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TACKING 6-7 R

"JEWELR Yae

y CHARMS 8-9 "Look for the Silver Lining”
BAR & SHIELD 10- '
0-12 MOD Jewelry, Inc. is proud to be a part of the

LADY HARLEY 13 Harley-Davidson® Family of licensees. We are
inspired by Harley-Davidson designs of the

FLAMES 14-15 past, present and future to create jewelry as

SKULLS 16 unique as the Harley-Davidson rider. We have
something to offer everyone with our timeless

ARCHIVE 17 and classic designs as well as our fashionable
“must-have” collections.

FAT BOY 17

TOOL 18 At MOD Jewelry we are known for our quality
and durability. All of our jewelry is handcrafted

WINGS 18 in sterling silver and features leather, enamel,
gemstones and 10K gold accents. Sterling

ROAD 19 Silver is a beautiful precious metal, known

SIGNATURE 20 for its. 'reﬂective : qualit'y' as well as Iasfing»
durability. Manufacturing in sterling silver

GEMS 21-23 also allows us to bring you quality jewelry at a
reasonable cost.

DRU PROGRAM 24 :

Contact

USA EUROPE

P 949 852 0555 P 49 0 6192 955 395

F 949 852 0995 F 4906192 955397

E usasales@modjewelry.com E info@nudnik24.com

JAPAN GLOBAL

P 81 35770 4400 P 61 75504 5261

F 81 3 5770 4401 F61733196178

E info@modjapan.com

E intsales@modjewelry.com

View our entire collecti_on online at

www.modjewelry.com

2 | FALL/WINTER 2005




CUSTOM PROGRAM

MOD Jewelry, Inc. is proud to offer custom desrgned sterling silver ]ewelry to
Harley-Davidson Dealerships.

MOD Jewelry will create custom jewelry designs based upon your dealership’s logo and custom artwork.
Custom jewelry can commemorate your dealership’s special events and anniversaries. Your-custom jewelry reflects
the uniqueness of your dealership and will become collectable to your customers.

MOD Jewelry designs and manufactures custom Charms, Key Chains, Necklaces, Bracelets, Belt Buckles and
Earrings; all manufactured in Sterling Silver. You can add gemstones, colored enamel, leather and accents of
10K gold to your custom jewelry collection.

Exarnples of Dealership Custom Jewelry

ROUTE 66 HARLEY-DAVIDSON TEXAS HARLEY-DAVIDSON

<
A REEY- DAL S aMed

" Source Artwork Flnlshed Product ) : Source Artwork akinished Product

PACIFIC HARLEY-DA\!IDSON

‘Source Artwork Finished Product

LAS VEGAS HARLEY DAVIDSON

Finished Product Finished Product

= .
4 Purce Artwork

Hpde L
(s

Contact your MOD Jewelry Representative or visit our website to learn more about our Custom Jewelry Program.
. www.modjewelry.com/custom-orders -

~

. e

WWW.MODJEWELRY.COM | 3
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“Legend” Slogan “Live to Ride” Slogan B&SwW/CZ B&S w/Garnet H-D Heart Skull Flame
Stacking Ring Stacking Ring Stacking Ring Stacking Ring Stacking Ring Stacking Ring

HDR0132 HDRO133 HDRO134
Heart Flame B&S Bike Chain Bolt “Live to Ride”
Stacking Ring Stacking Ring Stacking Ring
. HDRO135 HDRO136 HDRO137
Stacking Rings and Bracelets are designed to be worn Gear w/B&S Charm Bike Chain w/Fat Boy Gear w/H-D Heart
Stacking Ring Charm Stacking Ring Charm Stacking Ring }§

in multiples. All of the pieces fit together so they can be
worn side by side. Dealerships can buy into the
entire collection so the customer can

create their own custom mix of styles.

D &

HDRO156 HDRO157 HDR0158

Gear Hoop Earrings Filigree Hoop Earrings Bike Chain Hoop Earrings

w/B&S Charm w/Gold B&S Charm w/Fat Boy Charm

HDRO159 ' HDRO160

Spike Hoop Earrings Filigree Hoop Earrings -
w/SkullLogo Charm w/H-D Heart Charm

.

6 | FALL/WINTER 2005




HDB0160 ] HDBO0161
B&S w/"Live to Ride” Stacking Bracelet Fat Boy w/Ball Stacking Bracelet

HDB0162 | HDB0163
Skuill w/Spikes Stacking Bracelet B&S w/Garnet Stacking Bracelet

HDB0164 o HDB0165

H-D Heart w/Flames Stacking Bracelet : . Skult w/ Flames Stacking Bracelet

HDBO166 . v HDB0167 ‘ S HDBOi68 =
Bike Chain w/B&S Stacking Bracelet ) Gear w/B&S Charm Stacking Bracelet . .Bike Chain w/Fat Boy Charm Stacking _Bj;ac_‘elét



CHARMS _

" MTDR
RARLE-OAIDSI
“QlLEZ "

HDCO0005 » HDC0006 HDC0007 HDC0008 HDC0009
B&S Charm Outline B&S Charm Fat Boy Charm Skull Logo Charm B&S Bell Charm

iR
, , A
HDC0011 HDC0012 HDC0013 _HDC0014 HDC0015 HDC0016 |

Eagle Charm ‘Double Piston Charm ~ Leather Jacket Charm Motorcycle Charm H-D Spark Plug Charm H-D Wheel Cha'rm
w/B&S w/B&S ) w/B&S : . . i

HDCO0017 HDC0018 HDC0019 HDC0020 HDC0021 HDC0022
Shock Charm Moving H-D Piston Charm Spinning B&S Charm  H-D Motorcycle Boot Charm Gas Tank Charm H-D Helmet Charm
w/B&S ' ) w/Red Flames w/Flames .

OFFICIAL LICENSED PRO
P L ... = oo
S - - P

HDC0004
Starter Bracelet

HDC0023
Oid Motorcycle Charri

- w/Moving Wheels

All of the charms in'the collection feature a strong lobster clasp .
so they can easily and securely attach to our Harley-Davidson
starter bracelet or even a necklace chain.

8 | FALL/WINTER 2005’




CHARMS

Front/Back Front/Back Front/Back ‘ Front/Back Front/Back

HDC0024 HDC0025 HDCO0026 HDC0027 HDC0028
January Birthstone February Birthstone March Birthstone April Birthstone May Birthstone

w0l DRE™
(HARLEVIR @ @ @ o
TR 7J
Front/Back front/Back Front/Back Front/Back . Front/Back
HDC0029 ' HDC0030 ~ HDC0031 HDC0032 _ - HDCO0033
June Birthstone July Birthstone . August Birthstone September Birthstone October Birthstone

NOTUR il P z.
MR- 2o s e]  [HREHK © 05 o |

WA WA

Front/Back " Front/Back Front/Back ' Front/Back

HDCO0034 HDCO0035 HDC0036 . HDC0037 HDC0038
November Birthstone December Birthstone Lady Harley Charm Harley Diva Charm Harley Rose Charm

i I Open/Closed
HDC0039 - HDCO0040 HDC0041 HDC0042 HDC0043

Flame HeartCharm Red Heart Charm Swinging Locket Charm Skull Key Charm Bar & Shield Key Charm

'WWW.MODJEWELRY.COM | 9




HDN0092
B&SLlogoon. *

gy

HDT0007

HDT0005 - HDT0006 o
e 4 Wire B&S Logo ) ThickB&SLogo CZB&SLlogo

ToeRing = - * Toe Ring ToeRing

i

"

RARLEY-DVIDSON

HDA0002
Anklet w/B&S
Logo Charms

HDA0001
B&S Logo
Anklet Chain

—

k.

‘?Eﬁw::%
7

HDRO106 HDRO0108 HDROO67 - HDRO117 HDRO118

Smali B&S Logo Ring Large B&S Logo Ring B&S Ring w/Skull Detail Large Flat : Cigar Band.

Bar & Shield Logo Ring Bar&Shield Ring

/’_—_\\ . X . B -
- - ' : / - o :
e HDBO115 , (-~ HDBOE3Z -
4 / Leather Bracelet ; A Leather Bracelet AN
w/B&S Logo é? ! w/B&S Clasp

HDB0143
Snake Bracelet
w/B&S Logos

HDBO0138
B&S Logo Chain
Bracelet

HDBO0132
Bracelet w/B&S p
LogoClasp -




\J
B HDE0133
B&S Heart
Leverback Earrings

HDN0072
B&S Heart Necklace

HDE0088 HDEO085 HDE0087 HDEQQSO
B&S Logo Earrings B&S Logo Post Open 8&S Logo OpenB&Slogo
Earrings Post Earrings Earrings

HDZ0007
Oval B&S Logo Belt Buckie -

HDBO147  FXiN7 2 _HDBO136
Chai il . RPERNEY ; valLink .
Braa'r?‘:‘eatl ,\gfa:‘ X Bracelet




BAR&SHIELD

LA

HDE0137 HDEO138 » HDEQ139 - . HDEO0140

15mm Hoop Earrings 25mm Hoop Earrings M}nmﬂoop Earrings 45mm Hoop Earrings
w/B&S Logo B - w/B&S Logo

=t
Y
. -

HDE0148 A
Hoop Earri //(
w/B&S Logo-Qufiffie
52

-

_.,..,HDEOO55 .
'3'Hoop Earrings w/B&S Logo

pord

= A HDBO0158
/Round_Link Bracelet w/B&S Charms

DV

TRUE-DAYIRSIA

HDNO105
Round Link Necklace w/B&S Charms

12 ] FALL/WINTER 2005




YR e

HDN0099
Tribal Winged .
Heart Necklace

HDRO110 . HDEO150
Ladies Tribal +°  Tribal Heart
. HeartRing . Earrings w/B&S

y HDZ0009
M Ladies Tribal Heart
/ Belt Buckle

HDRO119
B&S Rose Ring

HDRO111
Winged Heart Earrings R Winged Heart Ring

‘\1, |
' v R
HDNO100 >
3 Winged Heart Necklace

g A e
|

s

PN

HDB0159
B&S Rose Bracelet

;‘?\'i- " .7

nw e ) N1 @

A N fé\:’j% TERLEY-OAVIORER) &
/ LY e

HDEO155

B&S Rose Earrings

oToR P (_}

THARLE

V-DAVIDSONER XS 7

e —

R
S S22

HDNO0106

B&S Rose Necklace,

e
~
.

LRLEY-DAVIDSOY
K ..Eifrf‘u/s;ﬁ/,

7.

A T T Vi e R o ¥



FLAMES

MOTORD.
 [HARLEY-DAVIDSON)

HDBO0145
Flame Cuff Bracelet
withB&StLogo

HDEO0142
Flaming B&S Post Earrings

HDZ0002
“live to Ride” Silver Bell

HDE0149
Flame Disk Earrings
- withB&S Logo

HDRO107
HDRO0100 Flame Dome Ring with B&S Logo

Ring with Red Flames

& B&S Logo
HDT0004 ‘ .
: HDRO105
Flame B&S Logo Toe Ring Band Ring with Red
Flames & B&S Logo ' HDEO134

B&S Flame Hoop Earrings

HDE0080 : _ HDEO0O032R

. 20mm Round Flame B&S Ruby Hoop Earrings
o Hoop Earrings . withFlames
: HDE0077 :
* 30mm Round Flame

Hoop Earrings

T4 | FALL/WINTER 2005




HDBO0149
A Ladies Flame Link
HDNO0102 . . . Bracelet with B&S
Flame Link Necklace :
with B&S Logo

HDB0150

Mens Flame Link
Bracelet with B&S

(AL s X
S

HDNO0097
Flaming Heart
B&S Necklace

HDB0148
Flaming Heart
Bracelet

HDEO152

Flaming Heart Earrings

WWW.MODJEWELRY.COM | 15



. “ HDB0O078
Small Skull Cuff Bracelet
w/Flames

HDN0030
_ Large Skull Logo
Necklace

. HDRO0061
Skult Ring w/Thick Flames

HDE0102'
Skull Logo Post Earrings

HDRGO060
Skull Ripg w/Flameas

HDZ0005
Skull Logo Belt Buckle

HDBO0O75
Skull Caff Bracelet w/Flames




HDZ0014
Harley-Davidson Two Part
Belt Buckle

HDBO0O154
Leather Bracelet w/Oval H-D Logo

HDBO156
H-D Logo iD Style Mens
Bracelet '

HDBO0157
H-D Logo ID Style Ladies
Bracelet

e e e RS SX
L% e e e : 2T

RN ey
e

HDZ0015 HDZ0016
Bar & Shield Money Clip . Fat Boy Money Clip

HDR0090
Fat Boy Scroll Ring

HDEG086
Fat Boy Logo Post Earrings

HDEQ089

FatBoy Logo leverback HDR0OO065
Earrings * Fat Boy Logo Signet Ring

W.MODJEWELRY.COM |



K

o X %R‘Hw’

HDB0129 ™~ of SR RSERNE L

Harléy-Davidson ‘ 3 o 2 R -.\__HDN‘OOQ
G CisT b ﬁarlgy—ﬁaviﬁgg

Wrench Necklace

_ HDEO144
" B&SLogo Earrings
;' w/Motorcycle Charm

- HDROO089
Bike Chain Ring
= W/B&S.Logo "

24

HDED123 -
Eagle Wing Bracelet
w{B&S Logd HDR0104
i Eagle Wing Ring w/B&S Logo

& . HDTO0003
Wiqg;ed B&S Logo Toe Ring




HDRO113
Exhaust Pipe

Ladies

Y DADSU)

IR
-D Racing

H




SIGNATURE

HDR0102
Band Ring with . T 3 e
“Live to Ride, Ride to Live” g RN v — 3 HDB0070
i . b, Harley-Davidson
Script ID Bracelet

- HDR0086
Harley-Davidson
- "Script Band Ring:

HDB0106
Harley-Davidson* *
Sciipt 1D Style Bracelet-

il

HDZ0013

Harley-Davidson Signature
Belt Buckle

‘Harley-Davidson Signature
777 Necklace R

20 | FALL/WINTER 2005




\X

HDB0122
Garnet Bracelet
and B&S Logo

HDE0124 GA
Garnet Post Earrin
w/B&S Logo

“* 'HDN0079 GA

B&S Logo w/Garnet Stone
Necklace

HDEO124 AM

Amethyst Post Earrings
w/B&S Logo

\Uiw

. i

ARLEDAISONY
1LES,

SN 4

'HDN0080
Garnet Necklace
w/B&S Logo

HDEO125
B&SLogo EArrings
w/Garnet Dangle

HDEO145
B&S Logo Earrings
w/Amethyst Stone

WWW.MODJEWELRY.COM | 21




HDE0147 .
Ambgr Hoop Earring’s

w/B&Slogo

HDNO095
Amber Filigree Necklace
w/B&SLogo ' -

HDEO141
B&S Logo Earrings
w/Amber Stone

HARLEY:DAVIDSON] &
HDBO146 . %
Amber Filigree Bracelet "R P SE

w/B&S Logo

'HDRO098A
Filigree Ring w/Amber
-&10K Gold B&S-Logos

~ HDEO146
Amber Hoop Earrings
w/B&sS Logo

HDBO144
Hanging Pearl Bracelet
w/B&S Logo Clasp .

