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B R A N D  VA L U E  A C C O U N T S  F O R  A  S I G N I F I C A N T  P RO P O RT I O N  O F  A  C O M PA N Y ’ S  
T O TA L  VA L U E ,  A N D  T H E  C O N T R I B U T I O N  O F  B R A N D  I S  B E C O M I N G  I N C R E A S I N G LY  
I M P O RTA N T  I N  D R I V I N G  G RO W T H

T O T A L  C O M PA N Y  
VA L U E

Brand
Value^

30% 32%

2023 2024

B R A N D  V A L U E ’ S  
C O N T R I B U T I O N  T O  

T O T A L  C O M PA N Y  VA L U E

Other
Value*

^Brand Value = the $ value contributed to Total company value by BRAND
*Other Value = Factors NOT contributed by BRAND, including tangibles e.g. property, equipment, inventory, and intangibles e.g., distribution and promotions
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L U L U L E M O N
C O R O N A
P U L L  &  B E A R
M E R C A D O  PA G O
M O D E LO
F L I P K A RT
B R I TA N N I A
N I D O
A D P
S E R V I C E N O W
V M WA R E
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MEANINGFUL
D E L I V E R  R AT I O N A L  
N E E D S  A N D  M A K E  
A  S U P E R I O R  
E M OT I O N A L  
C O N N EC T I O N

DIFFERENT
D I F F E R E N T I AT E  
F RO M  OT H E R S  A N D  
L E A D  T H E  WAY

SALIENT
C O M E  TO  M I N D  
Q U I C K LY A N D  
E A S I LY I N  R E S P O N S E  
TO  N E E D S

T H E  M E A N I N G F U L , D I F F E R E N T, S A L I E N T  F R A M E W O R K
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GROWTH SUPPORTED 
BY BRAND IS  
POSSIBLE  IN B2B

Brand value 

+178% YoY

U S E  O F  A I  T O  E N H A N C E  C U S T O M E R  
E N G A G E M E N T  A N D  B R A N D  C O N T E N T  
C R E AT I O N
 

Nvidia 2024

Cisco

Intel
Samsung

Nvidia 
2020
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How Meaningful your brand is
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USA

Mexico 

China
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How Meaningful and Different your brand is

CLARITY &  
CONSISTENCY OF 
COMMUNICATION

Brand value 

$19,043M

‘ C O RO N A’ S  S U P E R P O W E R  I S  C O M B I N I N G  
T H E  F U N C T I O N A L  A N D  E M O T I O N A L  I N  
A N  I N T E G R AT E D,  D I F F E R E N T I AT E D  WAY.’
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2015
2017

2019
2021

2023
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How Meaningful your brand is

INCREASING 
RELEVANCE BUT NOT 
COMPROMISING 
ON PRICING

E X T E N D I N G  D E M A N D  W I T H O U T  
C O M P RO M I S I N G  O N  P R I C E
 

Brand value 

19%
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TikTok

YouTube

Snapchat

Facebook

Instagram 2023
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How Meaningful and Different your brand is

Instagram
2014

A COMMITMENT TO 
LONG TERM BRAND 
BUILDING

Brand value 

+93%

I N S TA G R A M  R E E L S  I N N O VAT I O N  =  I M P RO V E D  
M O N E T I S AT I O N
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WHICH OF THESE BRANDS 
IS THE MOST DIFFERENT?
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IT DOESN’T MATTER!
HOWEVER, IT IS ABOUT ESTABLISHING A PERCEIVED POINT OF 
DIFFERENCE AGAINST DIRECT COMPETITORS, IS CRITICAL.  I.E. 
RELATIVITY OF PERFORMANCE WITHIN CATEGORY, IS CRUCIAL 
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17,9%

15,6%

2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

D I F F E R E N C E  O V E R  T I M E  –  A N  O P P O R T U N I T Y !
P E R C E I V E D  D I F F E R E N C E  O V E R  T I M E  F O R  A  T Y P I C A L  B R A N D  I N  T H E  D A T A B A S E  I S  
D E C L I N I N G  –  A N  O P P O R T U N I T Y  F O R  T H O S E  W H O  C A N  T R U L Y  S E T  T H E M S E L V E S  
A P A R T .
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BRAND IS 
BECOMING 

INCREASINGLY 
IMPORTANT

GROWTH 
REMAINS 

POSSIBLE FROM 
ANYWHERE

THINK 
RELATIVITY, 
RELATIVITY, 
RELATIVITY!

