese Global Brand Builders/ Kantar
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Mobile gaming:  
aiming for star quality

Mobile gaming has become a booming 
category during the pandemic. 
According to Newzoo, the mobile 
gaming market as a whole grew 25.6% 
to $86.3 billion in 2020.1  

During lockdowns, consumers have 
increasingly sought out entertainment, 
which has brought brands in the 
category plenty of opportunities. 
However, it also means that these 
brands operate in a fiercely competitive 
environment, in which those not growing 
fast enough fall behind. Year-over-year, 
8 mobile gaming brands remained in 
the Top 50 ranking, 3 of which were 
able to climb past other mobile gaming 
brands by rapidly growing their Brand 
Power. Two grew by a smaller amount 
(12% and 9%), and saw themselves fall 
behind faster growing mobile game 
brands in the ranking.

Competitive Mobile Gaming Category
Brand Power YoY Growth and In-Category Rank Changes of the 8 Remaining Brands  
in Top 50 - Developed Markets

+27% +27%

+16%
+12%

+9%

-3%

-11%
-14%

In-category 
rank up

In-category 
rank down

Brand Power YoY Growth, 2021 vs 2020

Source: Google and BrandZ™ Chinese Global Brand Builders/ Kantar

1 2020 Global Games Market Per Device & Segment, October 2020, https://newzoo.com/key-numbers/ 

This increased competition is now 
tasking the top Chinese mobile gaming 
brands with changing their strategies 
to plan for steady, quality growth. 
Thanks to their dedicated efforts, 
mobile gaming brands in the ranking 
achieved an 8% growth in Brand Power 
in developed markets year-over-year. 
Their awareness gap with local and 
international brands also shrank from 
11% to 6%.

Brand Power  
of Mobile Gaming

Emerging Markets
Developed Markets

2020

2,645

2021

980

2,848

+8%

Brand Awareness Comparison  
Among 8 Remaining Mobile Gaming Brands vs. 
Local Competition – Developed Markets

2020 2021

29%

18% 11% 6%

25%
19%

Chinese Global Brand Builders
Local Competition

Source: Google and BrandZ™ Chinese Global Brand Builders/ Kantar
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Spotlight

Developing a high-quality  
mobile game

In September 2020, Chinese gaming 
brand miHoYo launched a stunning, 
open-world, role-playing game, 
Genshin Impact. While it was released 
on multiple platforms, its impact was 
most clearly felt among mobile gamers 
because of its extremely high-quality 
production, which has been compared 
favorably with console games.

The game is a massive hit but also the 
result of careful planning. It required 
miHoYo to invest more than $100 million 
and support a development team of 
400 people.2 The high-level aesthetic 
design and animation combined with 
an atmospheric soundtrack created an 
innovative and satisfying experience 
for the mobile gamers. The game’s 
localization efforts also went far beyond 
translation, as miHoYo took local 
consumers’ habits into consideration, 
including incorporating local slang and 
providing familiar user interfaces. 

Above all, miHoYo is succeeding because 
it’s doing something unique and leading 
its category. This has especially caught 
the attention of younger gamers,, 
among whom the brand is seeing a 
higher level of consideration.

Key Metrics - miHoYo among 18-24 Year-Old Gamers

Meet needs A�nity Uniqueness Set trend Consideration

14%

11% 11%

15%

13%

10% 10%

15%

10%

15%

3% 4%

3%
5% 5%

Category AveragemiHoYo

Source: Google and BrandZ™ Chinese Global Brand Builders/ Kantar

“The success of miHoYo has given the market 
a lot of food for thought.”
Deng Hui, Director of Gaming, Large Customer Sales, China, Google

2  Genshin Impact - Interview with miHoYo on its best iPhone game win. https://powerup-gaming.com/2020/12/14/genshin-impact-interview-with-mihoyo-on-
its-best-iphone-game-win/

Next steps

Overall, Chinese mobile gaming 
brands are shifting from a short-term, 
performance-minded mindset to 
creating strategies for long-term growth. 
To find success, they should work on two 
areas in particular:

Build high-quality games. Over 
the years, Chinese mobile games 
have gained both a deep knowledge 
of global gamers and an ability to 
innovate to make fun games. They are 
leveraging their expertise to deliver 
high production values and making 
considerable investments in time and 
talent. For large companies, this can 
result in a comprehensive enhancement 
of game quality, including intricate 
designs, innovative gameplay elements, 
and rich in-game content. For small 
companies, this may simply mean  
a minor improvement on popular 
games that builds Difference and 
provides Meaningful and enjoyable 
gaming experience.

Retain users by continually enriching 
the experience. Traditionally, mobile 
game brands invested heavily in the 
launch of a game but quickly moved  
on to the next project. Successful  
mobile gaming publishers today are 
treating games more like brands and 
iterating on them either within the 
game itself, or by releasing additional, 
related titles. The process gives them a 
better chance to build connections with 
gamers and helps those games more 
easily come to mind.

“Now, more and more 
gaming companies 
are focusing on the 
entire lifecycle of the 
gaming brand, rather 
than just the launch 
of the game. They 
realize that if they can 
lengthen the lifecycle 
of the game, this will 
help them be more 
stable and produce 
better games in the 
long term.”
Deng Hui, Director of Gaming, Large Customer 
Sales, China, Google
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Content apps: 
leveraging mature 
business models to 
succeed in new markets 

Currently, content app brands are riding 
a global wave of increased demand 
for content. In 2020, total mobile 
streaming around the world increased 
40% to 935 billion hours.3 As a result, 
content apps were one of the fastest-
growing categories in the ranking, with 
a year-over-year increase of 20% in 
Brand Power in developed markets. 
Chinese content app brands have a 
long track record of success in their 
domestic market and are leveraging 
this experience and knowledge in global 
markets. In other words, their long 
preparation at home has prepared them 
for opportunities abroad.