_ HDEO0143
B&S Earrings . :
w/Pearl D’rq_ps, e




HDEO154
Earrings
w/Lapis B&S Stone

HDNO0101
Necklace w/Lapis B&S Stone

HDZ0012
Bolt Cuff Link

’ w/Lapis B&S Stone
HDRO112

Mens Ring w/Lapis B&S Stone

BLACK ONYX AT

-7 <7 3
/,A/»::J‘, - A N T\/\\,\
J' o 'b\.‘
ol RS |
oo - HDNO0098
h B
PRER HDN0084 MEERNRN  Black Onyx
oo Black Onyx Necklace ! N Winged B&S Necklace
R w/B&S Logo Drop . \

FARLEY DAVIDS

} HDRO0046 -
Black Onyx B&S Stone Laser Etched

HDBO153

Bracelet
w/Lapis B&S Stone

HDEO128
_B&S Earrings
‘w/Long Black Onyx Drop_

HDBO135 | .

Winged B&S Logo S
w/Black Onyx Beads 7




D.R.U. I'Iilll'ill'l\M'S'ﬂ~

B

HARLEY-DAVIDSON ]

OFFICIAL LICENSED PRODUCT
T T R —

. PUNRT L EE R e Tyt ‘:'1
ol e e e
| BE L PR e wm -
B B
co 20 o0 o
T B
L f\ ./\
%.%0.08B R

HDZ0005A

rr-&‘Q)

)
A :
“ﬁ gm‘i‘

\1}3 § ) i 2 Skull belt buckles with POP
A e — = g“ iq—

?g cy Y00 gk

LA “,E R s He N - o

3, Py < TEWFLR Y,
i A VTN
& L‘:"'J‘ :') 5

L

HDERTRD ' ~~ HDRSKULLD

Oneof each of our most popular earrings plus 36 of our most popular skuli ring sizes! 36 Assortment Packs of our most popular ring
20 of our best selling toe rings!

. < Our Display Ready Units provide your dedlership with a qu{gk agc/l/ _
b \ " K £ // _ practical way to display and sell your MOD OLP Jewelry. ‘

JEWE L R Yue

"Look for the Silver Lining”  You are also welcome to create your own DRU by buying enough items to

e d

Our DRUs feature best selling items for your convenience. ...

fill either the ring or earring DRU and we will give you the display for free!
HARLEY-DAVIDSON Eighty earrings and toe rings will fill the tall spinning DRU and 36 r,ngs

!

OFFICIAL LICENSED PRODUCT ] - will fill the ring DRU. J ’

/
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"Look for the Silver Lining”

i OFFICIAL LICENSED PRODUCT © .. ‘ STERLING SILVER JEWELRY
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WELCOME

MOD Jewelry, Inc. is proud to be a part of the Harley-Davidson® Family of licensees. We are
inspired by Harley-Davidson designs of the past, present and future to create jewelry as unique
as the Harley-Davidson rider. We have something to offer everyone with timeless and classic
designs as well as fashionable “must-have” collections.

At MOD Jewelry we are known for our quality and durability. All of our jewelry is handcrafted
in sterling silver and features leather, enamel, gemstones and 10K gold accents. Sterling
Silver is a beautiful precious metal, known for its reflective quality as well as lasting durability.
Manufacturing in sterling silver also allows us to bring you quality jewelry at a reasonable
Cost.

CUSTOM PROGRAM

Our custom jewelry program provides a one size fits all alternative to other custom programs
for dealerships. Riders are collecting charms as they hit the road so make sure you have one
to offer them.

The custom jewelry program is not limited to charms alone. We can create Key Chains, Money
Clips, Necklaces, Bracelets and even Buckles. Celebrate a special event or commemorate an
important anniversary with custom jewelry from MOD Jewelry.

PHONE :
FAX 61733196178
EMAIL  INTSALES@MODJEWELRY.COM

MODJEWELRY.COM| 3
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T
o
HONOOSO -

" HDNo126 B0* HONOWZZGY DA
NEW[ITEM NEW,1TEV EER

| o (f | !
HDZ0017*; - - HDZ0020* HDZ0022*
NEWITEM NEW, ITM QNEWHTEM
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BAR & SHIELD

HDEO139

HDEO137 .
15MM HOOP EARRINGS 25MM HOOHee S W/B&S 35MM HOOP EARRINGS
W/B&S LOGO S W/B&S LOGO
HDEO140
A 00P EARRINGS W/B&S
1L0GO

% S
LS/

£ HoBotsg* HPEOO5S HDE0148
OUND LINK BRACELET 3 HOOP EARRINGS HOOP EARRINGS
W/B&S CHARMS W/B&S LOGO W/B&S LOGO OUTLINE

* H-D CHARMS CAN BE ADDED TO
THESE ROUND LINK NECKLACES
&BRACELETS FOR A DRAMATIC LOOK

HDNO105*
ROUND LINK NECKLACE
vﬁ“ , W/B&S CHARMS
ERTND g
\!W §

MODJEWELRY.COM |7 -
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e

~ HDB0138 173 o 10R ) . HDNOTOS
BSLOGO CHAINBRACELET ~ BFF M2 , - HEAVYLNKCRANNECKLACE iy
73 e W/ LARGE B&S PENDANT - fomeit

B
fﬂﬁﬁlEV‘fﬂﬂvaﬂﬂ g
CRYEES

» HDBOM1S ‘ HDBO133 . . S gy .
LEATHER BRACELET W/B&S L0GO_ LEATHER TWIST BRACELET W/B&S CLASP . a BRACELET W/B&S LOGOTLASP

L HOBOWT - T Hosow HDEO133
* CHAINMAIL BARCELET. T HEAVY BRACELET W/BBSBUCKLE  B&S HEART LEVERBACK EARRINGS

HDAOOO]
B&S LOGO ANKLET CHAIN

HDAODG2 o - HDZ0007
ANKLET W/BBS L0GO CHARMS . OVALB&SLOGO BELT BUCKLE

8 | SPRING/SUMMER 06




& SHIELD

HDRO117
LARGE FLAT BAR & SHIELD LOGO RING

HDT0006 HDTOOO?
THICK B&S LOGO TOE RING (7 B&S LOGO TOE RING

*’;;%ﬁ\
3
HDT0002 HDT0005

B&S LOGO TOE RING WIRE B&S LOGO TOE RING

B e e

i

MODIJEWELRY.COM '9/
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LADY HARLEY®

HDEOT61 HDR0138
DECO EARRINGS W/ WHITE (Z B&S LOGO DECO RING W/ WHITE (Z B&S 10GO

HDN0100 — . o
WINGED HEART NECKLACE s ]

MODJEWELRY.COM |11




LADY HARLEY®

R

Our hand carved rose collection features
| 3D roses in bloom with faceted red garnets
' R RCRE

. HDNOtOS .
B&SROSENECKLACE ~ ~

NOSCIATD-AVTHYA
ZuuiDe)

12 | SPRING/SUMMER ‘06 ;
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SIGNATURE

" HDROIO2 - el TR _ i :
. . BANDRINGWITH .. T ST , == ‘ - HoZOOB
“LIVE TORIDE, RIDETOLVE" - Vi L ‘ JLEY-DAVIDSON SIGNATURE BELT BUCKLE.

4

MODJEWELRYCOM | 3
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~ HDEOIZ3 6
GARNET CLUSTER EARRINGS

~ GARNET STONE CLUSTE

GARNET STO

HDB0180 G

HDEO145
B&S LOGO EARRINGS
W/AMETHYST STONE

HDBO144
FRESH WATER PEARL BRACELET
W/B&S LOGO CLASP

MDE0143
DPENNON £ . PEARL EARRINGS

14 | SPRING/SUMMER ‘06




BN0126 BO
! ONE (LUSTER NECKLACE

cande!

 ETETERD §
S

" HDEOI7380
BLACK ONYX CLUSTER EARRINGS

HDB0180 BO
wBLACK ONYX STONE CLUSTER BRACELET

HDB0122
GARNET BRACELET
’ . AND B&S10GO
HDNOOYH
AMETHYST NECREREH

W/LEATHER COR HDEO125 :
L B&S LOGO EARRINGS

W/GARNET DANGLE

MODJEWELRYCOM| 15



1 Blue Lapis has bég stone since

i silver specks. |
Our Blue Lapis B&S colle:
: dresseq up or dresse | dovy_n wit jea - HONO1O1

- stone is durable encugh to be worn ¢ S NECKLACE W/LAPIS B&S STONE

HDB0153

B&SS
NG W/LAPIS B&S STONE BRACELET W/LAPIS B&S STONE

HDZ0012

BOLT CUFF LINK W/LAPIS B 2 PARTBELT B

16 | SPRING/SUMMER ‘06



HDRO144
MENS FAT BOY RING

0123
BOY NECKLACE

HDZ0022
FAT BOY BELT BUCKLE

FATBOY LOGO

o HDZ0114
\HARLEY-DAVIDSON 2 PART BELT BUCKLE

HDZ0016
FAT BOY MONEY CLIP

FEA O L O

HARLEV-DAVIDSON

=

MODJEWELRY.COM |17



LAMES

e

The Flaming Heart collection is an instant
classic. The simple iconic design is the right
mix of tough and sweet and inspires
compliments all around.




ol S5y HON0102 " UTD.
, . , : FLAME LINK NECKLACE WITH B&S LOGO ~
HOBONYY S HHARLEY-DAV

LADIES FLAME LINK BRACELET WITH B&S

HDB0150
MENS FLAME LINK BRACELET WITH B&S

POTOR
THGLEV-OMIOSON,
(S i - S

>

HDZ00
“LIVETO RIDE" SIEE

MODJEWELRYCOM |19
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®
"

t addition to the skull collection
o beveled flames and a domed
Be black enamel adds a high

liched silver.




SxcLES

HARLEY
2
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TOOL & ROAD

HARLEY-DAVIDSON-WRENCH BRACELET

L .ﬁ’r--““"""" V

e
ol
=
-]
=
©x
]
J
=)
S
2
(=]
—
>
-3
ha
(=%
grup
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SOUTH WEST

collection for men and ladj
inspired by the beautiful de

B8 THWEST MENS NECKLARS

-HONOT2S -
SOUTHWEST LADIES NECKLACE

© HDZoOM4
SOUTHWEST LADIESBUCKLE .

~ HDRO104. .
EAGLE WING RING
W/B&S LOGO

boeors R - B _ e
FIRINGS HOLDING - BaS! N/EAGLER SN Y : . - HDT0003

MODJEWELRYCOM | 23 ﬁ,




HARLEY" JR.

Here is a colle

2

HONOT11 HDNOT12

.~ NECKLACE W/ PINK ENAMEL .. - NECKLACE W/ “"HARLEY ANGEL”
CLIUBRSHEART.. - S 8 WINGEDBRS

woie HONOTT7 ~ Honomis
NECKLACE W/ROUND PENDANT . - NECKLACE W/ ROUND PENDANT NECKLACE W/ DOG TAG PENDANT
* BLUE“HARLEY BABY" " & PINK “HARLEY BABY” : ”WILQ.(HILD”

HDRO139

HDR0O142
ADJUSTABLE RING ADJUSTABLE RING
W/ RED ENAMEL B&S HEART

W/ "HARLEY-DAVIDSON" & B&S

24 | SPRING/SUMMER 06




HARLEY” JR.

EARRINGSS

HDEOIGT " HDEOT66
00P EARRINGS W/ PURPLE ENAMEL B&S HOOP EARRINGS W/ PINK ENAMEL B&S

HDEQIE3 . HDEO162
IR £0ST EARRINGS W/ PURPLE ENAMEL B&S POST EARRINGS W/ PINK ENAMEL

BRAGELETS

HDBO73
CHAIN BRACELET W/ PURPLE ENAMEL H-D HEARTS

HDB0172
JFET W/ PINK ENAMEL H-D HEARTS

1DBO1
B/ PURPLE ENAMEL B&S

HDBOT76 , i HDBO17S
1D STYLE BRACELET W/ “BORN 10 RIDE" e ID STYLE BRACELET W “HARLEY BABY"

MODJEWELRYCOM | 25



STACKING JEWELRY

Stacking rings and bracelets are designed to be worn in multiples. The variety of design
offered allows you to create a mixture that is unique to your personal style.
The Stacking Collection is available in Display Ready Units that communicate the functio

of the jewelry and highlight the variety of designs available.