T H R E E  K E Y  T A K E A W A Y S
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STRONGEST
BELGIAN BR ANDS2022



LOOKING AT THE TOP30 
STRONGEST BRANDS IN BELGIUM

Strongest brands Based on Demand Power 
Coverage: 23 categories and 300+ brands © Kantar 2024 | 21



Strongest brands Based on Demand Power 
Coverage: 23 categories and 300+ brands

#1 #2 #3 #4 #5

#6 #7 #8 #9 #10

Kruidvat

Apple iPhone

Booking.com

TuiLottoMichelin

Samsung ProximusCoca-Cola

Telenet 

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
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Strongest brands Based on Demand Power 
Coverage: 23 categories and 300+ brands

# 11 GOOGLE

# 12 NETFLIX

# 12 EUROMILLIONS

# 14 LOTUS

# 15 MCDONALD’S

# 16 LOCAL FRITKOT

# 17 ORANGE

# 18 LU

# 19 YOUTUBE

# 20 JUPILER

# 21 COLRUYT

# 22 COTE D’OR

# 23 SPA

# 24 BELFIUS

# 25 ZALANDO

# 26 FACEBOOK

# 27 WIN FOR LIFE

# 28 ROYAL CANIN

# 29 KBC

# 30 BNP PARIBAS FORTIS

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: 23 categories and 300+ brands

Top brands by REGION

# 1 SAMSUNG Mobile Phones

# 2 TELENET Communication Providers

# 3 KRUIDVAT Health and Beauty 
Retailers

# 4 COCA-COLA Soft Drinks

# 5 BOOKING.COM Travel & Holiday Agents

# 6 MICHELIN Tyre

# 7 TUI Travel & Holiday Agents

# 8 APPLE iPHONE Mobile Phones

# 9 PROXIMUS Communication Providers

# 10 LOTTO Gambling & Betting

NORTH - FLANDERS SOUTH - WALLONIA

# 1 SAMSUNG Mobile Phones

# 2 PROXIMUS Communication Providers

# 3 BOOKING.COM Travel & Holiday Agents

# 4 COCA-COLA Soft Drinks

# 5 MICHELIN Tyre

# 6 GOOGLE Information, News and 
Search

# 7 LOTTO Gambling & Betting

# 8 YOUTUBE Video Entrainment 

# 9 ORANGE Communication Providers

# 10 KRUIDVAT Health and Beauty 
Retailers

© Kantar 2024 | 24



T O P  3 0  B E L G I A N  B R A N D S  V S  G L O B A L  T O P  1 0 0
TOP 30 Belgian brands are higher on Meaningful Difference than Global Top100

136 136
160

MEANINGFUL DIFFERENT SALIENT

120 119
134

MEANINGFUL DIFFERENT SALIENT

Top 30 - BEL Top 100 - WW

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 …
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+8%

Change in Meaningful

C
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Growth

Decline

GrowthDecline

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

-5% +12%

+22%B R A N D S  T H A T  B E C A M E  
M E A N I N G F U L LY  
D I F F E R E N T  T O  M O R E  
P E O P L E  S AW  A  G RO W T H  
I N  D E M A N D  P O W E R  O F  
+ 2 2 %

© Kantar 2024 | 26



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

126 114

154

MEANINGFUL DIFFERENT SALIENT

136 136
160

MEANINGFUL DIFFERENT SALIENT

2020 2024

+10 +22

+6

M E A N I N G F U L  D I F F E R E N C E  I S  I N C R E A S I N G  O V E RT I M E ,  E S P E C I A L LY  D I F F E R E N C E  
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M E A N I N G F U L  D I F F E R E N C E  ( E S P E C I A L LY  D I F F E R E N C E )  G E N E R AT E S  
P O T E N T I A L  F O R  F U T U R E  G RO W T H