Brand Power of Content Apps

Emerging Markets
Developed Markets

1,111

2020 2021

1,611

541

1,942

+20%

Source: Google and BrandZ™ Chinese Global 
Brand Builders/ Kantar

3 https://www.appannie.com/en/insights/mobile-minute/1-trillion-hours-streaming-mobile-2020/

ByteDance led the category with 
strong and established brand equity, 
while Bigo and Kuaishou succeeded 
in building on their strengths. 
The latter two brands also found 
opportunities to grow in emerging 
markets and achieved Brand Power in 
them comparable to their success in 
developed ones.

Brand Attribute Index - MDS  
Content Apps in All 11 Markets

139 153
177

85 92
113

98
122

61

SalientDi�erentMeaningful

Average: 100

Source: Google and BrandZ™ Chinese Global Brand Builders/ Kantar

Brand Power of Content App Brands and the Relative  
Brand Power in Emerging Markets vs. Developed Markets

Brand Brand Power 
(in total 11 markets)

Relative Brand Power 
(emerging markets vs 
developed markets)

2,049 -150

434 +8

292 +4

Source: Google and BrandZTM Chinese Global Brand Builders/ Kantar
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Spotlight

Building an international and 
interpersonal community 

Content app BIGO LIVE offers a 
strong example of how building a 
global community increases a brand’s 
connection and relevance to its users. 
One key factor in the app’s success is 
that it brought a thoughtful strategy to 
the global market from day one. Based 
on social and cultural differences, it 
divided the world into six regions, each 
of which contains several markets. 
It then facilitates different strategies 
based on the characteristics of each 
market. For example, some markets 
focus more on those who create 
content, while others focus more  
on content consumers.

BIGO is also leveraging the mature 
business model it has built in China to 
succeed in new markets. For example, 
it now allows people who share the 
same interests to build a dedicated 
community in the app. The brand also 
actively takes actions to manage its 
live streaming hosts, including advising 
them on what content suits them best 
and how they should interact with fans.

The app is currently enjoying deep 
engagement (20% of its users have 
started a live stream4) and high 
downloads (according to Apptopia the 
app ranks seventh in the social network 
category globally in 20205). As a result, 
Bigo has become a highly Salient brand 
to its users.

4 https://ishare.ifeng.com/c/s/83BWGgZGe9t 
5 https://blog.apptopia.com/worldwide-us-download-leaders-2020

A uniquely inclusive  
brand positioning

Newcomer Kuaishou has long built 
its expertise and experience in China 
and is now bringing its unique take on 
content to the global market.

Kuaishou is growing its Brand Power 
by being Different, especially with its 
brand motto “Embrace All Lifestyles,” 
a positioning that is strongly reflected 
in how it promotes its videos. Its Kwai 
service does not prioritize content 
based on its creator’s profile, number 
of views, or popularity. Instead, every 
video has an equal chance of being 
seen. This greatly motivates its users 
and results in content that is less 
polished and more local and diverse 
in nature. Thanks to unique strategies 
like these, the brand is making its first 
appearance in the Top 50, coming in 
at #46.
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Next steps

Chinese content apps are achieving 
considerable success on the world 
stage. They can continue leveraging 
their mature business models to 
accelerate overseas expansion and 
make themselves a more important 
part in their users’ lives. To do so  
they should:

Acquire new segments through 
diversification and localization.  
When it comes to content, every 
country and region has different 
tastes, interests, celebrities, and so 
on. It’s important to tailor content 
to new segments, whether those are 
demographic, interest-based, or  
more. Providing the right content mix  
is a great way to become Meaningful  
to consumers. 

Accelerate monetization. Chinese 
content apps already have a number of 
ways — advertising, e-commerce, etc. 
— to monetize their large user bases in 
their home market. These experiences 
are an asset for them in global 
expansion. They need to incorporate 
these models abroad and adapt to the 
global market, in particular looking at 
ways that go beyond content to grow 
their revenue.

“Content apps are 
more about platforms 
than a traffic portal. 
The competition 
happens across 
different categories. 
A lot of opportunities 
lie in whether you can 
identify emerging 
trends and quickly 
use existing models to 
add features to your 
platform, for example, 
e-commerce, social 
networks and so on. ”
Meng Hao, Head of Apps, Large Customer Sales, 
China, Google
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Online fast fashion:  
users come first

Online fast fashion was also a booming 
industry in 2020 as consumers moved 
indoors and shifted to new, digital 
lifestyles. Kantar’s Barometer survey 
found that 24% of them increased their 
online shopping in 2020.6 This provided 
Chinese online fast fashion brands an 
excellent opportunity to connect with 
new customers and lay the foundations 
for quality growth — though only the 
top players took advantage of it. This 
year, the top brands in the ranking grew 
their Brand Power 29% in developed 
markets. Apart from SHEIN and ZAFUL, 
the other online fast fashion brands 
had a challenging 2020 and are seeing 
an urgent need to build resilience.

Brand Power of Online  
Fast Fashion

Emerging Markets
Developed Markets

2020

692

2021

311

894

+29%

Source: Google and BrandZ™ Chinese Global 
Brand Builders/ Kantar

6 Kantar COVID-19 Barometer Global Report, Wave 8. The survey was conducted from Aug. 14-18, 2020, covering 18 countries.
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Developed Markets
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Source: Google and BrandZ™ Chinese Global Brand Builders/ Kantar
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Spotlight

Taking flight

Perhaps no brand did more to capture 
the opportunity than SHEIN, which 
grew its Brand Power 40%, the most 
of any brand in the ranking. To achieve 
this, SHEIN leveraged its supply chain 
advantages to quickly create and 
deliver looks that people loved. It also 
leaned heavily into its positioning 
as a top provider of affordable and 
fashionable women’s clothing. 

Brand Attribute Index - MDS 
SHEIN in All 11 Markets

Meaningful Di�erent Salient

179

123

187

Average: 100

Source: Google and BrandZ™ Chinese Global 
Brand Builders/ Kantar

SHEIN has become Meaningful to 
consumers because of its agility and 
responsiveness to their fast-changing 
taste in apparel. The brand continually 
surveys fashion trends and consumer 
needs — and designs, produces, and 
ships products in a highly efficient 
manner. This superior supply chain 
enables SHEIN to provide affordable 
and fashionable clothes, whose 
good value has earned the brand a 
competitive advantage and a clear and 
favorable positioning. 