SHACKING
RINGS

e s

BRACELETS

1 ¢ n 0 o nmerTTRTTRA A
SRRPEPE L%
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STACKING JEWELRY

BIKE CHAIN HOOP EARRINGS
~ W/FATBOY CHARM

MODJEWE




HDC0045
LARGE RING CHARM NECKLACE

HARLEY-DAVIDSON

£

W,

T
o
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E0TOR XU

HDCO00S HDC0006

- BRSCHARM. OUTLINE B&S CHARM

HDC0019
SPINNING B&S CHARM

HDC0026
MARCH BIRTHSTONE

HDC0031
AUGUST BIRTHSTONE

% - HDC0037
RLEY DIVA CHARM

HDC0007 HDC0008
FATBOYCHARM  SKULLLOGO CHARM

HDC0020

, HDC0021 -
-B MOTORCYCLE GAS TANK CHARM

""BOOT CHARM W/ RED FLAMES

HDC0032
RREC MBER BIRTHSTONE

HDC0038

HDC0039 -
HARLEYROSECHARM  FLAME HEART CHARM

HDC0010

FLAME B&S BELL CHARM

HDC0023
VINTAGE MOTORCYCLE
W/ MOVING WHEELS

iy

HDC0028
MAY BIRTHSTONE

HDC0033
OCTOBER BIRTHSTONE

HDC0040
RED HEART CHARM

CHARMS

ining momentum with the riders as ! ,'
¢ collecting these charms.

HbCo01 - HDC0013 HDC0014
EAGLE CHARM W/ Bo LEATHER JACKET CHARM MOTORCYCLE CHARM

| HARLEY- DAVIDSON |
7‘5

Q'v/ 7

B HDC0024 HDC0025
- JANUARY BIRTHSTONE FEBRUARY BIRTHSTONE

HDC0029 HDC0030
JUNE BIRTHSTONE ) JULY BIRTHSTONE

oA
Yy
G0T0R 4 SRR ~i010 5

T TSN

HDC0034 ‘ HDC0035
NOVEMBER BIRTHSTONE DECEMBER BIRTHSTONE

HDCOO41 HDC0042 HDC0043
SWINGING LOCKET CHARM SKULLKEY CHARM  B&S KEY CHARM

MODJEWELRYCOM | 29 .



:PJ’RQGBAM A| HALF TOWER

F|xture Measurements
| 23” Wlde x 11" deep x 76" tall

eat‘as a sf’and alone” wall unit or grouped
wnth other towers!

. Thls fixture features conﬁgurable shelves and
hooks for multiple merchandismg options.

There are three light sources to highlight the
| product inside and the 5|gn at the top of the
~ un|t ’

The top display door has tvvo Iocks for
maxumum security.

,Tj_he:j' stofage area below is accessible

~and has shelving for organizing product and
“also locks to prevent shrinkage.

ThlS fixture has locking 4" casters so it can be
easily moved.

The visible display area features $4000-$5000
worth of merchandise.

- The storage area can hold $1000-$2000
worth of back stock.

Please consult with your MOD Jewelry Rep
for Dealer buy in.
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JEWELRY~
“Lowk for the Sirer Lining”

shnnkag'e

- This fixture has locking 4" casters'so it can
be easily moved.

. The visible display area features $7000-
59000 worth of merchandise.

- The storage area can hold $2000-$3000
.+ worth of back stock.

* Please consult with your MOD Jewelry Rep
for Dealer buy-in.

MODJEWELRYCOM |31
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DISPLAY READY UNITS

HAHlEY I]AVII]SU

OFFICIAL LICENSED PRODUCT

g STERLINGS—

TERLINGS
glLVER RINGS == SILVER RINGS

: o - HDETSEP '
AR MENS RINGS! ez ! ONE OF EACH OF OUR MOST POPULAR EARRINGS PLUS
' « : 20 OF OUR BEST SELLING TOE RINGS!

You are also welcome to create your QWn DRU. Purchase sufficient items and MOD will provide
the display at no extra cost! Please contact a MOD Rep or refer to our price sheet for details.

32 | SPRING/SUMMER 06 b@(}(&%ﬁ& &( LZ)[‘S\O
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“|{HARLEY-DAVIDSON . - W e
OFFICIAL LICENSED PRODUCT || ‘ _ _ , ’ ] EWETL R Ye?
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Bling Collection ...

M torcycles e
_Black Leather Goods. .

age Harley-Davidson. .

thleRiders .. ...........

4: Custom Charm.
"I‘_-’Iégrléy'-Da,vidson Charms .
' D1spla,y Units ............
Towers L

Index . ...







It all begms with the motorcycle, the core of the Harley—Da,vidS'en'

experience. In 1903, William Harley, Arthur Davidson and “Walter
Da_,vidson bﬁilt their first motorcycle in a 10 X 15 foot shed in a
Milwaukeebackyard. Over the past century their creation hasbecome
not only a fixture on the world’s highways, but a symbol of America,

the essence of freedom, adventure and individuality.

MOD Jewelry, Inc. is proud to be part of the Harley-Davidson family of
licensees and to produce a line of jewelry that represents this iconic
brand. Our timeless pieces are created in Bali by expert craftsman
with styles that are unique to this region in Indonesia. The collection
is inspired by the free-spirited, independent, and adventurous
enthusiast. From our classic designs featuring the bar & shield logo
to our fashionable “must have” charm bracelets, we have something

to offer every rider’s individual style.

Sterling silver is a beautiful, precious metal known for its reflective
quaiity as well as lasting durability. All of our collections are
handcrafted in this quality metal with leather, enamel, gemstones and
10K gold accents. We pride ourselves on continuing to be known for a
high quality product and look forward to bringiﬁg you handcrafted

sterling silver jewelry at an affordable price.




HDNO109

~  Heavy Link Chain
Necklace

with Large Bar & Shield

Pendant

HDBO171
Heavy Woven Chain Bracelet
with Large Bar & Shield Clasp

HDNO110
Heavy Woven Chain
Necklace with Large Bar &

Shield Pendant

AT

" HDBO170

Heavy Link Chain
Bracelet with Large Bar
& Shield Clasp

£2)
eMaTDR
HARLEY-DAVIDSON |

HDZOO01S5 s
Bar & Shield Red :
Money Clip - ‘
A
N
/ :
i ‘l’ 2 .
7 #
N -,
HDBO0127 e N
Heavy Bracelet With Bar & HDB0132
Shield Buckle

Bracelet With Bar & Shield

L Cl




‘ HDE0139 HDEO138 _ &
' 45mm Hoop Earrings with . 35mm Hoop Earrings - . 25mm Hoop Earrings - . 15mm Hoop Earrings,
|

Bar & Shield Logo with Bar & Shield Logo with Bar & Shield Logo - with Bar & Shield Log

HDEOO88

Bar & Shield Logo
Earrings
HDEOOSS
* 3 Hoop Barrings
with Bar & Shield Logo HDEO133

Bar & Shield Heart .
Leverback Earrings

HDEOOS8S

Bar & Shield Logo -
Post BEarrings

AMOT ORI
8\

HDEO0108

Bar & Shield Logo , : ‘
with Dangling Tailpipes FE - Tt
g DEO090
| Open Bar & Shield
HDEO172 Logo Earrings
Southwest Bar &

Shield Earrings




: vHDEOlB'?
Bar & Shield

HDBO195
Bar & Shield Outline
Link Bracelet

vaw‘ i/f HDEO184

HDEO194
Bar & Shield Outline
Post Link Copper
Rhodium & Silver
Earrings

HDNO154
Bar & Shield Multi Chain
Necklace with Black
Rhodium Bar & Shield
Pendant

5 JT“ Bar & Shield

Outline Hoops

<

HDRO160 oo
Bar & Shield Outline
Black Rhodium
Band Ring
HDEO0190
Bar & Shield Outline
Drops with Chain Link

"“?’* i $i3
HDEO0191
Bar & Shield Outine Post
Black Rhodium Earrings

G

HDEOQ192
Bar & Shield Outline Post
Copper And Silver Barrings

/_é’" *?

HDEO0193




HDNOO092
Bar & Shield Logo On
*  Leather Cord 4

HDB0196
- Men’s Bar & Shield Coil
Bracelet

HDRO151

HDBO0138
Ladies Gold Bar & Shield Logo Chain
Knight Ring Bracelet

HDE0087

ﬁg:,‘soelgg Open Bar & Shield _ :
Knight Ring Logo Post Earrings :

HDRO118

: HDRO11%7 HDRO106 o
Large Flat Bar & Shield Small Bar & Shield. . ~ Cigar Band Bar &
Logo Ring Logo Riil . Shl?ld __R.mg



b, mg collection

With Bling

HDNO0148 : Heart With Bling  :,
. Front And Back Of Bar & Shield &
ron ac ' Earrings st

" . Bling Bar & Shield
", Necklace 7
» .. BACK

;\N‘ji;,(—“lfla‘qm « P oT0Rg o
SRR 7L Y- A0S 4
[ ] e

*

——

’
e AT AT

HDNO149

q\’\ Bling CZ Bar S
\.\\ Shield Trio Chain . -

Necklace | .
, i HDEO0188
5 1 Bling Heart -
‘ HDNO147 ﬁt “E '3; Winged Earrings
N Bling Heart, LA ‘g < i
~. Wing, Bar & o " )

Shield
.. Necklace .

HDEO182
Bling Heart, Wing,
Bar & Shield HDEO0186
Earrings Bling CZ Bar

& Shield Trio
Earrings

¥ HDRO159
# Bar & Shield
Bling Ring

»T j HDEO0183
i Bling Bar & Shield

Earrings

L ) BT HDB0194 |
e e g T Trio Chain Blin;

3
3
;



A

- FRONT

y.

-+ HDN0132 ; HDNO0134  HDNO135 : A
ff)jn'a_, Double _SiQed - Road King Double Sided Softail Double Sided Sportster Double Sided  V-Rod p_ouble Sided
Do_g 'I'a.g_ Necklace Dog Tag Necklace Dog Tag Necklace Dog Tag Necklace Dog Tag Ne'ckla.’c;e s

N 3 w

. HDNO13%7 HDNO0138 HDN0139
Dyna Pendant Road King Pendant - Softail Pendant
Necklace ‘Necklace . Necklace

. HDNO141
& V-rod Pendant
Necklace

HDZ0026 HDZ0027 HDZO0O0
Dyna Money Clip Road King Money Clip . Softail Money Clip " -




HDNO0145
Women’s Bar &
Shield Leather Inset
Necklace

HDNO144
Men’s Bar & Shield Leather
Inset Necklace

HDBO0192
Bar & Shield Braided

. & Leather Bangle Bracelet
\ y \ | with Embellishments

HDZO0031
Bar & Shield Leather
Inset Buckle




HDRO163

Bar & Shield Outline
Black Rhodium Band HDNO146
Ring with Leather Inlay Multiple Braided
: Leather Choker with

Embellishments

. HDBO0193
Multiple Braided Leather

HDEO0180
Bangle Bracelet with Leather Hoop with
Embellishments Bar & Shield

e wsa
[TRlEyEA
e i

HDEO181
Leather Hoops with
Embellishments

HDBO0O190
Bar & Shield Leather
In»set Buckle Bracelet,




Darigle Post.
Earrings -

MOTorcYcLES

HDZ0021
Skull Money Clip

s HDNOO30
& Large Skull Logo
2 Necklace

= HDRO0143

Skull Ring with Black -
Enamel

HDROO61
Skull Ring
with Thick Flames

HDZO000S5
Skull Logo Belt Buckle




| CORIER
—wm

Pt

o ~ HDZOO20
- Skull Buckle with Black Enamel

+ AT RVOOIERREIRG .
oy geperva

HDNO151
Flame Skull Necklace

HDRO161

Domed Harley Flame
Skull Ring

HDNO0122
Men's Heavy Skull
Necklace ~

"HDRO162
Domed Harley Black Skull Ring




" HDNO097
Flaming Heart
“with Bar & Shield ‘g
.. ~-'Necklace _#

HDBO0148
* Flaming Heart Bracelet
with Bar & Shield

i

HDB0182
Ladies Leather Flame
Bar & Shield Cuff

HDEOQ152
Flaming Heart Earrings

HDZ0025
Flame Belt Buckle with
Black Leather Inset

o A HDZ0002
i : “Live to Ride” ,

Silver Bell &
NI
i

o
1AM




HDRO147
Layered Flame
Band Ring

HDNO128
Flaming Dog Tag
Necklace

HDBO0149 7 & S
Ladies Flame Link Bracelet . ‘HDEO175
with Bar & Shield. ~  _&iy Flame Drop Earrings With
R & - Bar & Shield

HDBO150
Men's Flame Link
Bracelet with
Bar & Shield

HDEO177 N B ¢

Flaming Hoop ,/ = S 'Iﬁ’dm.& F

Earrings R s N HARLEEDAY] ‘sﬂﬂ ;
NS i




HDNO150

|',_‘.
E | T HDE0196 .
Tosoe

: Vintage H-D Rustic .
2 8 ; Vintage H-D Rustic Silver Silver Men's Bar &
AEATER & Women’s Bar & Shield Dangles "% Shield Pendent

lmm-mvwsoﬁ!‘ﬂ
Bl s o
W‘ ni;n i

RS Y —

" [HARLEY-GAVIDSON]| o

--»*:;H £
MRLEY.BAVIDSH

HDRO158
Vintage H-D Rustic Silver Est.
1903 Women’s Ring

HDRO157
Vintage H-D Rustic Silver Est.
1903 Men’s Ring
HDNO1S55
Classic Harley Wing
Logo Necklace
HDEO0197 TS| MR DIDSOE e