F U T U R E  P O W E R

90 85
103

128 128 120

Bottom 30 Top 30

+38 +43 +17

MEANINGFUL DIFFERENT SALIENT
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104

F U T U R E  P O W E R  I N D E X

96 101

115

How Meaningful your brand is
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Higher

Lower

HigherLower

B R A N D S  T H A T  A R E  
M E A N I N G F U L  A N D  
D I F F E R E N C E  H AV E  
M O R E  P O T E N T I A L  T O  
G RO W  I N  T H E  F U T U R E
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STRONGEST
BELGIAN BR ANDS2022LET’S LOOK AT 

SOME EXAMPLES



ALPRO LEVERAGE 
ITS  STRENGTH ON 
DIFFERENCE

O F F E R I N G  P L A N T - B A S E D  A LT E R N AT I V E S  T O  
D A I RY  P RO D U C T S ,  A L P RO  H A S  A  V E RY  C L E A R  
A N D  D I F F E R E N T I AT I N G  P O S I T I O N I N G .
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97
138

109

MEANINGFUL DIFFERENT SALIENT

D E M A N D  P O W E R F U T U R E  P O W E R

125 111

ALPRO LEVERAGES 
ITS  STRENGTH ON 
DIFFERENCE

A L P R O’ S  D E M A N D  P O W E R  I S  D R I V E N  BY  
D I F F E R E N C E ,  T H E  B R A N D  H A S  A L S O  S T RO N G  
P O T E N T I A L  T O  G RO W  I N  T H E  F U T U R E .
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CRISTAL’S  
RELAUNCH 
BOOSTED THE 
BRAND’S  
MEANINGFUL 
DIFFERENCE

C R I S TA L  H A S  R E P O S I T I O N E D  I T S E L F  A RO U N D  
S U S TA I N A B L E / L O C A L  E N G A G E M E N T  A N D  
N E W  P RO D U C T S  
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• Market share evolution source: Alken Maes
• Market Share evolution: H1 2024 vs H1 2023 – North of Belgium

*Market Share evolution 
2023-2024

+17%

CRISTAL’S  
RELAUNCH 
BOOSTED THE 
BRAND’S  
MEANINGFUL 
DIFFERENCE

W I T H  T H E  R E L AU N C H , C R I S TA L  WA S  A B L E  
T O  R E I N F O RC E  I T S  M E A N I N G F U L  D I F F E R E N C E  
A N D  S H O W S  G RO W T H  I N  M A R K E T  S H A R E
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121 122 132

MEANINGFUL DIFFERENT SALIENT

122 106
138

MEANINGFUL DIFFERENT SALIENT

KBC AND BELF IUS  
ARE STRONG 
MEANINGFUL 
BRANDS

K B C  A N D  B E L F I U S  A R E  B O T H  V E RY  S T RO N G  
O N  M E A N I N G F U L ,  B U T  K B C  S H O W S  A  M U C H  
H I G H E R  D I F F E R E N C E …
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D E M A N D  P O W E R F U T U R E  P O W E R

189 116

D E M A N D  P O W E R F U T U R E  P O W E R

201 108

KBC AND BELF IUS  
ARE STRONG 
MEANINGFUL 
BRANDS

… W H I C H  G I V E S  T H E  B R A N D  A  S L I G H T LY  
H I G H E R  P O T E N T I A L  T O  G RO W  I N  T H E  F U T U R E
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K A N T A R ’ S  B L U E P R I N T  F O R  B R A N D  G R O W T H  
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Top 30 vs Bottom 30 on brand power

TO BUY 

255
demand power index

169
Global top100

TO PAY THE RIGHT PRICE

112
pricing power index

01 02

T O P  3 0  B R A N D S  I N  B E L G I U M  P R E D I S P O S E  M O R E  P E O P L E …
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Top 30 vs Bottom 30 on brand power