To deliver its unique brand experience, 
SHEIN ensures consistency across all 
touchpoints, including product photos 
and other brand visuals. It also uses 
influencer marketing to communicate 
the brand experience to a wider range of 
segments. This effort includes reaching 
out to key online consumers (KOCs), 
who wield considerable influence with 
their audiences and share their own 
shopping experiences on social media. 
Such branding initiatives are increasing 
the effectiveness of SHEIN’s performance 
campaigns, building a virtuous circle that 
is benefiting the brand.

Next Steps

“Brands have to improve their products  
and user experience first and foremostly.  
When they are doing it all sufficiently well,  
they see quality growth.”
Xucheng Fan, Head of Retail, Large Customer Sales, China, Google 

Top Chinese online fast fashion brands 
are almost entirely DTC retailers, and like 
many in that space they are increasingly 
recognizing the value of long-term 
thinking. This can most clearly be seen 
in a shift from traffic-led, short-term 
efforts to more branded, user-led 
initiatives. The best among them are 
using three strategies in particular:

Customer-centricity. Customer-
centricity is at the core of all successful 
online fast fashion brands. Brands  
need to utilize deep research into who 
their customers are, what they want 
and need, and then pivot or innovate  
to deliver it. A DTC channel can also 
help brands by providing useful 
information regarding consumer 
segments and behaviors.

Leverage supply chain efficiency. 
Brands should leverage the efficiency 
and flexibility of their supply chains. They 
can become especially Meaningful when 
they are meeting or exceeding customer 
expectations around the quality of their 
product and service offerings and the 
speed of their delivery.

Deliver brand experiences. DTC is 
not merely a purchasing channel but 
also a valuable way to connect and 
communicate with customers. Brands 
need to deliver a unique experience 
that meets customer needs and inspires 
loyalty. Brands can be especially 
successful when their experience is 
perceived as Meaningfully Different in  
all the right ways. 
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7 https://www.idc.com/getdoc.jsp?containerId=prUS47410621

Consumer electronics: 
going from providing 
product to empowering 
people 

The consumer electronics category was 
a challenged one in 2020, as global 
consumers experienced a decline in 
buying power. Smartphone vendors, 
for example, saw a year-over-year 
decrease of 5.9% in devices shipped.7 

In the ranking, the total Brand Power of 
consumer electronics brands declined 
in developed markets, albeit at a 
slower 5%. The decrease is mainly due 
to headwinds in the industry and not 
specific to Chinese brands, as other 
global brands saw a similar drop in 
consideration metrics.

Brand Power of  
Consumer Electronics 

Emerging Markets
Developed Markets

2020

7,948

2021

3,346

7,565

-5%

Brand Consideration 
Among Consumer Electronics Remaining Brands – 
Developed Markets

Chinese Global
Brand Builders

Local Competition

20212020

41% 39%

14% 13% 

Source: Google and BrandZ™ Chinese Global Brand Builders/ Kantar

That said, three consumer electronics 
brands in the ranking managed to buck 
the negative trends and grow their 
Brand Power substantially in developed 
markets. The key factors driving 
their success seems to have been an 
aspiration to provide services that 
support consumers’ digital lifestyles.

Growing  
Consumer Electronics Brands

Brand Power 
Change in 
Developed 
Markets

Brand

+26%
Anker

+11%
OPPO

+10%
Xiaomi

Source: Google and BrandZ™ Chinese Global 
Brand Builders/ Kantar
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Spotlight

Leveraging DTC to build  
increased resilience

In 2020, Xiaomi managed to withstand 
negative trends in the industry and 
achieve substantial growth in Brand 
Power in developed markets. Part 
of the reason is DTC. Xiaomi has 
heavily invested in building its own 
e-commerce channels in recent years 
and currently has online stores in more 
than 20 countries. 

These owned channels help make the 
brand increasingly Meaningful and 
Different by allowing it to continue 
to serve its customers during the 
pandemic and provide a wide range 
of products that fit into consumers’ 
new stay-at-home lifestyle. They also 
allow Xiaomi to control the end-to-end 
consumer experience and build  
its brand thanks to direct interaction 
with consumers.

Brand Attribute Index – MDS  
Xiaomi in Developed Markets

Meaningful Di�erent Salient

100 108
97 103

161 163

+6+8

20212020

Source: Google and BrandZ™ Chinese Global Brand Builders/ Kantar

Setting the right tone 

OPPO has set itself an optimistic 
mandate, “Technology for Mankind, 
Kindness for the World” which is 
right in line with current consumer 
expectations. People today expect 
more from technology and are 
demanding not merely great products 
but support for their digital lifestyles. 
To meet these expectations, OPPO has 
positioned itself well, which has helped 
it become a highly Salient brand in 
developed markets. To sustain that 
growth, the brand is making good 
on its brand promise by providing 
innovative hardware, software and 
services technologies. This includes 
smartphones and Internet of Things 
(IoT) products that are integrated with 
OPPO's essential capabilities like AI and 
interconnectivity, and leading-edge and 
differentiated technologies such as the 
flash charge, to create a multi-scene, 
seamless digital life experience for users 
around the globe.

Brand Attribute Index – MDS  
OPPO in Developed Markets

86 74
101 99

111

145
+34

20212020

Meaningful Di
erent Salient

Source: Google and BrandZ™ Chinese Global Brand Builders/ Kantar
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Next steps

“Those successful with brand building are the 
ones that understand that a strong brand will 
help them reach their strategic goals, and those 
unsuccessful are the ones that only want to sell 
more products and look only at the short term.”
Tony Lee, Group Head, China Brand Accelerator Cluster, Google 

Consumer electronics brands today 
are pivoting their positioning away 
from simply providing products and 
towards a service-oriented offering that 
empowers their customers. They can do 
this in two key ways:

Enhance the brand experience. 
Brands today should think big and 
position themselves as technology 
brands rather than consumer 
electronics brands. This means 
they need to actively leverage their 
technology and resources to create an 
ecosystem that can serve consumers 
in a comprehensive way. Doing this 
will allow them to not only meet 
consumer’s needs, but to be Different 
and increase their Salience  
in consumers’ minds.