Bar & Shield Winged U0

Hoop Earrings

HDBO0187
10k Gold Illuminated Lettered
Unisex Bracelet

HDRO154
10k Gold INluminated
Lettered
Unisex Ring




- HDNO130 -
Ladies Filigrae Necklace

. with Blue Guilloche

Enamel

HDROO27
Signature Round Ring

HDRO153
Ladies Filigree Ring o
with Blue Guilloche Enamel R

HDEOQO178
Ladies Filigree Earrings
with Blue Guilloche

RHALEY-CAVIDSON)
(SO |

HDB0186
Ladies Filigree Bracelet
with Blue Guilloche Enamel

HDBO0188

Men’s Bracelet
with Black Guilloche

HDNO0104

ﬁarleijavlds

HDRO155
Men’s Ring with Black
Guilloche Enamel

HDNO131
Men’s Necklace with
Black Guilloche Enamel

Uy AL AL - g

ERNE U U N R RS TR 77




the Little Rider’s colleot1on features mi
bracelets, earrings and pendants.

i 4

with Pink Enamel with P

. _:n«!"f?k;

_ HDEO167
Hoop Earrings with Purple
Enamel Bar & Shield

s T fﬂ‘r'*# =

= E § g_s:‘
| = Vi
~Har gy gAaBY i - ‘;’»;‘i
R e il
HDBO178 HDBO0172
Id Style Bracelet with Chain Bracelet with Pink
“Harley Baby” Enamel H-d Hearts

ity

ni dog tag pendants, ID bracelets, dalsy cham

%f

HDEO1623 HDEO163 HDEO164
Bar & Shield Post Earrings Bar & Shield Post Earrings H-D Heart Post Earrings

urple Enamel with Pink Enamel

HDEO170
Hoop Farrings with Pink
Enamel Winged Bar & Shield

WILD E
CHILDE
HDNO111 HDNO112 HDNO113 HDNO118 HDNO0120
Necklace with Necklace with Necklace with Necklace with Dog Necklace with Dog
Pink Enamel “Harley Angel” & Red Enamel Bar & Tag Pendant Tag Pendant
Bar & Shield Heart Winged Bar & Shield Shield Bones Heart “Wild Child” “Born To Ride”

Ay

5

HDBO0174 HDBO175
Chain Bracelet with Pink Chain Bracelet with Purple
Enamel Bar & Shield

Enamel Bar &»Shield

pio

T R SR

A

;
3
;




HDAOOO3
Double Chain Anklet with
Bar & Shield Flame Links

HDAQOO0OO02
Anklet with Bar & Shield
Logo Charms

HDAO00O1
Anklet Bar & Shield
Logo Chain

~ HDTO00S:
" Wire Bar & Shield - -
Logo Toe Rifig™ "~

*¥# HDZ0034 HDZ0035
. H-D White CZ ¥ HDBlack
Belly Jewel _— Onyx Belly
‘ Jewel

HDZ0037
H-D Turquoise
Belly:-Jewel

HDZ0038 - 51 HDZ0039
H-DRed CZs - -|if H-DPinkCZ
Belly Jewel & Belly Jewel

HDZ0032 > upzoos3 q HDZ0036
H-D Star Belly i# HDSkull& - H-DDangle
% Black Onyx Belly J_(Aewe/l

_ Belly Jewel '




RN

HDEO179
Rose Dangle
Earrings

HDNO142
Silver Rose Necklace

HDNO0O080
Garnet
Necklace with
Bar & Shield

HDB0189
Rose Vine Bracelet

et

AT ?

e

HDB0122 ' o

. ig Garnet Bracelet with Bar &
. Shield Logo
HDEO125 HDRO119 -

Bar & Shield Logo
Earrings
Garnet Da

S

Bar & Shield
Rose Ring -’




hup

 HDRO111
_Winged Héart Rifig -

HDEO151
Winged Heart
Earrings

~ HDNO100
wh Winged Heart Necklace
Y

HDB0169

b ; Deco Bracelet with White Cz Bg.r ;
- HDRO13 8 | & Shield Logo :
' Deco Ring with White C2Z ¢
Ba,r'&' Shield Logo

HDNO0108
Deco Necklace
with White CZ Bar &
Shield Logo

nliﬁwﬂmﬁﬂmﬁwg
B T T R A K

HDEO161
Deco Earrings
with White CZ Bar &
Shield Logo




HDNO153
Filigree Eagle Multi
Chain Necklace

TN
W - s
:.'/%/
'\ .
HDRO148
Men's Straight
wWing Ring

HDEO176 %{E\‘ o

Winged Circle 18 noTargk
Eg . R JHARLEY-DAVIDSON
a.I’PlngS *‘"W i
with Bar & Shield Men's Winged Bracelet
Charm

|
HDBO183

& .'{T;I\?}ivv.

HDRO126

Winged Barrings
HDEO113 with Bar & Shield
Eagle Farrings Charm HDNO0048
Holding Bar & Shield Logo Bar & Shield Necklace

eath

i



Mﬁ?&'m

R -0 3

.. HDBO0081 -
ike Chain Bracelet with Bar & '
: " ’ShieldLogo = - - o C
L ‘ v HDNO0143
Skull & Wrench Necklace

B ) I

™  HDROO08S9
~ Bike Chain Ring with
Bar & Shield L.ogo

HDRO156
Skull & Wrench Ring

.. Spinning Harley-Davidson , Bar & Shield Logo
. . TireRing > [T SO Earrings
c N7 : with Motorcycle Charm

HDRO116 ' X o HDEO144
il

"HDZ0019 .
V-T Twin Engine Cuff Links HDRO109
‘with Bar & Shield Clasp R -D_avidson_Wrench Ring




Custom Charm

Custom Bell

Mod Jewelry, Inc. is proud to offer jewelry pieces customized with your unique dealership
name and logo with a small minimum order.

Ourcustom charm program hasbeen very popularwith over 300 dealerships participating
in the USA alone. It has become the new and collectible souvenir for the Harley enthusiast.
- These charms are a frequently requested item by your customers who are collecting
“these charms, like T-shirts, in their travels. Commemorate your dealership anniversary
- or special event with your very own custom charm - don’t be left out!

VIOD Jewelry, Inc. can also manufacture other custom jewelry pieces such as key chains,
1 cklaces, bracelets, belt buckles and earrings. Accents of gemstones, colored enamel,
ather and 10K gold can also be added to your custom piece.

Contact your MOD Jewelry representative today for more information!

EXAMPLE OF THE CUSTOM PROCESS

1. Submit dealership 2. Mod create’s concepts for 3. Dealership selects design
artwork to mod your custom piece for production

-

‘&ﬁérph/“?(;/
4. H-D licensing 5. Sample produced 6. Order is produced and
approves design and approved delivered to dealership

oy b
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M - Starteér Bracelet

TSRy T

anier DRDSOH) SRR T

. HDCO00S0 . HDCO0S1 HDCOO52 HDCOOS3 = - HDGC0054 .
.. Bar & Shield; Heart & . HeartwithWings ~  Baré& Shield - . Bar & Shield Bar & Shield Wing
Wing Bling Charm Bling Charm Heart Charm Bling Charm . Bling-Charm "

™

3 HDCO006 HDCO007 HDCO008  HDCO010  HDCOO1l . HDCOO13 - H
d.:Outline Bar & = Fat Boy Skull Logo Flame Bar & Shield Eagle Charm Leather Jacket -~ Mo
- 8hieldCharm  Charm Charm =~ BellCharm . withBar & Shield  Charm.

HDC0023 _ HDC003%7 HDCOdSS HDCO0039 .
Vintage Motorcycle Lady Harley  Harley Diva Harley Rose  Flame Heart )
with Moving Whéels Charm . Charm Charm Charm ‘
e “E
gt :
HDCO043 = HDCO0046 HDC0047 -

erican Flag with-
& Shield Charg

Bar & Shield  Am

utterfly -Ladies Motorcycle

‘Bar &:Shield.Gharm -




iiancics 2ol

Top selling earring pack is a
collection of our most popular
earrings and toe rings!

STERLING
SILVER RINGS

Our Display Ready Units (DRU) offers you a
great way to merchandise point—of4purchase
items such as earrings, charms, and Pings.
A DRU positioned near a high traffic area such
the register counters are sure to increase your
turnover by at least 100%! It will help you save
counter space by storing and nicely displaying
many SKU’s vertically, without taking up a lot
of surface area. ;

|
4

You can purchase a top selling Charm, Earring,
Ring or Top Selling Pack created by MOD, or you
can create your own. Simply purchase enough
jewelry to fill up the display and we will provide
the display at no cost!

I L T L T A P T T A A

Charm
program

Top selling mens or ladies

ring pack with 36 Of our
most popular rings!



If you have not taken advantage of MOD
Jewelry’s tower program yet, you could be -
missing outon hugesales! MOD can provide a-
free full or half tower with a qualifying order. A
With many features to help merchandise
jewelry effectively, many dealers who have:
the tower have reported an increase in sales
Contact your representative for details.

Half Tower Single Sided Measurements
3" wide x 11” deep x 76" tall.

Full Tower Double Sided Measurements.
23" wide x 21" deep x 76" tall.

Great as a “stand alone” unit or groupedlf

Customizable shelves & hooks for multiple -
merchandising options!.

Three light sources to highlight the :
product inside and the sign at the top of -
the unit. ' -

Sl

PV FUN——
e e e

e
@

Two locks for maximuim security.

Storage area below for organizing product :
and holding back stock.

4” locking casters so the fixture can be
moved easily.

The Full Tower can display $5000-$8000
worth of merchandise and $2000 worth
of backstock.

The Half Tower can display $4000-$5000
worth of merchandise and $1000 worth
of backstock.
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HDBOOS1 HDBOl22 HDBO12Y HDBOL32
= "" b oo
gl iltles R
HDBO169 HDBOI7O  HDBOL7L  HDBO182
7~ Tt~
HDBO189 HDBO19O  HDBO19l  HDBO192
Necklaces
\j ® s
B 2
o
¥ ~—
;;% % fﬁ‘—.f:
HDNOO30 HDNO0O48 HDNOOS80 HDNOO9R

e

HDNO109

HDNO110 HDN0122

AN
- -
R
HDNOl44 HDNO145 HDNO146 HDNO149*
HDNO154* HDNO1585*
Belly Jewels (All New!)
L3 A
’ i %,
Tak RO 2
HDZ0032* HDZ0033* HDZ0034* HDZ0035*
nklets
Ve ~
' ()
e

HDAOOO1L

HDAOOO2 HDAOOO3 HDAOOOS

HDBO183
S L Vo
HDBO193 HDB0194* HDBO195*
HDNOO97 HDNOIOO  HDNO104
‘%-’;’ .L' NEC N
3t Nen
HDNOL30  HDNOLS1 HDNO0142
SSEE .;\ B
ul = ¢
HDNO150* HDNO151*  HDNO152*
v .
. . i
HDZOO036* HDZ0037*  HDZ0038*
L3
Miscellaneous

HDZ0O015

sy
'

HDBO01438

HDZ0019

HDB018'7

aeut :
*

HDZOOZl

HDBOL 96*

HDNO108

/\-45'
‘--1(-’»-

HDN0143

ﬁ"

HDN0155*

HDZ0039*




HDROO61
\'“"’m);

HDRO117
\.%‘

HDRO151

HDRO159* HDRO160*

' Toe Rings

- HDEO087

" HDEOL37

HDEO192*

HDROO89

S,

HDRO161*

"HDE0088

: ,H"DEOOQ'Q

HDEOIZ8 - B

HDEO193*

HDRO154

<
=
b il

HDRO162*

HDE019‘4*

HDRO107
e

)

HDRO138

HDEO108

HDEO140

HT E0176

HDEO187*

5%
019

HDRO156

HDEO115_
HDEO 24
HDE‘bi%%
HDEOlés*

HﬁEoige* ’

HDROIIO
R
l‘%@z‘) A
HDRO147 HDRO148

W M,
z . —«H0T8R~

HRLEYDAVIRSH | !uum?iﬁsu 3

HDRO157* HDRO0158*

= New products




UNITED STATES

Phone 949 852 055858

Fax 949 852 0998

Fmail usasales@modjewelry.com
INITED KINGDOM

Phone +44 (0) 1344 860 468
Fax +44 (0) 1344 300 798
Email john.oleary@modjewelry.com
BEUROPE

Phone +49 6192 955 395

Fax +49 6192 955 397

Email info@nudnik24.com

AUSTRALIA/NEW ZEALAND

Phone +81 1300 652 S02

Fax +61 7 8574 3739

Email “hayley@modjewelry.com
JAPAN v

Phone +81 (03) 3423 0741

Fax +81 (03) 3423 0742
Email p.pan@modjewelry.com
INDONESIA

Phone +62 (0361) 758 683

Fax +62 (0361) 754 024
Email mterrey@modglobal.com
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@ # H.D !.n?mm:. Inc. v. Bryan Broehm
9 Opposer's Testimony Deposition

! Exhibit No. 55 V.‘_W\OG 3&
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Opposition No. 91177156 (b@CK
H-D Michigan, Inc. v. Bryan Broehm
Opposer's Testimony Deposition

Exhibit No. 56 {-3- 0D m@f
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table that follows ranks 100
global brands that have a value
. greater than $I billion. The
brands were selected
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. 209507 more- of-sales:

-ﬁom outside their home country. There
slso had to be publicly available
financisl. data

opnnmpollsoradexpendltumb
nessWeek selected Interbrand's method
beedie’it values brands the same way

value other assets: on the basis
of how much they’re likely to earn going

: Rapwards:Those future exrnings’ ave-thet:

discounted to a present value based on
how risky the earnings are, that is,

_the likelihood that they will ao- |

‘
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earnings by other fisteingi- -
bles. For example, are people buying
Shell gas because of the brand name or
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What's in a name? Plenty, if you play your cards right

t was a tough year to bulld a brand—or defend one
against the corrosive effects of a bear market, financial-
scandals, and shifting consumer priorities.* For proof,
look no further than the fact that roughly half of the
100 global brands that Interbrand Corp. and Business-
. Week ranked this year fell in value compared with a year
ago. In this environment, just holding your own is an-

To qualify for our ranking. brands had to have a vilue
greater than $1 billion. They were selected according to tw
criteria: They had to be global in na- _
ture, deriving 20% or more of sales:
from outside their home country. They
also had to have publicly available mar- .
keting and finantial data on which to base the valuation.
That excluded some big brands, such as, Visa International,
the 8BC, and Mars. .

