
         
                  28th September, 2023

2023
STRONGEST BRANDS

IN BELGIUM



WHAT IS

A BRAND?
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T H E  C O N C E P T  O F  ‘ B R A N D ’  S E E M S  E A S Y  T O  D E F I N E ,  B U T  I T ’ S  A C T U A L LY  V E R Y  

D I F F I C U LT

I T ’ S  N E B U L O U S ,  C L O U D Y,  I N TA N G I B L E  –  W H Y  D O E S  ‘ B R A N D ’  E V E N  M AT T E R ?
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AT  K A N TA R  W E  TA K E  T H I S  N E B U L O U S ,  C L O U D Y,  U N S T R U C T U R E D  C O N C E P T  O F  

‘ B R A N D ’  A N D  B Y  U S I N G  O U R  U N I Q U E  S K I L L S  A N D  E X P E R I E N C E ,  R E L E A S E  T H E  

TA N G I B L E  VA L U E  T O  Y O U R  B U S I N E S S !

W E  D O  T H AT  B Y  H E L P I N G  T O  R E F I N E  A N D  S U P P O R T  Y O U R  S T R AT E G Y,  A N D  C O U R S E  

C O R R E C T I N G  A L O N G  T H E  WAY
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K A N TA R  B R A N D Z ’ S  T O P  1 0 0  M O S T  VA L U A B L E  G L O B A L  B R A N D S  

G R E W  T H E I R  VA L U E  B Y  A M A S S I V E  5 2 1 %  B E T W E E N  2 0 0 6  A N D  2 0 2 2
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2 0 2 3  VA L U E  O F  G L O B A L  T O P  1 0 0  D E C L I N E D  B Y  A F I F T H
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E V E N T S  I N  2 0 2 2  L E D  T O  G L O B A L  S T O C K  M A R K E T  D E C L I N E S  

A N D  I M PA C T E D  B R A N D  VA L U E S

WORLD EVENTS

War in Ukraine

Rising interest rates

Continued lockdown in China

MARKETS

Energy prices

Supply shortages

Increasing inventories

CONSUMERS

Higher living costs

Reduced disposable income

Risk of unemployment

BRANDS & 

BUSINESSES

Corporate exits from Russia

Price rises

Reduced profitability

WEAKENING GROWTH 

FORECASTS
DEALING WITH 

REDUCED DEMAND

A NEED TO 

ECONOMISE
IMPACT ON 

BRAND VALUES
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+414%

+322%

+231%

+107%

MARKET SHOCKS HAVE REVERSED OPTIMISTIC MARKET PERCEPTIONS POST-COVID… 

WHILE BRAND EQUITY AND CONSUMER PERCEPTIONS HAVE SUSTAINED BRANDS
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VOLUME

SALES

FUTURE SECURITY

EFFICIENT 

ACTIVATION

PROFITABILITY

H O W  B R A N D S  C R E AT E  VA L U E
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SALIENT

The mental availability of the 

brand: how quickly and easily it 

comes to mind when making a 

purchase or usage decision

DIFFERENT

The extent to which 

some brands are seen to 

offer something that others don’t 

and lead the way
MEANINGFUL

The extent to which brands build 

a clear and consistent emotional 

connection and are seen to 

deliver against consumer needs

B R A N D S  T H AT  C O N N E C T  A R E …
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HIGHER 

PRICE

LONGER 

TIME

SELL 

MORE

MORE 

EFFICIENTLY

KEY:              

              Meaningful                 

        Different                 

        Salient

H O W  B R A N D S  C R E AT E  VA L U E
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D E S P I T E  V O L AT I L I T Y  I N  VA L U E ,  C O N S U M E R  P E R C E P T I O N S  

H AV E  R E M A I N E D  S TA B L E
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Strong brands 
can achieve 
growth despite 
challenging 
conditions

‘Hunger to win customers for life’

‘Open to questions’

Meaningful

144

Different

136

Salient

162

Mission statement

“Hunger to win customers for life.”

Recent campaign

“ pen to questions.”

Brand value +24% YoY

(Telco average -10%)

Source: Kantar BrandZ 2023



Strong brands 
can achieve 
growth despite 
challenging 
conditions

‘Hunger to win customers for life’

‘Open to questions’

Meaningful

117

Different

107

Salient

115

“We came out of the pandemic stronger because 

we had the courage to do what others didn’t.” 
Pietro Beccari, LVMH executive

Brand value +9% YoY

(Luxury average -4%)

Source: Kantar BrandZ 2023



LOOKING AT THE TOP30 

STRONGEST BRANDS IN BELGIUM
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Strongest brands Based on Demand Power

Coverage: 18 categories and 300+ brands



#1 #2 #3 #4 #5

#6 #7 #8 #9 #10

Google

Apple iPhone

Booking.com

Jupiler Tui Colryut

Samsung Proximus Coca-Cola

Telenet / Lotto

T O P  1 0  S T R O N G E S T  B R A N D S  I N  B E L G I U M

Strongest brands Based on Demand Power

Coverage: 18 categories and 300+ brands
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# 11 COTE D’OR