“Brands need to 
start thinking bigger 
than products. 
They are facilitators 
and enhancers, 
not manufacturers 
and salespeople for 
phones and cameras.”
Joyce Ling, Chief Strategy Officer, Greater China, 
Wunderman Thompson

Accelerate digital transformation. 
Because of the pandemic, many 
brands have been forced to develop 
digital delivery capabilities and their 
own commerce platforms. But digital 
transformation is about more than 
selling: it provides opportunities for 
brands to set trends and create new 
ways of collaborating in the workplace 
and interacting with consumers. 
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As Chinese global brand builders enter the next phase, they can reflect back on what has contributed the most to their 
success: a commitment to building durable, quality brands that will stand the test of time. Moving forward, they should do 
much more of the same. For some that will mean strengthening their nascent brand building efforts; for others it will mean 
taking even greater innovative leaps to stay farther ahead of not just customer expectations but customer imaginations. 

To do this, they will need to go beyond everything they’ve done so far. We think the path forward looks like this:

Go for customer-centricity

For years, Chinese global brand builders have been amassing customer insights, building a detailed picture of what people 
want and need in many markets. During the pandemic, they have shown increased empathy and sought new opportunities 
to benefit their consumers. In the future, they should continue down this path, using their insights and customer-centric 
mindset to further build their customers’ relationship with the brands. They can do this in three ways:

Build closer 
connections 
With consumers increasingly adapting 
to new, digital lifestyles, Chinese 
brands are also turning to new 
channels to engage them. Whether it’s 
using content to connect with target 
consumers or leveraging DTC channels 
to manage customer experiences, 
brands that communicate with 
customers at every touch point in the 
customer journey are making deeper 
connections and building stronger 
relationships every day. 

Speed up 
innovation
The speed at which Chinese brands 
can adapt and grow is legendary. But 
innovation is not a one-and-done 
activity. It is a continuous process that 
constantly leads to better customer 
experiences and a growing presence 
on the world stage. Brands do this best 
when they not only provide the next 
level of capabilities, but truly dig deep 
to improve people’s lives. 

Find your 
Difference
Throughout the pandemic, Difference 
has become more critical than ever 
before, while Meaningfulness has 
maintained its importance. To do both 
well, brands need to not only solve the 
customers pain points but go beyond 
to build it as a competitive edge. 
This combination can help stabilize 
growth in good times and provide real 
resilience in any downturn.
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Go to emerging markets

While the developed markets of Europe 
and North America offer a tempting 
target for brands, Chinese global brand 
builders are also finding receptive 
audiences in large, underserved 
markets. They are succeeding in them 
largely because they are building 
trust by understanding the distinct 
needs and characteristics of emerging 
markets and providing value to both 
consumers and the society. In moving 
overseas, brands are seeing particular 
success with two strategies:

Stay global with 
local in mind
Chinese brands are going beyond 
the idea that they only need to build 
great products and ship them around 
the world. Instead, they are starting 
to have a global view from day one 
and are building vibrant brands in 
multiple markets. They need to have 
the determination necessary to succeed 
wherever they go. And in every market, 
they need to deliver products and 
services, as well as communications, that 
reflect the local aspirations of the people. 

Use your 
experience  
in China
While Chinese brands may be relative 
newcomers in many markets, that 
does not mean they have to start from 
scratch. Some of them have spent years 
growing their businesses in the home 
market. They can leverage their expertise 
in manufacturing and technology, as 
well as their mature business models, 
in their new endeavors. Chinese brands 
can build unique brand positioning by 
leveraging these advantages to deliver 
benefits to consumers. 
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Go for the long term

While optimizing short-term profits 
is always a temptation, it should 
go hand-in-hand with building a 
foundation for long-term success. 
In challenging times, of course, 
investment is not easy. And it’s 
especially difficult when it comes 
to brand building, which does not 
generally bring immediate return. But 
it’s important for brands to stay the 
course and continue what has gotten 
them to the place they are today. Long-
term BrandZ™ studies have shown 
that strong brands are more resilient 
in downturns and grow faster during 
recoveries. Rather than retreat, it’s time 
to keep going forward:

Empower  
people to better 
their lives
Consumers today do not expect brands 
merely to provide functionality. They 
expect to be empowered to achieve 
more. So, start from your brand 
purpose and the value you bring to 
consumers. Then, look at the world 
through your customers’ eyes, thinking 
beyond the narrow confines of your 
category to find new ways to add value 
to their lives. 

Deliver  
tangible benefits
Social responsibility is an increasingly 
necessary part of brand building, 
especially during the pandemic. 
Chinese brands have a number of 
ways where they can make credible 
contributions to add value to people’s 
lives. They can provide tangible help, 
support people emotionally, and 
work with local partners to create 
employment opportunities. These 
efforts should always come from your 
core brand promise so that they feel 
natural to those you’re trying to help.
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Methodology

Methodology combines 
Kantar BrandZ™ 
analytics and Google 
capabilities

To measure consumer perceptions 
of Chinese brands outside of China, 
we created a four-step methodology 
that leverages BrandZ™ analytics with 
Google’s online reach and data gathering 
capabilities. BrandZ™ is the world’s 
leading source of brand equity and 
valuation knowledge and insight. Google 
Surveys is an online market research tool 
for rapidly gaining knowledge and insight 
about the attitudes and behavior of 
people worldwide.

Step 1: Country and  
Category Selection
In the past four years, the ranking was 
based on data from seven developed 
markets from different geographic 
regions — the US, UK, France, Germany, 
Spain, Australia, and Japan — where 
Chinese brand builders have future 
export potential. In the ranking of 2021, 
to paint a more comprehensive picture 
of the global presence of top Chinese 
brands, we add India, Indonesia,  
Brazil, and Mexico into the Brand 
Power calculation that form the  
basis of the ranking. 