How do you place a value on a brand? Some attémpts
_rely on little more than opinion polls or ad spending. Busi-
nessWeek selected Interbrand's method  because it values
brands the same way analysts value other assets: on the
basis of how much they're likely to eam in the future. Those
projected profits are then discounted to a present value
based on how risky the projected earnings are—that is, the

~-Special Report

search and interviews with industry executives to sift through -

likelihood that they will in fact materialize.
To start the process, Interbrand first figures out what

percentage of overall revenues are accounted for by the -

power of the brand. Next, with the help of analysts from J.P.

.Morgan Chase & Co., Interbrand projects net earnings for

that segment of the business. Interbrand then deducts a
charge for the cost of owning the tangible assets, on the

theory that whatever income Is generated beyond-that cost is .

due to intangible factors. This is the economic value added by
things like patents, customer lists, and, of course, the brand.
The next step is to winnow the earnings generated by the

“brand from the eamings generated by other intangibles. For

example, are people buying Shell gaso-
line because of the brand name or be-
cause the gas station is convenlently
located? -Interbrand uses market re-

those variables. . : :

The final phase Is to analyze the strength of the brand to
figure out how risky those future brand earnings are. To
calculate the brand’s strength, Interbrand looks at. seven
factors, Including the brand's market leadership, its stability,
and its abllity to cross geographical and cultural borders.
The risk analysis produces a discount rate that is applied to
the brand earnings to come up with a net present value of
the brand. BusinessWeek and Interbrand believe this figure
comes closest to representing the true economic value of
that complex array of forces that make up a brand.

2 MICROSOFT 1 m 3N regged icugh the courtroom, bt the iggest
3 it sis | seas Tl s e g e
4 GE an 4240 | -3 us. g‘m °f Jack Welch and angst over Corporate America tock »
'S INTEL ) . 3086 361 | -11 o oes u:“;:::‘:ﬂ:‘“&:g map, wt nwme h‘-rid"f'-i_::s \ough compet-
6 NOKIA 29.97 35.04 -4 Fintand ::'t"l:":ﬁ:g::! m .°' choice amang consumers, but overall sales of
7 oSNy | w26 | 29 | -0 | s T €t monst bl Monsors . couki cmpersae o st Septas
8 McDONALD'S 26.38 25.29 " Us. | o semembers Mad Cow disease? Global expansion contimues &5 nega-
T TN I R R ol

Dwa: tusrtrand Caxp, AP Morgan Chase & Co., Businessitest
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069 | wA NIA US. | cre o the Ervom colinpse,
30 KODAX 267 ' 3 - us. x&’&%m’mﬂd ""' eq_u"’m'f‘s ,wum. Sominance el -
31 oL 2 o7 | 12 Us. w That 1t bulll-i-crder Dusiness mode warks in bad thmes, 55 well o5
; 32 NINIENDO 9z’ |- sis | | en %?Jﬁ&?mt‘fﬁﬁm%&?‘“ .
33 I.AERICK 8.14 9.67 - - us. :':’:,':: ff:u":‘:z"q',',',mm“", new-diug pipeline i dry. Now. 'm’“
34 SAMSUNG 831 6.3:I '_ | e30° . ‘s Kores m: brana value with trittiant producl deslmmduwugw
35 NIKE 2.12 1.59 .2 us. :“ma;',mfam,mmw S Xy o o s
36 GAP 2o | cmas| s | s, | edeseeeuned as consumers tumed eiemhers o cuting e
37 HEN 235 | 708 | vt | US [ o i i s exersions
ag VOLKSWAGEN a2 | 230 2. .': w ﬁml:“s;:::am lnd the new Beetle was not xhe whit vw
39 GOLDMAN SACHS 29 | 187 | -9 TERIN Dokt At apnioonievsionint had ety 54
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Still.a fashion must-have, paniculaly in Asla bt sales rme been aneml:
beuuse d post Scpumb-r 11 vavel docllne

A nasombh pedarmena in s camera.market thatis- uhlbhhg -almast no
gwnth And It‘s galning on x:nx in coplus .

A - Introduced Popcorn cmcken. new Chk:ken Twlsta sancwach and restay-
*2 - _ us. ‘rants co-branded with wpoute slbllng Plzzs HW.

. I B Trying to dodge its stodgy Image. with digits! and high-speed copless. But
6.02 -127 US. . |, l‘m-nclul cloud lingers, T T
" i uré of leadﬂww' .
n hght of fumu parent Anhur Andersen’s fate, Accenture’s bundmg lnl
"uallvu looks |ilw sheev hnllmncn
e Km:hddmdiuummdwmukmslmme«uhm .
55 KLEENEX ellers, for car door pochets.
g R T o 1 SUnistil deads in servers, it mst ¢ .
’ 565“!‘» - ] teniie dot-com sectan" - .
. Innovations kept the Wrigley's brmd fresh Can 'lunctuoml produns like
57 WRIGLEY'S ars US. | rootm-cleaning gum 6dd furthes shine?
e e e - B R s "Reut-slostcmsiduoblegwndmﬂloombagqs‘ustomﬂedltsdd
58 'R.EUI[R? TR B R s Britain fashioned image snd poor service. . - :
A toothpaste/mouthwash combo and other nuumes helped oﬂsct slippnng
S9 COLGATE 4.60 us. share in other product areas.
DRI — | 'Potent in Europe txst week in North America, this brand was dogged by’
60 PHILIPS ] ase Netherlands |1 0h consumer-electronics mav kets and lackluster U.S. marketing.
T . . The king of chacolate, cookies, and baby food is eating up U.S. ice cream
61 NESTLE 4.43 wa L N switzedand | iy Dreyers.
o B ] - VA N DA AMmdlsubrmmdwmlmmMUSSGmw
62 AVON . - .|+ 440, | 437 NEY] IR X Avon has stombled with KS foray into retsil sales,
’ Few signs of promised synergies (ollowing merger with Time Warner, and
.63 AOL 4.33 4.50 -4 us. AOL's subscriver gowth has slowed.
64.‘ C“m& ‘57 | 4‘27-. K 0 1. fronce Thepedumemdfoslum-cmheldkswnlnnmumgiobalmny
Still dominates lineup stretching from cheese to salad dressing, and isn't
65 KRAFT 4.08 4.03 1 us. afraid to use its muscle to get the best store display.
: I No. 1 In yoguet outside the U.S. and No. 2 in waler. Danone is weli-past-
66 DANONE .4.05 NA | NA France tioned 10 benefit from health worvies.
Forget the ad slump, Yahooneedsloptmnusremmmmns
67 YAHOO! 3.86 4.38 -12 u.s. they become more experienced at browsing.
. B Benefited from Wortd Cup (ever, but still has fittle appeal among trend-
68 ADIDAS 369 .| 366 | .1 |. Gemany } o hing biack and Hispanic-youth.
N These's nothing like a classy watch in bad tmes. But improved sales must
69 ROLEX 369 3.70 o Swizerland | i

Data: ktsrtrand Corp.. J.P. Morgan Charse & Co., Businessiest
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Special Report

 THE100
" TOP BRANDS

" Here's how we calculate the power in a name

rank the worlds 100 most valu-

$1 billion. They slso
have to be global in nature, mesning
they must derive at Jeast & third of their
sales from outside their home countries
and have significant distribution through-
- out the Americas, Ewrope, and Asia. Fi-
nally, they must have publicly available
marketing and financial data. That ex-
cluded some big brands, such as Visa
International, the BBC, and Mars.

How do you place a value on a
brand? Some attempts rely on little
more than opinion polls or ad spending.
BusinessWesk selected Interbrand’s
method because it values brands the
same way snalysts value other assets:
on the basis of how much they’re likely
to earn in the future. Those projected

The Globl B'and Scoreboar

profits are then discounted to a present
value based on how risky the projected
earnings are—that is, the likelihood that
they wil, in fact, materialize. .

To start the process, Interbrand first
figures out what the brand's overall
sales are. (The brand may be almost
the entire company, as in. the case of
McDonald’s Corp. For others, such as
Marlboro, it may be just a portion.)
Next, with the help of analysts from
J.P. Morgan Chase & Co., Citigroup,
and Morgan Stanley, Interbrand pro-
jects net earnings for the brand. It.then
deducts a charge for the cost of owning
the tangible assets, on the theory that
whatever incame is generated beyond
that cost is due to intangible factors.
This is the economic value added by
things like patents, customer lists, and,
of course, the brand.

The next step is to winnow the earn-
ingugen:nudbymel;rand&omme

‘ure comes closest to representing the

earnings genersted by other intangi-
bles. For example, are people buying
Shell gasoline because of the brand
name or because the gas station is con-
veniently located? Interbrand uses mar-: | 3
ket research and interviews with indus-: | 38
try executives to sift through those: |8
varisbles.. L
The final phase is to analyve the:|¥
of the brand to figure out how | 3§
risky those future brand earnings are. {8
To calculate the brand's strength, In-
terbrand looks at seven factors, includ-
ing the brand's market leadership, its
stability, and its ability to cross geo-
graphic and cultural borders. The risk |
analyeis produces a discount rate that is | ¥
applied to the brand earnings to come
up with a net present value. Business-
Week and Interbrand believe this fig-

Ay

~ X

true economic value of that complex ar-
ray of forces that make up a brand. -
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The Global Brand Scoreboard
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RANK 00 PERCINT  COUNTRY pEscarnoN
- wilhm Bl B 3 | .

1uwen 278 | 1945 | 7 | span méﬂ”mrrm:"w oo Honds Wit el mows

12 HEWLETLPACKARD | 19.86 | 1678 | +18 us. wg:xmw&mwxm et yoor, but P

13 CITIBANK 157 | 1807 | 43 us. #&mﬁm :’:m&mu:‘mﬁ“&
14F0RD o1 | 2040 | -16 us. m?"“'::“m"‘s:: m”:ﬁm”;%ﬁfﬂm |
1S MMERICANDPRESS| 1683 | 1629 | 3 | US| Neine D P D e o vt coomens. 1 8

16 GILLETTE 1598 | 19 | &7 us. | :’;“;‘h::::':",'mx the King of Blades sth """‘“’." B
17 CISCO T s | 1622 | = us.  |abmale W«;::ummw brond was ; :
18 HONDA 1563 | 1508 e | e mﬂ:‘fnwm have et 1o dan i ronomn for.: 4}
19 BNW ' 1501 | 1443 |- +5 | Gemany: mwp&"mm': ,'7:.3"&'."::.;‘? mow come I mors ': :
20 SONY 13as | 1390-| s Japan ﬂm”:mm :,f‘m"‘:nm"mk m“:ns:u“w:“
21 NESCAFE | 123 1288 | 4 |switzerang | T RCIS fmvrie loctant cofes advertised hamly 10 atract yourger . N
22 BUDWEISER nes | nas | s | us T K o B e e oo ot e, -
23 PEPSI ns | e | e us. ﬂm&’;mﬂ:m' and Peps! Blus, this fizzy rivel

' 24 ORACLE 11.26 ns | -2 us. '.:‘:,z:"_""'_&""} 3"»-"':..” mﬁmw maverick. Now add 21
25 SAMSUNG 1085 g3t | e31 | 5.Kore mmwm;gﬂm .""'”""I fing-00 n -"",' g
2GMORGARSTAMLEY | 1065 | nar | 5 | us Goce» seemingyiniocile whie shie 4 1 Mriegle b o . -
ZTNERRILINGH | 1052 | 1123 | 6 | U5 | e voond oo mo e
28 PFIZER o | sz | a7 | us | e e e b et K
29 BELL 1037 oz | w2 us. | Annorire et Steven s gons, vt wmwm"“ pace of PC
30 MERCK 9.41 014 .3 us. zm:‘g‘m‘::"mmm _""‘ ’f*"‘ continued to r
31 JPHORGAN 912 | 969 - us. m:m-:lmmmz:-&.
32 NINTENDO oI5 | 922 | 11 | e | e o sonys Puyoution snd smpire shrok ln
33NNE a7 | 172 | 6 s, | e e e f&ﬁ‘&mmﬁ”&ﬁ‘" X
34KODAK . 283 | 967 | -19 TP v tupdisiierend 00 5 hmarioq cgial susteey coukd [
35.5AP m 678 | +14 | Genmany mﬂwm'mmm ‘::‘n:‘::""" software *
36 GAP 2.69 747 " Us. mmmurahmampom helped §ift it out of a sales
37 HSBC 2.57 NA WA | Britain :;,‘:{"m:;":‘?m“'g m&mﬁmx :
38 KELLOSE'S 7.4 719 + US| ey mgﬂ;'m"wﬁ it Rk and *m:
39 CANON 7.19 672 R Japan :'::";:: m“’mﬁ tases-printes company, it emerged 25

-n-‘smwmmmwuu-m

74 BusinessWeek / August 4, 2003




ot

Th Global Brand Scorebard
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hurt to increase

MASS MEDIA: KILLING THE GOOSE
THAT LAYS GOLDEN EGGS?
THE TV NETWORKS have been responsi-
ble for slowly strangling the goose that
lays the golden egg in terms of diminish-
ing consumer audiences and skipped
commercials (“The vanishing mass mar-
- ket,” Special Report, July 12). If you are of
a certain age, you can com-
mercials on network TV were limited to
nine minutes per hour and when net-
works and stafions avoided placing com-
- peting ‘products during the same com-
mercial break. Now commercial ime on
the networks, including promos and su-
pers, is almost double that, and the prod-
"pet has been cheapened by reduced news
coverage and reality shows. To rise above
the clutter, many advertisers have resort-
-ed to noise instead of product “news.”
The networks bemoan such things as
the use of TiVos—yet they raise prices as
the market for their product (network ad-
vertising) diminizhes. Instead, they
should try a new approach, such as limit-
. ing commercial breaks or restructuring
programs so that commercials appear
only st the end of the programs. Oh, and
it wouldn't hust to increase the quality of
the programs themselves, thereby provid-

The networks...should try .
... limiting comm
' breaks.. .andxt\&vlouldrfg
e quality
of the programs”
* . ~Laurencé Feldman
 Highland Park, Tl

Outtock

M. S Bap
Businessieek

ing an envisonment in which advertisers’
products can be showcased, -

Highland Park, 1.
Editor's note: The writer-is professor
emeritus of marketing at the University of
Tllinois at Cliicago. . :

' PERSONALLY SICKENED BY the glut of

advertising slogans and icons which have
infested every walk of life, it sent a chill

down my spine to. read of the complex .

strategies being devised to target con-
sumers, particularly those of the teen and

young adult demographic. TiVo did not '

bloesom simply because of people’s need
to record prograraming when not at
home. VCRs have effectively done that
job. The enticement was to skip commer-
cials. When McDonald’s Corp. or Cocs-
Cola Co. resorts to product placement, it's

not because the masses are too busy to

pay attention to conventional TV spots.