01
TOP BRANDS HAVE HIGH 
PRICING POWER 

93%
OF THE TOP30 BRANDS HAVE 
A HIGH PRICING POWER

02
BRANDS WITH HIGHEST 
PREDISPOSITION HAVE

+26%
ABILITY TO CHARGE 
MORE IN THE FUTURE

B R A N D S  G RO W  BY  M E A N I N G F U L LY  D I F F E R E N T  T O  M O R E  P E O P L E
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STRONGEST
BELGIAN BR ANDS2022LET’S LOOK AT 

SOME EXAMPLES



MEANINGFUL 
DIFFERENT BRAND 
ROYAL CANIN IS  
ABLE  TO CHARGE 
MORE

R O Y A L  C A N I N ,  A S  O N E  O F  T H E  L E A D E R S  
I N  T H E  M A R K E T,  I S  PA RT I C U L A R LY  S T RO N G  
O N  B O T H  M E A N I N G F U L  A N D  D I F F E R E N C E …
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MEANINGFUL 
DIFFERENT BRAND 
ROYAL CANIN IS  
ABLE  TO CHARGE 
MORE

… A N D  A B L E  T O  J U S T I F Y  I T S  P R E M I U M  
P R I C E
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MICHELIN IS  THE 
STRONGEST TYRE 
BRAND IN BELGIUM

M I C H E L I N  I S  B Y  F A R  T H E  M O S T  
M E A N I N G F U L LY  D I F F E R E N T  A N D  S A L I E N T  
T I R E  B R A N D  I N  T H E  M A R K E T
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MICHELIN IS  THE 
STRONGEST TYRE 
BRAND IN BELGIUM

T H U S  M I C H E L I N  I S  A B L E  T O  J U S T I F Y  
I T S  P R E M I U M  P R I C E  
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DIFFERENCE ALONE 
IS  NOT ENOUGH

B O T H  T E S L A  A N D  B M W  A R E  V E R Y  S T R O N G  
O N  D I F F E R E N C E ,  Y E T  B M W  I S  M U C H  M O R E  
M E A N I N G F U L …
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DIFFERENCE ONLY 
IS  NOT ENOUGH

…  T H U S  B E T T E R  A B L E  T O  J U S T I F Y  
I T S  P R E M I U M  P R I C E .
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Base: 181 brands in T100 or category rankings 2024
Share surrogate: bought last/use most often
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85%

40%

Top 30 Bottom 30

Conversion: secured share / demand power share

ABIL IT Y 
TO CONVERT

TOP 30 Belgian brands 
have a much higher 
ability to convert 
predisposition into 
actual sales.

W H AT  A B O U T  B E L G I U M ?
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STRONGEST
BELGIAN BR ANDS2022LET’S LOOK AT 

SOME EXAMPLES



JUPILER MANAGES 
TO ATTRACT 
CONSUMERS FROM 
OTHER BRANDS

C L E A R  V I S U A L  I D E N T I T Y ,  B R O A D  
D I S T R I B U T I O N  A N D  H U G E  V I S I B I L I T Y  H E L P S  
T H E  B R A N D  T O  C O N T I N U E  L E A D I N G  T H E  
M A R K E T
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JUPILER MANAGES 
TO DISTRACT 
CONSUMERS FROM 
OTHER BRANDS

J U P I L E R  I S  O N E  T H E  C H A M P I O N S  
O N  “ B E  M O R E  P R E S E N T ”
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LOTTO IS  
PARTICULARLY 
PRESENT IN 
BELGIAN L IVES

T H I S  H I S T O R I C A L  B R A N D  D R I V E S  I M P A C T  
A C RO S S  M U LT I P L E  T O U C H P O I N T S  AT  K E Y  
M O M E N T S
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LOTTO IS  
PARTICULARLY 
PRESENT IN 
BELGIAN L IVES

L O T T O  I S  A  G R E A T  E X A M P L E  O F  H O W  
B E I N G  M O R E  P R E S E N T  H E L P S  T O  S U S TA I N  
V O L U M E  S H A R E
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LOTUS IS  PRESENT 
FOR MULTIPLE  
OCCASIONS 