We also selected a mix of 15 established 
and Internet-driven categories in which 
Chinese brands are active overseas: 
consumer electronics, home appliances, 
airlines, cars, smart devices, mobile 
gaming, e-commerce, online fast 
fashion, payment networks, oil and 
gas,1 banks, content apps, alcoholic 
drinks, online travel agencies, and 
transportation apps. Chinese brands 
and international brands together total 
at least 80 percent of the market share 
in these categories.

1  Oil and gas brands also participated the calculation of brand power but rank beyond either Top 50 Chinese Global Brand Builders in 11 country markets, or Top 
20 Chinese Star Brands in Emerging Markets.
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Step 2: Brand Selection  
and Quality Assurance
Within the 15 categories, we selected 
Chinese brands based on the extensive 
BrandZ™ database and Google’s 
expertise. The Chinese brands met two 
eligibility criteria:

1.  Each brand was originally created  
by a Mainland China enterprise; and

2.  Each brand derives a portion of 
revenue from overseas business.
In each category we also selected 
non-Chinese brands (local country 
brands and global brands). 

BrandZ™ experts in each relevant 
country market reviewed the 
preliminary lists of brands for accuracy. 

The preliminary list totaled 282 Chinese 
brands and 1380 non-Chinese brands. 
Using Google Surveys, we conducted 
two rounds of research to measure 
levels of awareness and consideration 
for brands in this preliminary list in 
the eleven country markets. With the 
first round of research we identified 
the brands highest in awareness and 
consideration. This exercise yielded 
our final list of 156 Chinese brands. 
To research each category across 
the eleven country markets, we then 
created multiple questionnaires. In each 
questionnaire we limited the number 
of questions to 10, the maximum 
permitted by Google Surveys in order to 
maximize response. For each question 
we presented six brand multiple-choice 
answers. We varied the answer options 
to ensure fairness.

Step 3: MDS and  
Preliminary Brand Power
Google Surveys also yielded data for 
computing the preliminary Brand 
Power of each brand. Brand Power is a 
BrandZ™ metric of brand equity, the 
predisposition of consumers to choose 
a particular brand. Three ingredients 
comprise Brand Power: Meaningful 
(meeting functional and emotional 
needs in relevant ways); Different 
(being distinctive or trend setting); 
and Salient (coming easily to mind in 
a buying situation). We calculated the 
Meaningful and Different scores of each 
brand based on survey answers. We 
determined each brand’s Salience based 
on survey answers and the brand’s 
search index in Google and YouTube.

Step 4: Standardization  
and Final Brand Power
Once we had calculated the preliminary 
Brand Power score, we leveraged the 
levels of awareness and consideration 
for the 1380 non-Chinese brands to 
adjust for the impact that variations of 
category size and market competition 
have on the Brand Power scores of the 
156 Chinese brands. This standardization 
enabled us to make fair comparisons 
across the 15 product categories and 
eleven country markets. We added these 
final Brand Power scores across the 
eleven country markets to produce the 
Kantar BrandZ™ Top 50 Chinese Global 
Brand Builders ranking.

Utilizing the same methodology of 
computing Brand Power, we added the 
Brand Power scores across 4 emerging 
markets, i.e. India, Indonesia, Brazil, 
and Mexico. Then we ranked the brands 
by Brand Power scores to produce 
Kantar BrandZ™ Top 20 Chinese Star 
Brands in Emerging Markets.
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Brand Selection  
and Quality Assurance
We selected 1380 non-Chinese brands and an initial 282 
Chinese brands. We then filtered the Chinese brands to include 
only those with relatively high awareness and consideration 
scores. This exercise yielded 156 Chinese brands.

Country and  
Category Selection
We selected 11 country markets with substantial future export 
potential, and 15 product categories in which Chinese brands 
are active overseas.

MDS and Preliminary  
Brand Power
We achieved a preliminary Brand Power score by calculating 
the scores for each Chinese brand in the three ingredients of 
Brand Power: Meaningful (meeting functional and emotional 
needs in relevant ways); Different (being distinctive or trend 
setting); and Salient (coming easily to mind in a buying 
situation). Brand Power is a BrandZ™ metric of brand equity, 
the predisposition of consumers to choose a particular brand.

Standardization  
and Final Brand Power
We leveraged the levels of awareness and consideration  
to adjust for the impact that variations of category size  
and market competition have on the Brand Power scores  
of the 156 Chinese brands. This standardization enabled  
us to make fair comparisons across the 15 product categories 
and 11 country markets. We added these final Brand  
Power scores across the 11 country markets to produce the  
Kantar BrandZ™ Top 50 Chinese Global Brand Builders 2021 
ranking. Utilizing the same methodology of computing Brand 
Power, we added the Brand Power scores across 4 emerging 
markets. Then we ranked the brands by Brand Power scores 
to produce Kantar BrandZ™ Top 20 Chinese Star Brands in 
Emerging Markets. 

Surveys

Market research 
tool helps 
inform business 
decisions
Google Surveys is a market research 
tool that enables users to easily create 
online and mobile surveys in order to 
help make more informed business 
decisions. People browsing the web 
come across the survey questions when 
they try to access premium content like 
news articles or videos and publishers 
get paid as their users answer the 
questions. On mobile devices, people 
answer questions in exchange for 
credits for books, music, and apps. 
Google aggregates the responses, and 
insights are automatically created, 
freeing users from the burden of more 
difficult analysis.

To learn more, visit  
google.com/analytics/surveys

1

2

3

4
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Reports and Apps  
and powered by BrandZ™

Going Global?  
We wrote the book.

BRANDZ™ The Ultimate Resource for Brand Knowledge and Insight 
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 brand building experts from all regions, plus the 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 100 Most  
Valuable Global Brands 2020 
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.  