"I's because the masses intentionally

wish to svoid it. -
As companies continue intruding into

consumer "safe zones” reasonably ex- °

pected to be free of corporate marketing,

more people will not only tum off to’

those companies specifically but also
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THEGLOBAL BRAND SCOREBOARD

The 100 Top Brands 1

Here’s how we calculate the power in a name

LOTS OF INGREDIENTS go into ranking the the way analysts value other assets: on the and a charge for the capital employed to arrive
world’s most valuable brands. To even qualify basis of how much they're likely to eam in the at the intangible earnings. The-company strips
for the list, each brand must have a value future. Then the projected profits are out intangibles such as patents andcustomer
greater than $1billion, derive about a thirdofits  discounted to a present value, based on the convenience to assess what portion of those
earnings outside its home country, and have likelihood that those earnings will actually earnings is due to the brand.

publicly available marketing and financial data.  materialize. FINALLY, THE BRAND'S strength is assessed
One or more of those critenia eliminate such THE FIRST STEP IS figuring out what to-determine the risk profile of those earnings

heavyweights as Visa, Wal-Mart, Mars, and percentage of a company’s revenues can be forecasts. Considerations include market
CNN. We don't rank parent companies, which credited to a brand. (The brand may be almost  leadership, stability, and global reach—its
explains why Procter & Gamble doesn't show the entire company, as with McDonald'sCorp.,  ability to-cross both geographical and cultural
up. And airlines are not ranked because i'st00 o just a portion, as it s for Marlboro.) Basedon  borders. That generates a discount rate, which
hard to separate their brand's impactonsales  reports from analysts at J.P Morgan Chase, is applied to brand-earnings to get a net present
from factors such as routes and schedules. Citigroup, and Morgan Stanley, Interbrand value. BusinessWeek and Interbrand believe this
BUSINESSWEEK CHOSE Interbrand Corp.’s projects five years of earnings and sales forthe  figure comes closest to representing a brand’s
methodology because it evaluates brands much  brand. It then deducts operatingcosts, taxes, true economic worth.

2004 7 2003 BRAND BRAND CHANGE
YALUE VALUE OWNERSHIP
SMILLIONS
OLA _ Little innovation beyond its flagship brand and poor management has
11 COCAC 67394 70453 -4% us. caught up with Coke as consumers' thirst for cola has diminished. 5
_ its logo pops up on 400 million computer screens worldwide. But
2 2 MICROSOFT 61,372 65174 -6% us. virus plagues and rival Linux took some luster off Gates & Co. ;
33 IBM 53,701 51767 4% US. A leader.m defn.-nng e-business, with services making up more than
halt of Big Blue's sales.
a With acquisitions in areas from bioscience to bomb detection, it's :
4 GE 441 42340 4% us. easier to buy GE's new theme of “imagination at work.” .
' No longer just inside PCs, Intel is using its muscle to set the agenda '
55 INTEL 33499 2 8% us. for everything from wireless standards to the digital home.
_ Long the gold seal in family entertainment, but newcomers like
6 7 DISNEY Z7u3  280%  -3% us. Nickelodeon and Pixar are siphoning off some of its brand equity.
7 8 McDONALD'S 25001 24,699 1% US. Big Mat.: has pulled oyt_ ofa two-year sIL‘:‘mp but still has to battle its
reputation for supersizing the world's kids. Bt
_ ' Tough times for the mobile-phone giant as its market share has ﬂ
8 6 NOKIA 24041 29440 -18% Finland slipped and younger buyers turn to rivals such as Samsung,. k
With rock-solid quality and the edge in hybrid cars, the Japanese auto »1
9 1 TOYOTA 22673 20784 9% Japan maker is on track to overtake Ford in worldwide sales. ;
The No. 1 name in cigarettes has cut prices and upped marketing to
10 9 MARLBORO 22128 22183 0% us. beat back the challenges of higher taxes and fewer smokers.
11 10 MERCEDES 21331 21371 0%  Germany With wobbly profits and quality problems, the tuxury car brand is

struggling to retain premium status.

A Covering everything from digital cameras to service, the IT giant
12 12 HEWLETT-PACKARD 20978 19.860 6% us. wants to dominate the middle ground between Dell and IBM.

; New CEO Charles Prince has spurred on global expansion and
13 13 CITIBANK 19971 1B571 8% us. boosted the consumer credit division.

A recent federal court ruling that allows banks ta issue Amex cards
14 15 AMERICAN EXPRESS 17683 16,833 5% us. should give the brand another boost.

ETTE Despite the tougher competition from Schick, the King of Blades still
15 16 GILL 16723 15978 5% us. reigns with new products like the battery-powered M3Power.
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RANK
2004 7 2003

16
17
18
18
20
21
22
23
24
25
26
27

g @

32
33
34
35
36
37
38
39
a0
41
42
42

17

19

18
14
20
25
23
21
22
29
27
26
24
28

31

30
37
35
39
38
4]
36
NEW
43
44
40

50

44 45

cisco

BMW

HONDA

FORD

SONY

SAMSUNG

PEPSI

NESCAFE
BUDWEISER

DELL

MERRILL LYNCH
MORGAN STANLEY
ORACLE

PFIZER

J.P. MORGAN
NIKE

MERCK

HSBC

SAP

CANON
KELLOGG'S
GOLDMAN SACHS
GAP

SIEMENS

IKEA
HARLEY-DAVIDSON
HEINZ

APPLE

LOUIS VUITTON

2004
BRAND
VALUE

SULLIONS

15948

15,886

14,874

14,475

12,759

12,553

12,066

11,892

11,846

11,500

11,499

11,498

10,935

10,635

9,782

9,260

881

8,671

8,323

8,085

8,029

7954

7,873

7,470

7182

7,057

7,026

6,871

6,602

2003
BRAND
VALUE

SMILLIONS

15,789
15,106
15625
17,066
13,153
10.846
1,777
12,336
11,894
10,367
10,521
10,691
11,263
10,455

9120

8,167

9,407

6,918
6,775
7,097
5,554

6,708

il N

PERCENT COUNTRY DESCRIPTION
CHANGE OF

1%

5%

-5%

-15%

-3%

6%

2%

-4%

0%

1%

9%

8%

2%

7%

13%

-6%

15%

8%

12%

8%

13%

2%

New

4%

4%

The networking behemoth used slick TV ads and key acquisitions like

us. Linksys to extend its reach. i

The Bavarian auto maker is powering higher sales with a raft of new
Germany  gels from the sleek 6 Series sports coupe to the X3 baby SUV.

Overtaken by Nissan at home and falling further behind rival Toyota in
Japan  ype 'S, market.

Ford is trying to make quality "Job.One” again after an embarrassing

us. run of glitches, but {eery consumers haven't yet regained trust.
J It was late to the LCD TV boom, and the PS2 video game console is
apan slipping. Worse, rival Samsung is in Sony's face.
S K No longer known just for undercutting the prices of big Japanese
- Rorea brands, the Korean consumer-electronics dynamo is suddenly cool.
Us Targeted marketing and ads abroad with stars like soccer icon David
" Beckham have enabled the No. 2 cola maker to steal some of Coke's fizz.
Switzerland It’s still the world's favorite instant coffee but even products like Ice
witzerla Java struggle against hip upscate brands like Starbucks.
Us The growing global low-carb trend has left Bud flat. Plus, it's under at-
- tack from bulked-up and feisty rival Miller.
Us With its reputation for low prices and fast delivery, Dell continues to
~ leave competitors in the dust.
us A painful overhaul is behind it. Now the retail brokerage is back in
= hiring and expansion mode.
Us The investment bank's reputation is rising along with mergers and
~ stock issuances, its specialty.
US The database-software business is up, but CEO Lawrence Ellison’s
~ fight to buy rival PeopleSoft makes Oracle look like a corporate raider.
us The pharma industry’s powerhouse, with 11 products each expected to
~ top $1 billion in annual sales this year.
US The marquee investment bank had a solid year, and now can extend

its reach with its $58 billion acquisition of Bank One Corp.

us. With allegations of sweatshop operations behind it and a growing soc-
o~ cer line, Nike rules the athletic market.

us The drugmaker has tried to bolster its lineup with more partnerships,
= but patent expirations and research flops still pinch.

After snapping up Household International in 2003, the “world's local

Britain bank” is making inroads in the U.S. market.
German its establishment image and sharp marketing have helped SAP thrive
Y ina volatile software market.
Japan Hot digital cameras and printers boosted sales. Next up: an expanded

line of steek color copiers.

us Jumping on the low-carb bandwagon has kept Kellogg's cereal
- business crackling.

us With record profits, it remains one of the most prestigious institutions

on Wall Street.
USs The retail chain has revived its brand with fresh fashions and celebrity
e endorsements.
G The Munich conglomerate behind everything from phones to power
ermany . . N -
plants is seeing a payoff from years of global image building.
S The Swedish home furnishing chain is now pushing cheap chic fur-
weden e ) .
nishings as far as Russia and Asia.
us The motorcycle icon has lowered seat heights to woo women and
e trimmed prices, but production limits put a brake on growth.
us Despite wacky colors and cute ads, it's proving hard to boost value in
- foods like ketchup and beans.
The iPod digita! music player gave one of tech’s coolest brands the
U.Ss. o
consumer electronics hit of the year.
France 1t has a hot Murakami line and Jennifer Lopez in its ads, but is Vuitton

getting over-exposed?
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2004 /7 2003

45
46
47
48
49
50
51
52
53
54
55
56
57
58
58
60
61
62
63
64
65
66
57
68
69
70
71
72
73

NEW

32

46

55

34

57

53

NEW

65

60

62

61

59

74

63

75

67

68

76

69

66

UBS
NINTENDO
MTV
VOLKSWAGEN
LOREAL
ACCENTURE
XEROX
WRIGLEY’S
KODAK

KFC

PIZZA HUT
COLGATE
KLEENEX
AVON

GUCCH

EBAY

YAHOO!
NESTLE
DANONE
CHANEL
PHILIPS
AMAZON.COM
KRAFT
CATERPILLAR
ADIDAS
ROLEX
REUTERS

BP

TIME

6,479

6,456

6,410

5,902

5,772

5,696

5424

5,231

5118

5,050

4,929

4,881

4,849

4,715

4,700

4545

4,529

4,488

4,416

4,378

4,156

4112

3,801

3,740

3,720

3,691

3,662

3,651
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8,190

6,278

6,938

5,578

5,057

7826

5,576

5,312

4,686

5,057

4631

5,100

New

3,895

4,460

4,237

4,315

4,464

3,403

4,171

3,363

3679

3,673

3,300

3,682

3784

New Switzerland

-21% Japan
3% u.s.
-8%  Germany
5% France
9% u.s.
2% u.s.
7% U.s.
~-33% u.s.
-8% u.s.
-5% U.s.
5% u.s.
-3% U.S.
5% U.s.
-8% Italy
New us.

17%  Switzerland

2% France
6% France
2% u.s.

-2% Netherlands

22% us.

~1% u.s.

13% uU.s.
2%  Germany

1% Switzerland

2% Britain
2% Britain
~4% u.s.

THEGLOBALBRAND SCOREBOARD

With a consolidated brand and its catchy “You and Us" campaign, the
world's biggest asset manager is booming.

It has an unrelenting focus on kids, but has Nintendo abandoned the
gamers who have grown up?

The music network pumps cash for parent Viacom, and has an inter-
national reach that's the envy of U.S. media rivals.

Aging models and missteps make consumers write off the people's
car as pricey and a bit duil.

Expansion in Asia and smart targeting of ethnic markets have the
personal-care group looking prettier every day.

The tech services giant has its mojo back, with a contract to secure
U.S. borders, and more consulting work.

The copier maker is starting to convince customers that it can be a
digitai document one-stop-shop.

Sales are up as the gum maker leoks to push poputar brands into
more mouths worldwide.

Removed from the Dow and only dominant in a film business that
shrinks every year.

Despite efforts to make the brand seem heaithier, the world stili
focuses on the middie name in Kentucky Fried Chicken.

The low-carb-craze crimped pizza sales, and the chain's tardiness in
diversifying its menu didn't help.

With a growing lead over Crest in markets from Russia to China, the
toothpaste company is smiling.

The big name in tissues can't blow off fierce price-cutting by rivals or
higher costs in pulp and paper.

The cosmetic campany's door-to-door model is performing beautifully
in foreign markets like Brazil and China.

Sales were slipping even before influential creative director Tom Ford
said an April arrivederci.

With everything from vintage jewelry to new DVDs, it's where the
world shops for bargains.

The Internet portal has found riches in sponsored search but former
partner Google is muscling into its turf.