W I T H  A  V A R I E T Y  O F  C O N S U M P T I O N  
O C C A S I O N S ,  
AT  H O M E  O R  O U T  O F  H O M E ,  T H E  B R A N D  
I S  V E RY  P R E S E N T  I N  B E L G I A N  C O N S U M E R S ’ S  
L I F E
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LOTUS IS  PRESENT 
FOR MULTIPLE  
OCCASIONS 

L O T U S  S H O W S  A  S T R O N G  D E M A N D  P O W E R ,  
T O G E T H E R  W I T H  A  H I G H  V O L U M E  S H A R E
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High penetration = brand bought last > 25%

F UT UR E  
P OW E R  
I N D E X

114 

101 

High penetration Lower penetration

Brands with higher 
penetration show 
more potential to 
grow in the future.

W H AT  A B O U T  B E L G I U M ?
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STRONGEST
BELGIAN BR ANDS2022LET’S LOOK AT 

SOME EXAMPLES



Spa 
Fountain

Derived
products

SPADEL MANAGES 
TO F IND NEW 
SPACES THANKS 
TO INNOVATION

U S I N G  I T S  E C O P A C K  A S  A  S T A R T I NG  P O I N T,  
S PA D E L  I S  A B L E  T O  E N T E R  N E W  M A R K E T S
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SPADEL MANAGES 
TO F IND NEW 
SPACES THANKS 
TO INNOVATION

W I T H  T H E  H I G H E S T  P E N E T R AT I O N ,  
T H E  B R A N D  A L S O  S H O W S  A  S T RO N G  
P O T E N T I A L  F O R  F U T U R E  G RO W T H
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BOOKING KEEPS  
ON EXTENDING 
ITS  OFFER

W I T H  T H E  A D D I T I O N  O F  M U L T I P L E S  O F F E R S ,  
B O O K I N G .C O M  I S  N O W  T H E  L E A D E R  O F  T H E  
T R AV E L  A N D  H O L I D AY  B O O K I N G  W E B S I T E S
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BOOKING KEEPS  
ON EXTENDING 
ITS  OFFER

B O O K I N G . C O M  H A S  B Y  F A R  T H E  H I G H E S T  
P E N E T R AT I O N  I N  B E L G I U M , W I T H  A  S T RO N G  
P O T E N T I A L  T O  G RO W  I N  T H E  F U T U R E
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LEONIDAS IS  
STRETCHING 
ITS  POSIT IONING

L E O N I D A S  I S  S T R E T C H I N G  I T S  P O S I T I O N I N G  
O F  “ M O M E N T S  O F  H A P P I N E S S ”  A N D  G I F T I N G  
T O  “ M Y  S M A L L  M O M E N T S  O F  H A P P I N E S S ”
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LEONIDAS IS  
STRETCHING 
ITS  POSIT IONING

L E O N I D A S  H A S  B E E N  A B L E  T O  I N C R E A S E  I T S  
P E N E T R AT I O N  O V E R  T I M E
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Meaningful 
Difference is 
becoming 
increasingly 
important for 
brand growth

Difference is a key 
differentiator of 
growth

Brands with highest 
predisposition have 
ability to charge 
more in the future

Brands grow 
by being 
Meaningfully 
Different to 
more people

It is important for 
any brand to be 
‘More Present’ 
where consumers 
are choosing and 
using Category

Growth is 
achievable 
from anywhere 
 Find New 
Space

The most valuable 
brands are less 
reliant on 
Activations

Brands with higher 
penetration show 
more potential to 
grow in the future

K E Y  L E A R N I N G S
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EXPLORE BRANDSNAPSHOT POWERED BY BRANDZ
KANTAR.COM/MARKETPLACE/BRANDSNAPSHOT

POWERED BY BRANDZ
BRAND SNAPSHOT

https://www.kantar.com/marketplace/solutions/brand-insights/brand-equity-snapshot
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Get in touch
Isabelle Mérillou
Managing Director
Kantar Insights Belgium
isabelle.merillou@kantar.com

Sana Hussain
Account Director
Kantar Insights Belgium
sana.hussain@kantar.com
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