BrandZ™ Top 75 Most 
Valuable Global Retail  
Brands 2020 
Changing consumer priorities and a 
rapidly shifting shopping landscape 
present the world’s retail brands 
with unprecedented challenges. This 
exclusive report looks at how the 
leading brands are adapting, and 
provides insights into key trends and 
analysis of emerging opportunities.

BrandZ™ Top 100 Most 
Valuable US Brands 2020 
While America is in the midst of a new 
political and economic period, US 
brands remain focused – and continue 
to thrive. This report demonstrates how 
consumers reward brands that evolve 
and deliver meaning over time, while 
also welcoming innovative game-
changing brands.   

BrandZ™ Insights 2021  
US Reports 
This series of reports analyzes changing 
consumer attitudes and behaviors, 
and the resilience of American brands, 
during a year disrupted by the global 
pandemic along with a divisive 
presidential election and the struggle 
for racial justice. These special sector 
reports focus on Retail, FMCG, Banks, 
Business Solutions & Technology, and 
Media & Entertainment.

BrandZ™ Top 50 Most 
Valuable French Brands 2021 
France is one of the largest economies 
in the EU, seventh largest in the world, 
and has proved itself as being adept 
at managing change. This new report 
explores a landscape in transition, and 
how it’s rich heritage and expertise can 
help define the path for French brands 
in the future.

BrandZ™ Top 40  
Most Valuable Canadian 
Brands 2020
As one of the most moderate, politically 
stable and diverse countries in the 
world, Canada has been a bastion 
for trust, transparency and pluralistic 
values in recent years. But how is it 
faring economically? Find out in our 
first ever BrandZTM Canada report!

BrandZ™ Top 50  
Most Valuable German 
Brands 2021
Germany has become synonymous with 
excellence in design and engineering, 
not just in motor cars... but in other 
categories that have exported what 
Germany itself represents. In an 
uncertain geo-political landscape and 
time, find out how diversity has driven 
growth in this fascinating market.

BrandZ™ Top 50 Most 
Valuable Latin American 
Brands 2020
The report profiles the most valuable 
brands of Argentina, Brazil, Chile, 
Colombia, Mexico and Peru and 
explores the socio-economic context  
for brand growth in the region.

Kantar BrandZ™ Top 30 Most 
Valuable Italian Brands 2021
Modern Italy is no longer just the home 
of fine art, rich history, and la dolce 
vita. While Italy hosts some of the most 
recognised and coveted brands on the 
planet, this report highlights how Italian 
engineering, design and creativity are 
powering world-class Italian brands, 
both old and young.

BRAND VALUATION SERIES 

WWW.BRANDZ.COM 

Writing: Joe Shepter 
Design: Koo Bhangra and Damon Smith

Photography: Martin Beaulieu

BRAND VALUATION SERIES BRAND VALUATION SERIES 

04072_BrandZ_Canada_PR_Cover.indd   1-304072_BrandZ_Canada_PR_Cover.indd   1-3 06/11/2020   09:3906/11/2020   09:39
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BrandZ™ Top 50 Most 
Valuable Indian Brands 2020
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 in 
the world’s largest democracy.   

BrandZ™ Top 30  
Most Valuable Netherlands 
Brands 2021 
Netherlands is one of the world’s 
leading exporters of agriculture, with 
prime transportation links, and a 
strong open-market policy. This report 
identifies what’s driving growth in 
one of the most liberal and culturally-
vibrant countries in Western Europe.

BrandZ™ Top 50  
Most Valuable Indonesian 
Brands 2019
Now in its fifth year, this study analyses 
the success of Indonesian brands, 
examining the dynamics shaping this 
fast-developing market, and offering 
insights for building valuable brands.

BrandZ™ Top 30  
Most Valuable Spanish 
Brands 2020 
This new report identifies the key forces 
driving growth in one of the largest, 
most influential and dynamic markets 
in Western Europe, built on centuries-
old strengths, and adapting to new and 
challenging conditions.

BrandZ™ Top 50  
Most Valuable Japanese 
Brands 2021 
This ground-breaking study ranks 
Japan’s most valuable brands, identifies 
their strengths, and explores the key 
factors that are driving growth in the 
market and changes in the Japanese 
brand ecosystem.

BrandZ™ Top 50 Most 
Valuable UK Brands 2020
As the UK embarks on a tumultuous 
period of transformation and 
uncertainty, this debut ranking explores 
the UK’s most iconic brands, successes, 
and identifies the key forces driving 
growth in this market.

BRAND VALUATION SERIES 

BrandZ™ Top 30 Most 
Valuable Emirati and  
Saudi Brands 2020
The Middle East has long been an enigma 
for many brands; a region steeped in 
history and tradition, yet fast adapting to 
changing consumer lifestyles and shifting 
priorities. Our latest Middle East ranking 
is one of our most dynamic, including 
brands from multiple categories including 
food & drink, real estate, and energy.

BrandZ™ Top 30 Most 
Valuable South African 
Brands 2020
Our South African brands ranking is one 
of our most diverse, with brands from 
several categories covered from banks 
and hospitals to beer, fast food and 
entertainment. Explore brand building 
in the ‘rainbow nation’.

BrandZ™ Top 40  
Most Valuable Australian 
Brands 2019
Our latest Australian ranking highlights 
an economy dominated by retail, 
telecoms, insurance and banks. But 
what’s missing from Australia’s brand 
mix? Explore Australia’s most successful 
brands, the innovation gap, and key 
lessons for building strong brands that 
stand the test of time.
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“The team behind Retail IQ is best-in-class. They 
understand market issues and how I should apply 
them to my business.” – Fortune 100 Manufacturer

BZ_Global 2020_Full.indd   34713/08/2020   11:49

EXPERTLY NAVIGATE 
THE GLOBAL RETAIL AND 
SHOPPER LANDSCAPE 
WITH RETAIL IQ
Insights. Tools. Best practices. 1,600+ retailers. 
154 global markets. We’re fueling your retail priorities 
today so you can build successful plans for the future. 