Chocolate is the key ingredient, but the Swiss giant is moving into
nutritional suppiements and fitness bars.

Strong sales of dairy products and bottled water keeps the French
food company in good health.

Successful couture and Nicole Kidman ads have kept this fashion
house on people’s lips, hips, and wrists,

The Dutch electronics giant has scored some hits, but it's still
struggling to fend off Asian rivals

It dumped TV ads to cut prices, jump-starting sales and building its
position as the Wal-Mart of the Web.

There's new low-carbs packaging but critics accuse the food giant of
producing products that make kids fat.

The equipment manufacturer is plowing ahead as the industrial sector
strengthens,

The German maker of athletic wear dominates in soccer, but is still
trying to find its footing in the U.S.

For high-end consumers, the leading luxury watch maker's appeal is
timeless.

American CEO Tom-Glocer's cost cuts and new products are helping
the info giant turn the corner.

Now second only to ExxonMobil in size, BP is raking in cash thanks to
high oil and gas prices.

Softer advertising pulls down the brand even as its book division
pumps out bestsellers.




RANK
2004 7 2003

74 New PORSCHE
75 70 TIFFANY
76 81 MOTOROLA
77 79 PANASONIC
78 78 HERIZ

78 73 HERMES
80 71 DURACELL
81 New AUDI

82 64 AOL

83 82 HENNESSY
84 83 SHELL

85 77 LEVIS

86 85 SMIRNOFF

mmmmm

BRAND BRAND CHANGE
VALUE
SMILLIONS  $MBLLIONS

VALUE

3646

3,638

3,483

3,480

341

3,376

3,362

3,288

3,248

3,084

2,985

2979

2,975

87 86 JOHNSON&JOHNSON 2952

88 NEw ING

89 83 MOET & CHANDON
90 89 NISSAN

91 New CARTIER

92 New ESTEE LAUDER

93 New ARMANI
94 84 BOEING
95 87 PRADA
96 91 MOBIL
97 92 NIVEA

98 93 STARBUCKS
98 90 HEINEKEN
106 95 POLORL

2,864

2,861

2,833

2,749

2,634

2,613

2,576

2,568

2,492

2,409

2,400

2,380

2,147

New

3,540

3,103

3,257

3,288

3,416

3,438

New

3,961

2,996

2,983

3,298

2,806

2,706

New

2,524

2,495

New

New

New

2,864

2,535

2,407

2.221

2136

2,431

2,048

New

3%

12%

7%

4%

1%

-2%

New

-18%

3%

0%

~10%

6%

9%

New

13%

14%

New

New

New

-10%

1%

4%

8%

12%

-2%

5%

Germany
us.
us.

Japan
U.s.
France
u.s.

Germany
u.s.

France

Brit./Neth,

U.S.
Britain
u.s.
Netherlands
France
Japan
France
u.s.
ftaly
us.
Kaly
U.s.

Germany
u.s.

Netherlands

u.s.

The high-end Cayenne SUV produced record profits and
turbocharged the brand.

The lure of its diamonds, pearls, and siiver is strong but Japan is look-
ing tarnished and U.S, store sales are down.

Motorola is relevant again, with its clam-shell phones gaining in
Europe and in new markets like China.

It boasts some of the best technology in must-have items like
recordable DVDs and plasma-screen TVs.

Healthy international markets help the king of car rental roar again,
even amid rising gas prices.

The maker of silk scarves and Kelly handbags hopes designer

Jean Paul Gaultier can freshen its image.

Relentiess discounting and promotions continue to commoditize the
world of batteries.

The new A8 and strong globai expansion have made Audi a profit en-
gine. it's even thriving in China.

Federal accounting inquiries and a messy merger have tarnished the
AOL name as it fights to keep customers.

Parent LVMH is toasting the popularity of cognac with the world's
young urbanites, especially among the hip-hop set.

The energy giant is struggling to recuperate from a reserves down-
grade and a boardroom bloodbath.

Even its iconic 501 jeans are discounted these days and brands like
Diesel are finding legs with young shoppers.

The best-selling vodka builds on its popularity with Smirnoff Twist and
"maiternatives” such as Smirnoff Ice.

Holding firm in a tough market, it had a hit with a drug-coated stent.
But competition looms there, too.

ING Direct and a forceful U.S. marketing push put the Dutch financial
services firm on the map.

Strong growth in Japan and the U.S. keeps the world's leading
champagne brand bubbling along.

Having pushed aside Honda in Japan, it's gaining North American
share with Titan trucks and the Altima sedan.

The bejeweled panther has shed cheaper items and held tight to its
fuxury status through tough times.

This fixture of the high-end cosmetics counter is now expanding in
middle markets like retailer Koht's.

Known for classy clothes, it's expanding into everything from home
furnishings to hotels and restaurants.

It has lost commercial market share to rival Airbus, as execs try to
erase the taint of a Pentagon hiring scandal.

Still the preserve of pretty stars but rapid expansion and debt could
dilute some of Prada’s exclusive cachet.

It got a boost from reformulated motor oil and its status as NASCAR's
official lubricant.

The mid-market skin-care fine is now a leader in plumping up men's
faces, too.

Global expansion, new products, and yet more variations on the
humble cup of java boost the coffee hut's appeal.

Sales may be flat at Europe’s largest brewery, but the 141-year-old
Amsterdam brand remains the world's favorite premium brew.

It has consolidated control of its clothing brand, pushing same-store
sales up 11% in the last quarter of 2003.

The brand valuations draw upon publicly available information, which has not been mdependerﬂy investigated by Interbrand. Valuations do not represent a guarantee of future performance of the brands
orcompanies. Datx interbrand Corp., J.P. MorganChase & Co., Citigroup, Morgan Stanley, BusinessWeek
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Top Brands

Here’s how we calculate the power in a name
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INTERBRAND CORP. takes lots of ingredients
into account when ranking the world’s most
valuable brands. To even qualify for the list, each
brand must have a value greater than $1 billion,
derive about a third of its earnings outside its
home country, and have publicly available
marketing and financial data. One or more of
those criteria eliminate such heavyweights as
Visa, Wal-Mart, Mars, and CNN. We don't rank
parent companies, which explains why Procter
& Gamble doesn’t show up. And airlines are not
ranked because it's too hard to separate their
brands’ impact on sales from factors such as
routes and schedules.

BUSINESSWEEK CHOSE Interbrand's

methodology because it evaluates brands much
the way analysts value other assets: on the basis
of how much they're likely to earn in the future.
The projected profits are then discounted to a
present value, taking into account the likelihood
that those eamings will actually materialize.
THE FIRST STEPIS figuring out what
percentage of a company's revenuescan be
credited to a brand. (The brand may be almost
the entire company, as with McDonald's Corp., or
just a portion, as it is for Marlboro.) Based on
reports from analysts at J.P. Morgan Chase,
Citigroup, and Morgan Stanley, Interbrand
projects five years of earnings and sales for the
brand. it then deducts operating costs, taxes, and

acharge for the capital employed to arrive at the
intangible earnings. The-company strips out
intangibles such as patents and management
strength to assess what portion of those eamings
isdue to the brand.

FINALLY, THE BRAND'S strength is assessed
to determine the risk profile of those earnings
forecasts. Considerations include market leader-
ship, stability, and global reach—or the ability to
cross both geographical and cultural borders.
That generates a discount rate, which is applied
to brand-earnings to get a net present value.
BusinessWeek and Interbrand believe this figure
comes closest to representing a brand's true
economic worth,

,,
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2005/ 200 WO e o
miows st o
.1 COCA-COLA 67525 67394 0%  US. gr:zmﬁsétﬂzﬁﬁmﬁ;:d energy drinks. itis sillsearching

2 MICROSOFT 59941 61372 2%  US. :ﬁﬁ"iﬁi’;ﬂ"‘:ﬁfﬂiﬂfﬁ rhets such as TV set-top box
s 1w ST sm e us el o :
. o o asumn hus [l o otrg s oo o
5 INTEL 35588 33499 6% US. :23:::;::1 i:sa:’:::l;r:dm?: and Centrino wireless notebooks, Intel is a
8 NOKIA 26,452 24,041 10%  Finland :::gk;:i t: e:a'ek: on Apple's iPod as cell phones and MP3 players converge |
6 DISNEY 26,441 U3 -2% Us. Iercggl?agr ecg(’)enB?;lkg& rnus1 develop new offerings. The trend is toward
7  McDONALD'S 26014 25001 4%  US. m‘;;‘;‘::::;s e Big Mac has ;ﬁ:ﬁﬁxgﬁfﬂ' morms and teens thanks
9 TOYOTA 20837 22673 0% Japan :;:::a: ::)h;;abs:dGSM globally, Toyota's image gets a big boost from its growing ‘

'~ 10 MARLBORO 21189 22128  -4% US. Still tops in the U.S., the wortd's biggest cigarette brand has struggied in

Europe of late, losing share in France and in Germany.

. _ Quality problems and strategic errors have punctured Mercedes’ sales for
1 MERCEDES-BENZ 20006 21331 -6% Gemmam o venrs Wilthe new S-Class socan help buff its image

A history in global markets that often helps it trump focal players has helped
to shield<Citi from recent scandals.

Printer king HP faces increased competition, and new CEO Mark Hurd must
figure a way to improve performance against computer rivals Dell and IBM.

AmEx’ star is rising since it won the right to let banks issue its cards. AmEx
invested heavily in marketing spending worldwide.

13 CITl 19967 19971 0%  US.
12 HEWLETT-PACKARD 18866 20978 -10% US.
14 AMERICANEXPRESS 18550 17683 5%  US.

The King of Blades is on a roll, with its battery-powered M3Power razor

15 GILLETTE 17.534 16,723 5% us. heiping produce record results. Now it's getting ready to merge with P&G.
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RANK
200572004

17 BMW
16 CISCO
* 44 LOUIS VUITTON
18 HONDA
21 SAMSUNG
- 25 DELL
19 FORD
22 PEPSI
#+ 23 NESCAFE
- 26 MERRILL LYNCH
- 24 BUDWEISER
* 28 ORACLE
20 SONY
33 HSBC
- 31 NIKE
- 29 PFIZER
4 NEW UPS
* 27 MORGAN STANLEY
30 JPMORGAN
- 35 CANON
.+ 34 SAP
37 GOLDMAN SACHS
. NEw GOOGLE
- 36 KELLOGG'S
38 GAP
* 43 APPLE

40 IKEA
NEw NOVARTIS
-+ 45 UBS

BAD  ERND
VALUE VALUE
SMILLIONS  SMILLIONS
17126 15886
16,592 15948

16,077 NA
15788 14874
14956 12,553
13231 1,500
13159 14,475
12,399 12,066
12,241 11,892
12018 11,499
11,878 11,846
10887 10935
10754 12,758
10,429 8,671
10,114 9,260
9981 10,635
9923 New
9777 11,498
9,455 9,782
9,044 8,055
9,006 8323
8,495 7954
8,461 New
8,306 8,029
8,195 7.873
7,985 6,871
7817 7182
7746 New
7565 6,526

mnwgmmnm

CHANGE
OWNERSHIP
8% Germany
4% (VAS
NA  France
6%  Japan
19% S. Korea
15% U.s.
-9% U.s.
3% U.S.
3% Switzerland
5% U.S.
0% U.S.
0% u.s.
-16%  Japan
20%  Britain
9% Us.
-6% uUs.
New u.S.
~15% uU.s.
-3% U.S.
12%  Japan
8% Germany
7% Us.
New u.s.
3% us.
4% U.s,
16% us.
9% Sweden

New Switzerland

16% Switzerland

BMW is in the fast-lane, proving that the right mix of engineering and
marketing can propel an auto makers' performance even in tough markets.

Partnered with Microsoft to tackle Internet security and limit damage from
viruses. A new focus on small business is paying off.

With Uma Thurman promoting its hot new Monogram Cerises collection, the
world's richest luxury brand seems unstoppabie.

Consumers can’t get enough of Honda. Now it plans to boost annual North
American production to 1.4 million vehicles by 2007.

One big brand marketed everywhere, plus an explosion of popular celt
phones, is boosting sales of all its gadgets.

It has the biggest market share in personal computers and is now
aggressively pushing printers, TVs, and laptops as PC demand slows.
Mustang is red hot. But"'SUVs and pickups, which had been top
maney-makers, are cold, and competition hammers truck profit margins.
Increasing emphasis on Diet Pepsi and Hispanic marketing, plus big-event
advertising on the Super Bowl and Oscars is boosting brand growth.

Holding its own in the Starbucks era by offering ready-to-drink products such
as lce Java coffee coolers,

Its revamped retail brokerage business is increasingly being recognized as
the best performer in the industry.

The King of Beers sputtered a bit in 2004, owing to competition from
domestic brewers and spirit makers. Bud is battling back with new products.
Winning the battle for PeopleSoft, and two other acquisitions, was easy.
Oracle now has to integrate all of those products and employees.

Top priority for Sir Howard Stringer, Sony's first ever gaijin 'CEQ: getting the
company’s consumer electronics biz back on track.

HSBC's three-year-old campaign, “The World's Local Bank,” is paying
dividends as i rebrands international acquisitions.

While rivals branch out into hip hop, Nike focuses on athletics. The swoosh
overtook Adidas as the biggest supplier of soccer shoes in Europe.

Patent expirations and a weak new-product pipeline hurt the No. 1
drugmaker’s prospects. A-cost-cutting push won't cure those ailments.

Buying regional shippers and rebranding them has enabled Brown to benefit
from explosion in mail order and Net selling.

Very public management turmoil and the ouster of CEO Phitip J. Purcell
seriously damaged the firm's sterling reputation.

JPMorgan Chase’s venerable name has taken its lumps as the bank struggles
to absorb its latest acquisition, Chicago’s Bank One.

Color copiers and top-notch cameras make Canon one of Japan’s most
profitable companies. Tennis star Maria Sharapova adds star quality.