# 12 NETFLIX

# 12 EUROMILLIONS

# 14 MC DONALD’S

# 15 LOCAL FRIKOTS

# 16 ORANGE

# 17 YOUTUBE

# 18 SPA

# 19 FACEBOOK

# 20 DELHAIZE

# 21 BELFIUS

# 22 ZALANDO

# 23 CARREFOUR

# 24 WIN FOR LIFE

# 25 KBC

# 26 BNP PARIBAS FORTIS

# 27 KINDER

# 28 CRISTALINE

# 29 QUICK

# 30 LEONIDAS

T O P  3 0  S T R O N G E S T  B R A N D S  I N  B E L G I U M
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Strongest brands Based on Demand Power

Coverage: 18 categories and 300+ brands



Top brands by REGION

# 1 SAMSUNG Mobile Phones

# 2 TELENET Comms. Providers

# 3 GOOGLE Info, News & Search

# 4 COCA-COLA Soft drinks

# 5 PROXIMUS Comms. Providers

# 6 BOOKING.COM Travel & Holiday agents

# 7 TUI Travel & Holiday agents

# 8 APPLE iPHONE Mobile Phones

# 9 LOTTO Gambling & Betting

# 10 JUPILER Beers

NORTH - FLANDERS SOUTH - WALLONIA

# 1 SAMSUNG Mobile Phones

# 2 GOOGLE Info, News & Search

# 3 PROXIMUS Comms. Providers

# 4 BOOKING.COM Travel & Holiday agents

# 5 COCA-COLA Soft drinks

# 6 COLRUYT Grocery retailers

# 7 LOTTO Gambling & Betting

# 8 JUPILER Beers

# 9 YOUTUBE Video entertainment

# 10 COTE D’OR Confectionary & chocolate
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Strongest brands Based on Demand Power

Coverage: 18 categories and 300+ brands



T O P  3 0  B E L G I A N  B R A N D S  A R E  L E V E R A G I N G  T H E I R  S T R E N G T H  O N  T H E I R  

M E A N I N G F U L  D I F F E R E N C E ,  A S  W E L L  A S  S A L I E N C E  –  S I M I L A R  T O  T O P  1 0 0

135
124128

121

160

136

Meaningful Different Salient

Average

Top 30 - BEL Top 100 - WW

BrandZ  Belgium 2023 – analysis of top 30 in Belgium and top 100 globally

+11 +7 +24

20



101
109

101

134130
116

125 127
117

130 131
122

2020 2021 2022 2023

Meaningful Index Different Index Salient Index

GE T T I N G  T O  A S T R O N G  M E A N I N G F U L  D I F F E R E N C E  I S  A J O U R N E Y !

Amazon has benefited from converting its Difference to Meaningfulness with its launch in Belgium.

Difference and Meaningful are leaking buckets that need refilling.

GENERAL RETAILERS

8.8%Power share 10.1% 9.8% 10.7%
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CHALLENGE #1:  

DO PEOPLE SENSE 

ANYTHING DIFFERENT 

ABOUT YOUR BRAND?
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D I F F E R E N C E  M A K E S  T H E  D I F F E R E N C E  →  B E  I T  L A R G E  O R  S M A L L
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D I F F E R E N C E  ( A M E A N I N G F U L  O N E )  P R E D I C T S  

A N D  G U A R A N T E E S  F U T U R E  G R O W T H

98
89

108

121
115

108

Bottom 30 Top 30

+23 +25 0

FUTURE POWER
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DISTINCTIVE:
CÔ    ’   H     V                 C  V         W     H  U H      FF C  V  C MMU  C     . 

Confectionary & Chocolate

111 110

130

Difference Pricing power Potential Distinctive look & 

feel

126

Great 

advertising

136

Côte d’ r scores very high on ‘ istinctive look and 

feel’ and also on ‘great communication’. 

The first Côte d'Or chocolate was made from 

cocoa beans from the Gold Coast, now Ghana, 

and given the familiar elephant logo which has 

been used consistently.

✓ Strong Pricing Power

✓ High potential to grow in future
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LEADERSHIP:
COCA-COLA LEADS THE WAY WITH CREATIVITY AND GREAT ADVERTISING ACROSS THE GLOBE AND ALSO 

        UM.         C   UM         F     H M ‘        WH    H Y   ’.  

Confectionary & Chocolate

Best at what 

they do

134

Are creative

121

Leading the 

way 

117

Great 

advertising

145

153

111

126

Difference Pricing power Potential
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CHALLENGE #2:  

IS YOUR PRICING 

DELIVERING VALUE 

FOR YOUR BUSINESS 

AND CUSTOMERS?
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PRICE DRIVEN REPERTOIRE

34
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D I F F E R E N C E  A L S O  P R O T E C T S  P R I C I N G  P O W E R

96
91

97
107 111 106

Bottom 30 Top 30

+11 +20 +9PRICING POWER
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+21%