 
Your world moves fast – and access to timely, relevant, and 
actionable insights can make all the di�erence. Retail IQ is 
the insights platform that you can rely on to stay ahead of 
market disruption. This highly personalized solution pairs 
best-in-class analysis with trusted shopper, channel, retailer, 
and macroeconomic data to help you drive strategic planning, 
inform tactical execution, and map a clear path for growth. 

 Visit connect.kantarconsulting.com/retailiq 
or e-mail switchon@kantarconsulting.com 
to request a custom overview.

“The team behind Retail IQ is best-in-class. 
They understand market issues and how 

I should apply them to my business.” 
Fortune 100 Manufacturer

The Kantar Sustainable 
Transformation Practice
The ection point; 
at the heart of these challenges  
is a need to understand people

Environmental and social challenges dominate the news, and consumer and 
employee activism are the new normal. 
is demanding action to de-risk business models. These changing values and 
expectations create risk for both private and public organizations.

The Kantar Sustainable Transformation Practice brings together expertise and 
tools from across Kantar to support organizations - both commercial and 
public - to better understand people and empowe tion, 
activation and measurement of their impactful sustainability strategies. 
Kantar has a diverse portfolio of research in this space, helping brands and 
organizations develop human-centric transformation programmes. 

To �nd out more about the Kantar Sustainable Transformation 
Practice and how it could support your organization, please visit  

“We are dedicated to leveraging our expertise in human 
understanding to identify how to translate values and purpose 
into meaningful action”
Jonathan Hall, Managing Partner, Kantar Sustainable Transformation Practice 

www.kantar.com/en-cn/expertise/sustainability
For Chinese version, please visit 
www.kantar.com/zh-cn/expertise/sustainability
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BrandZ™ Spotlight on Vietnam
Check out the latest Spotlight report 
on this fascinating, fast-paced market. 
Whether you’re interested in food and 
beverages, have a passion for fashion, 
or would like an insight into Vietnam’s 
financial services, this is your first stop!

BrandZ™ Spotlight on Cuba
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. 

BrandZ™ Spotlight on Mongolia
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.

Spotlight series
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The BrandZ™  
China Insights Reports

In-depth brand-building 
intelligence about 
today’s China

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.

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 2020 
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. 

The Power and Potential  
of the Chinese Dream 
“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. 

Kantar BrandZ™ Top 50 
Chinese Global Brand 
Builders 2021  
In association with Google 

This groundbreaking study aims its 
radar at the edge of the Chinese brand 
universe, exploring both developed and 
emerging country markets where only 
a few Chinese brands have dared to 
go – so far. 

The Chinese Golden Weeks  
in Fast 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. 

Unmasking the individual 
Chinese Investor 
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. 

The Chinese New Year  
in Next Growth Cities 
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 lower 
tier cities. 
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Brand Equity 
Measure brand equity and momentum. 
This report allows you to diagnose your 
performance across three key building 
blocks: is your brand meaningful, 
different and salient? 

PitchDoctor 
Everything you need to know about 
your brand’s strengths, weaknesses, 
opportunities and threats in one easy-
to-digest page. 

StoryTeller 
An interactive data visualization tool 
to allow anyone to create story-led 
insights on how to build and maintain 
brand equity.

Needscope (CharacterZ) 
This innovative deck allows you 
to diagnose brand character and 
delve into the dynamics, clarity and 
consistency of a brand’s personality.  

Vitality Quotient (vQ) 
Diagnose a brand’s health based  
on five elements that are proven to 
grow brand value: purpose, innovation, 
communication, brand experience,  
and love.

BrandZ™ Building  
Brand Equity

BrandZ™ tools diagnose brand strengths and weaknesses.

Based on unique insights derived from our proprietary BrandZ™ database, we have created an ever-expanding library of tools for 
building and sustaining valuable brands. These tools are only available via Kantar.
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Brand Personality 
Understand the emotional side of 
your brand through personality 
archetypes to aid strong and consistent 
communication with your consumers.

Consumer Trust 
This report allows you to take a  
deep dive into brand integrity, 
summarising and diagnosing your 
brand’s trust credentials.

Corporate Reputation 
Gain an invaluable insight into your 
brands’ corporate reputation. Find 
out why it matters, and how you can 
influence it, using the latest analysis.

Brand Purpose  
How a brand can be more than a 
profitable asset. Understand why your 
brand exists beyond profit, and your 
role in consumers’ lives.

Brand  
Personality

BrandZTM  
Perspectives

Premium
Strategic pricing to increase your 
brand’s profitability; compares pricing 
and perception to identify your 
potential risk or opportunity.

Premium
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Get the BrandZ™ Perspective on Corporate 
Reputation, Consumer Trust and Brand 
Purpose on Kantar.com/Marketplace

– Understand the evolving in�uence of Consumer Trust, 
Brand Purpose and Corporate Reputation in this series 
of new BrandZTM Perspectives reports

– Review your brand’s performance over time, across 
countries and versus competitors

– Access recommendations grounded in insights proven 
to drive brand and business success

www.kantar.com/marketplace/solutions/brand-insights/corporate-reputation-report 

www.kantar.com/marketplace/solutions/brand-insights/consumer-trust-report

www.kantar.com/marketplace/solutions/brand-insights/brand-purpose-report

www.brandz.lightspeedwechat.com/home/index.html#/report/detail?id=4&brandId=-1 

www.brandz.lightspeedwechat.com/home/index.html#/report/detail?id=3&brandId=-1

www.brandz.lightspeedwechat.com/home/index.html#/report/detail?id=2&brandId=-1



Our Brand Experts

These individuals contributed thought leadership and insight to the report.

Kantar and WPP

Joyce Ling
Chief Strategy Officer, Wunderman 
Thompson, Greater China 

Joyce had a successful 20 year 
careers leading brand marketing, 
communications, and digital 
transformation strategies. Her 
experiences made business impact on 
consumer tech, consumer electronics, 
luxury, fashion, and lifestyle.

Daphne Hsieh
Global Client Director, Kantar  
 

Daphne plays a leadership role in 
providing branding consultancy services 
for technology, healthcare, and personal 
care, where to help Chinese clients 
identify their global opportunities, 
develop communication strategies, 
strengthen their brand equities and 
maximize their brand value.

Janet Tsai
Global Lead, China Brand Practice, 
Ogilvy China/Vice President, Marketing 
& Communications, Ogilvy China

Janet has extensive experience in 
practicing the brand building and 
positioning, and integrated content 
planning & implementation. Her clients 
include the sectors of fashion, luxury, 
technology and entertainment.

Google

Hui Deng
Director of Gaming, Large  
Customer Sales, China

Hui Deng leads the mobile gaming 
customer service team and is 
committed to supporting the  
global expansion of Chinese  
mobile gaming developers.

Hao Meng
Head of Apps, Large Customer  
Sales, China

Hao Meng leads the app customer 
service team and is committed to 
helping app developers go global and 
achieve sustainable growth.

Xucheng Fan
Head of Retail, Large Customer  
Sales, China

Xucheng Fan leads the retail customer 
service team and is committed to 
providing comprehensive support for 
the long-term growth of Chinese cross-
border e-commerce companies.

Katherine Zhang
Head of Key Account,  
Large Customer Sales, China

Katherine Zhang leads the team to 
foster the cooperations with Alibaba 
Group closely to help the key business 
organisations’ globalisation and  
provide the Google ads solutions, 
branding solutions and insights for  
it’s development in global markets.

Tony Lee
Group Head, China Brand  
Accelerator Cluster

Tony Lee leads the branding customer 
service team, covering multiple vertices 
such as smartphone, automobile, 
travel, airlines, etc. The team goes deep 
into the global market with clients, 
providing market insights and support 
for their global brand-building journey.
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The Kantar BrandZTM Chinese  
Global Brand Builders 

Report Team  
and Contributors

These individuals created the report, providing research, valuations, analysis and insight, editorial, production,  
marketing and communications.

Emma Bao
Associate Account Manager,  
Kantar Insights

Elaine Su
Group Account Director,  
Kantar Insights

Amanda Ma
BrandZ™ Project Director,  
Insights and Global 
Communications

Doreen Wang
Kantar Great China President,
Global Chair of BrandZTM

Halina Bromberg
BrandZ™ Marketing Director, 
Insights Division

Jessica Chen
Marketing Lead,  
Kantar Insights

Jessica Deng
Senior Research Executive

Chao Li
Associate Analytics Manager,  
Kantar Insights

Martin Guo
Editor-in-Chief, Kantar China

Raam Tarat
Global Communication 
Project Director,  
BrandZ™, Kantar

Joe Shepter
Report Writer

Jemma Ye
Account Director,  
Kantar Insights

Vesper Wang
Marketing Executive,  
Kantar Insights China

Monica Zhang
Director of Brand Marketing 
and Communication,  
Kantar China

Bridget Wu
Research Manager,  
Kantar Insights

Kahlen Fan
Head of Qualitative Practice 
Beijing, Kantar Insights 
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Rob Chuang
Market Insights Manager, 
Greater China

Andy Lai
Product Marketing  
Manager, Large Customer 
Marketing, China

Angela He
Principal Strategy and 
Insights Manager, China

Annabel Lin
Managing Director of  
Greater China Solution 
Specialists and APAC 
International Growth Team

Rachel Yu
Communications  
Manager, China

Jim Liu
Senior Strategy and Insights 
Manager, Greater China

Hillary Nie
Head of Market Insights, 
Greater China

Chen Ling
Head of Analytics and 
Insights, Greater China

Wayne He
Technical Solutions 
Consultant,  
Greater China

Gloria Gao
Principal Strategy and 
Insights Manager,  
Greater China

Zihao Zhu
Principal Strategy  
and Insights Manager, 
Greater China

With special thanks  
and appreciation to:
David Roth, Rita Chen, Stöckl Judit, William Ou, Lilian Hu,  
Mathilde Veyrat, Lily Liu, Carol Zhang, Anne Ready,  
Michael Brandell, Mark Breen and the unloved
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in China

Kantar is the world’s leading 
evidence-based insights and 
consulting company. 

We have a complete, unique and rounded understanding of how people think,  
feel and act; globally and locally in over 90 markets. By combining the deep expertise 
of our people, our data resources and benchmarks, our innovative analytics  
and technology, we help our clients understand people and inspire growth. 

For further information  
about the report, contact: 
 

Doreen Wang
Kantar Great China President,
Global Chair of BrandZTM

Doreen.Wang@kantar.com

To learn more about how to obtain 
valuable insights applicable to your 
business, contact:

Monica Zhang
Director of Brand Marketing and 
Communication, Kantar China

Monica.Zhang@kantar.com

You can also keep updated on the latest news and studies from the Kantar  
network in China, and globally through our portal: www.kantar.com

You can keep updated on the latest news and studies from:

China website: cn.kantar.com
Kantar WeChat account ID: KantarGroup

Kantar’s consumer panels 
help brands nd the 
shoppers they need to grow. 
Providing the most-detailed picture of consumers’ purchasing habits and usage 
occasions by monitoring what they buy, where, when, how often, which brands, at 
what price and why.

Tracking changes in behaviour and accurately predicting how they might evolve in the 
future and advising you how best to spend your marketing budget.

Discover which retailers, people, occasions, categories and trends will generate 
sustainable growth for the future. 

Build a plan to grow categories and brands in every retail environment, making the 
most of traditional and emerging retail channels.

Kantar tracks 750,000 shoppers 
who provide us with invaluable 
information on their household’s 

• We measure all FMCG categories and 
+125,000 brands in 52 countries

• We track every purchase, in every store, at 
any time, and on a continuous basis

• All channels and retailers covered - from 
modern to traditional and emerging, 
including e-commerce and out-of-home

• A cutting-edge online platform to access 
data 24/7 and run live analytics

Kantar.com/zh-cn
Kantar.com/en-cn
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Writing Joe Shepter

Design the unloved

www.brandz.com

Research conducted using

google.com/surveys