BELGIAN BRANDS WITH 

HIGH PRICING POWER 

HAVE MORE CHANCE TO 

GROW IN FUTURE

+20%

BELGIAN BRANDS WITH 

HIGHER DEMAND POWER 

ARE WORTH MORE 

WORTH MORE HIGHER FUTURE POWER

B R A N D S  W I T H  H I G H E R  D E M A N D  P O W E R  A R E  W O R T H  M O R E  

A N D  H I G H E R  P R I C I N G  P O W E R  G E N E R AT E S  F U T U R E  G R O W T H .
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P I E R R E  M A R C O L I N I  C O M M A N D S  A H I G H  P R I C I N G  P O W E R  

T H A N K S  T O  I T S  U N I Q U E  D I F F E R E N C E

CONFECTIONARY & CHOCOLATE

77

163

51

111

156

Meaningful Difference Salience Pricing
power

Future
Power

Belgian chocolate brand Pierre Marcolini may not 

be an everyday brand. Yet, it has created unique 

space for itself.

✓ Very strong on Difference

✓ Leading to a high pricing power and high 

potential to grow in future

Stands for 

something unique

132

Are 

creative

128
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Kantar BrandZ UK

I N  T H E  U K  S P O T I F Y  H A S  B E E N  A B L E  T O  L E V E R A G E  I T S  D I F F E R E N C E  A N D  I S  

J U S T I F Y I N G  I T S  P R I C E  T H R O U G H  I N N O VAT I O N  A N D  G R E AT  P R O D U C T  O F F E R I N G

Innovation

125
(+5)

Well Designed 

products

137 139

117
131

160

120

Meaningful Difference Pricing Power

+10%

+18%

Demand Power

Worth More

2020 2023 2020 2023

123
(+6)

AUDIO ENTERTAINMENT

2020 2023

40



CHALLENGE #3:  

IS YOUR BRAND 

DELIVERING VALUE 

BEYOND YOUR 

BUSINESS?

41
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T H E  I M P O R TA N C E  O F  S U S TA I N A B I L I T Y  T O  C O N S U M E R  B R A N D  D E C I S I O N  

M A K I N G  I S  C U R R E N T LY  S M A L L  B U T  I N C R E A S I N G  S T E A D I LY.

45
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E C O - A C T I V E S  A R E  B A C K  

A F T E R  A D I P  I N  2 0 2 2  A N D  

P R O J E C T E D  T O  G R O W !

47



B R A N D S  H I G H  O N  S U S TA I N A B I L I T Y  P R O V I D E  

A R E A L  E X P E R I E N C E  T O  C O N S U M E R S .  

97
111

Top brands on Sustainability are over-indexing on Experience

Bottom 30 Top 30

EXPERIENCE INDEX +14

Top/Bottom brands on sustainability 48



C O L R U Y T,  L E A D E R  I N  S U S TA I N A B I L I T Y

GROCERY RETAILERS 

  good example of a retailer trying to make a  difference “ tep by  tep”

175

129

148

263

Salience

Difference

Meaningful

Power

#1

#4

136

135

Sustainability

Purpose

Colruyt developed a concept of “ tep by  tep”.

Logos emphasize 4 pillars on which Colruyt is 

working:

- Health

- Society

- Animal well-being

- Environment 

Some examples:

- More sustainable 

packaging

-  ew range “Boni eco”

- Sustainable fishing

Experience Index

112
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J APA N E S E  B R AN D  T O Y O TA I S  O N E  O F  T H E  L E AD I N G  E N V I R O N M E N T  

F O C U S S E D  B R AN D S  D U E  T O  I T S  L E AD E R S H I P  I N  H Y B R I D S  &  I N  

H Y D R O G E N - B AS E D  E N E R G Y.

BrandZ data 2023: Japan - Cars

133
141 143

122

144

115

Sustainability
index

Environmentally
responsible

index

Treat
employees well

index

Deal fairly with
suppliers index

Socially
responsible

index

Properly
managed with
strong ethical

principles index

CARS

• Woven City: City planned by 

Toyota in which sustainability and 

mobility will be featured in the 

design. 

• Forest of Toyota: A major park 

that brings the environment alive. 

• Toyota-built taxis: created for the 

Special Olympics (sponsored by 

Toyota) that provide mobility for the 

handicapped that are still a large 

part of  okyo’s taxi fleet.
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CATALYST

WHAT IS RISING IN 

CREATIVE TRENDS?

54



Kantar Creative Effectiveness Awards 2023

#1 ESCAPE 

ROOMS

Creating other worlds 

through nostalgic 

escapism to digitally 

enhance high tech 

experiential journeys

#2 TOUCH 

MY SOUL

Emotions create 

memories, connecting 

with people through 

storytelling, sound and 

fully immersive 

experiences

#3 MAKE 

LIFE EASY

Simplicity in complex 

times, cleverly crafting 

your message and 

brand to strip out over-

thought complexity

#5 A BETTER 

WORLD

Advertising 

takes on 

social and 

environmental 

responsibility 

and does 

it with a strong 

sense 

of positivity

#4 YOU MADE 

THEM SMILE!

Bringing the 

fun back into 

advertising

with the return of 

humour 

to convey 

your messages 

whilst 

entertaining your 

audience

T O P I C AL  T R E N D S  W E ’ V E  S E E N  T H I S  Y E AR

55
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