The software giant gained brand value thanks to innovation and smart
marketing, but rival Oracle grabbed headlines with its PeopleSoft takeover.

Prestige and stability count for a lot, especially when other firms have
high-profile management traumas.

Google spent $5 million on marketing in 2004, a fraction of the totals spent
by competitors. Yet more people than ever go to Google to search,

Cereal is up and acquired brands like Keebier and Momingstar Farms are up
even more. International growth is strong.

Sarah Jessica Parker couldn't fend off lackluster sales in-2004. Now the
clothier is betting on remodeled stores to move more merchandise.

With iPod-mania showing no signs of abating, Apple’s brand is hotter than
ever. That's giving a lift to Mac sales and sets the stage for new offerings.

The Swedish fumiture giant continues to boost sales through smart design
and aggressive geographic expansion.

A heavy advertiser, it ran ads during the Super Bow! and is big in Internet
search advertising.

Its global brand strategy is winning new customers for private wealth
management business.
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SIEMENS

HARLEY-DAVIDSON

HEINZ

MTV

Gucc
NINTENDO
ACCENTURE
L'OREAL
PHILIPS
XEROX

EBAY
VOLKSWAGEN
WRIGLEY'S
YAHOO!
AVON
COLGATE
KFC

KODAK

PIZZA HUT
KLEENEX
CHANEL
NESTLE
DANONE
AMAZON.COM
KRAFT
CATERPILLAR
ADIDAS
ROLEX
MOTOROLA

7.346

6.932

6,647

6,619

6,470

6,142

6,005

5901

6,705

5,701

5,617

5.543

5,256

5,213

5,186

5,112

4,979

4,963

4,922

4,778

4744

4,513

4,248

4,238

4,085

4,033

3,906

3,877
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7026

6,456

NA

6.479

5772

5902

NA

5696

4,700

6,410

5424

4,545

4,849

4,929

5118

5,231

5,050

4,881

4,416

4,529

4,488

4,156

4,112

3.801

3,740

3,720

3,483

3%

NA

0%

6%

2%

NA

0%

21%

-12%

2%

16%

8%

5%

0%

-2%

1%

8%

5%

1%

2%

3%

7%

8%

5%

11%

Germany
U.s.
u.s.
u.S.
Italy

Japan
u.s.
France
Netherlands
u.s.
us.

Germany
u.s.
U.s.
us.
u.s.
u.s.
(VAN
us.
us.

France
Switzerland
France
uUs.
u.s.
uU.s.

Germany

Switzerland

us.

After selling the money-losing mobile handset business, new CEQ Klaus
Kleinfeld is concentrating on business-to-business products.

Harley lost 27% of its stock value this spring. lts problems: slowing growth,
high bike prices, and aging Baby Boomer buyers.

It continues to fight private-label brands for space on kitchen tables, buying
Lea & Perrins Worcestershire Sauce in June.

The planned cleaving of parent Viacom to unlock shareholder value
underscores the growth prospects, particularly overseas, of MTV Networks.

Star designer Tom Ford stepped down last year, but.CEQO Robert Polet has put
Gucci back on its feet with strong sales of footwear and leather accessories.

The brand is treading water, but launch of the Nintendo DS portable games
machine should raise the company's profile.

Outsourcing has been a strong growth area, winning high-profile, high-value
contracts such as border security in the U.S.

The beauty-products giant is sitting pretty, with strong growth in the U.S. and
Asia, Sagging European sales are starting to shore up.

The consumer electronics and medical systems colossus launched a global
rebranding effort that raised its ranking, but its visibility still lags in the U.S.
Despite a steady march of new products—40 in 2004 alone—the copier giant
has not been able to build momentum with investors.

The online marketplace's brand value shot up.thanks to a runup in its stock
price. But revenue growth is slowing as some merchants try rivals.

Unexciting designs and fuxury products forced on a value brand is costing
the German auto maker customers worldwide.

The No. 1 name in gum is making a big push into other tasty treats with its
recent purchase of Aftoids and Life Savers.

The decade-old Internet brand has matured from “colorful” and “wacky"” to
“useful” and “indispensible” in recent years.

Struggles in the U.S. market were offset by red-hot direct sales in Eastern
Europe and other developing economies.

Responding to the rising challenge of rival P&G, the global toothpaste giant
sharply increased advertising and promotional spending in 2004,

KFC is going away from “healthy" offerings, playing up guitty pleasures and
moving back to the Kentucky Fried Chicken brand name.

Though Kodak has made impressive strides in digital photography, the stock
has been hurt by a credit-rating demotion to junk-bond status.

“Healthy” pizza items and aggressive product-placement strategy in video
games aren’t enough to overcome the low-carb eating trend.

As Gen Y consumers buy private label or whatever is on sale, Kieenex plays
the innovation card with its launch of Moist Cloth tissues.

The Paris fashion house is the essence of chic. Nicole Kidman promoting
Chanel No. 5 perfume heips, too.

Best kriown for chocolate, the Swiss food giant posts stronger sales growth
from newer products such as Aquarei bottled water.

U.S. and Asian sales of Danone yogurts and yogurt-based drinks help offset
recent weakness in its core European markets.

The pioneer e-tailer has kept its brand equity steady by chucking TV ads and
spending the money on relentlessly lowering prices.

A leaner portfolio of brands should give the maker of Oreos and Maxwell
House a boost on store shelves.

Cat, with its giant earth-hauling machines, maintains a strong reputation

for ruggedness.

Collaboration with hip-hop queen Missy Elliott proves that athlete
endorsements aren't the only way to sell sports apparel.

Still the ultimate status-symbol timepiece. Rolex is polishing its appeal with
marketing initiatives such as an arts sponsorship program.

Slick designs like the $500 Razr phone make Motorola a force, especially at
the high-end of personal digital electronics.
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RANK 2005 2004 PERCENT COUNTRY  DESCRIPTION
20057 2004 BRAND BRAND CHANGE OF .
VALUE VALUE OWNERSHIP :
SMILLIONS  SMILLIONS
CEO Tom Glocer has led a revival, but catching up to archrival Bloomberg is
71 REUTERS 3866 3691 5% Britain om V! gup &

still an uphill battle.
Despite a Texas refinery accident and a damaged platform in the Gulf of

| Tt 72 BP 3802 3662 4%  Britain  \eyico, BP is challenging ExxonMobil for pole position in the oil industry.
7 PORSCHE IS Gy e The company i raing how brond the bran can e
* 77 PANASONIC 7143480 % apan e e e e e US.
1 AU et som o Cemany Sarmnssloauney ot s el sty
© w0 DURMELL i sme sk us  Doepmorismemonn s boes toet
1 75 TIFFANY & CO. 3618 3638 1% US. iJ:;:::Itaitm::l fc::'k: ;g;:any this year, contributing to disappointing earnings
79 HERMES 3.540 3,376 5%  France Designer Jean-Paul Gaultier is wowing fans of the family-run luxury group

with new takes on the Birkin and Kelly handbags.

Stilt a leader with business travelers, Hertz shouldn't miss a beat when Ford
78 HERTZ 3521 3411 3% us. completes the sale of this market-leading rental-car business.

. It's the fastest-growing auto brand in the world. Now it's aggressively moving
NEW HYUNDAI 3,480 New New S.Korea upscale into bigger, more profitable segments,

Snappy designs and aggressive pricing are raising Nissan's market share
90 NISSAN 3203 2833 3%  Japan Lotk its profits. .
83 HENNESSY 3,201 3084 4%  France Hip-hop artists made this French cognac a U.S. best-seller. Asia could fuel g
future growth. ]
88 ING 3177 2,864 11% Netherlands ING Direct is a phenomenal success: it's the largest online bank. Now it's q

aiming for Chinese expansion with its Bank of Beijing investment.

o Sales are up significantly after rebranding campaign. Extension into mait I
86 SMIRNOFF 3097 2975 4%  Britain o0 brand has been a big success. !

, After several tough years, the jewel in Swiss luxury group Richemont's crown
¢ 91 CARTIER 3,050 2749 1%  France has rediscovered its sparkle, thanks to new jewelry lines.

‘CEO Jeroen van der Veer is juicing up exploration while cleaning house after
a scandal about overstated reserves.

JOHNSON & JOHNSON While the drug business has slowed, J&J's medical devices continue to
- 87 & 3.040 2952 3% us. power earnings. But questions now surround its purchase of Guidant.

<. 89 MOET & CHANDON 2,991 2,861 5%  France Strong U.S. and Asian champagne sales keep the bubbly fiowing at parent

84 SHELL 3048 2985 2% Brit/Neth.

company LVMH,
. Designer Miuccia Prada still stirs up fashionista frenzies with her edgy
» 95 PRADA 2,760 2,568 7% Italy handbags and shoes. Sales in Asia were up 25% last year.
¢ NEW BULGARI 2715 New New htaly A movc.a into luxury hotels and resorts is enhancing the jeweler's exclusive
brand image.
. The italian king of style is now moving into home furnishings, hotels, and
93 ARMANI 2677 28613 2% Italy restaurants. Still missing is a plan for his succession.
’ Newer brands like Citizens of Humanity and Miss Sixty keep chipping away
85 LEVI'S 2,655 2979 -l% us. at Levi's cool factor. Sales of Levi's jeans in the U.S. were flat from 2003,
o | Once best known for its microwave ovens and basic refrigerators, LG is now
- NEW LG 2645 New New S. Korea rolling out snazzy cell phones, plasma TVs, and digital gizmos.
' a7 NIVEA 2576 2.409 7% Germany The business formula has growing appeal to aging baby boomers ona

budget: Skin care that doesn't cost a fortune.

P Profits and share price remain high. Now Starbucks is pushing to become a
R 0
98 STARBUCKS 2,576 2,400 7% u.s. force in music distribution.

Still the leading international beer brand, but the Amsterdam-based brewer
is struggling to keep growth going.

" 99 HEINEKEN 2357 2,380  -1% Netherlands

The brand valuations draw upon publicly avaitable information, which has not beet ted by Interbrand. Vatuations rk of the brands
or companies. NA = Not available: Last year's brand value has been restated due lo the ava:labtlny d new data Datx: interbrand Corp., J P. Movgan Chase &Co c:tumup Morgan Stanley, BusinessWeek
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Best Global Brands

How the BusinessWeek/Interbrand Top 100 companies
are using their brands to fuel expansion

8Y DAVID KILEY

OT LONG ACO, MOTOROLA SAW ITSELF THE
same way its customers did: as a tech-driven
seller of products, not a brand. The success of
the RAZR changed all that. By ringing the con-
sumer’s bell, the hot-sellitig mobile phone vali-
| dated a new strategy, internally dubbed
MOTOME. Suddenly Motorola was a company that had redis-
covered its identity as a major consumer brand.

The key, says globsl marketing head George Neill, who came
to the conipany last year from Apple, was 1o think of the brand
as providing experiences t0 consumers, not just hardware,
“We're focused on giving uceess to what people want—music,
video, Internet—wherever customess roam.” That translated

. inte an 18% gain in the company’s global brand value on this

year’s BusinessWeek{Interbrand Annual Ranking of the 100 Top
Global Brands. The phonemaker, adds Ineerbrand Grorp GEO
Jez Frampton, is “ redefining the place people make for the Mo-
torola brand in their lives.”

This year’s list is brimming with hot brands such as Mo-
vorola that are erafting new and surprising ways to branch into
entirely new product arenas. Hyundai is launching a premium
sedan. Google is wading into selling ad time on the radio. Oth-
ars ave revving up their brand’s goodwill value to dodge prob-
lems, as McDonald’s is doing with its health and fness mar-
keting to counter concerns about junk faod.

Every company wants its brand to get bigger. The hard part
is balancing whar the brand is with a vision of what it would
like to be. “As soon asyou try to go someplace that deesn’t fit or
where you don’t have credibility, it can detract from your or-
ganization and your brand,” says Frampton. The sixth annual
BusinessWeek/Interbrand rankings measure an elusive but cru-

cial quality. Companies that score high ¢an count on plenty of
custoner loyalty as they push into risky expansions.
company ever on the list. Revenues
climbed by 105% last year. With mar-
ket share in Internet search still surg-
input at early stages of deveopment, and in tumn challenge mar-
ket leaders such as Microsoft in mature businesses. “The way
you find really successful innevation is to release five things and
you can harness the power of early releases, when users offer
tons of suggestions, and engineers can fold in upgrades and
adapt on the fly, That's what the company did with Google
their content. Since then the company has invited Web critics
and consumer advocates to weigh in during the test phases of
other new offerings.

 TheBig WINNERS |

;  Google posted the biggest single-year percentage gain-of
i any company in the rankings' five-year history. Growth at eBay,
the lop dog of 2005, stowed from last year. !

Don't Fear Public Flops
THE GOOGLE NAME is strongey than ever: In this year's rank-
ing it gained 46% in brand value—the
SO \‘3
Couglt)
s ing, it .can afford to gamble with its
' universally recagnizable brand.

That allows Google to launch a
hope that one or two of them really take off;” says product czar
Marissa Mayer.

When your brand is a verb in the Oxford English Dictionary,
Video, which was expanded to let penple upload and showcase
their own creations, Another example: When Google initially
launched Gmail in 2004, it scared some would-be customers by
| The Big LOSERS
| Practically every industry had a loser this year. Gap slipped
! 12placesinthe rankings, and beleagueredford madeits

biggest year-over-year rise of any

slew of new products with small investments, gain valuable user

ypu eun weather the sting of a few product flops. In the process

scanning e-mails for keywords and serving up ads relevant to
fifth appearance on this fist, falling eight places.

i BRAND 2006 BRAND 20085 BRAND CHANGE IN
cer VALUE (BILLIONS) YALUE (BILLIONS) BRAND VALUE

' GOOGLE 1238 846  46%
' STARBUCKS 330 258 - 20
 EBAY €76 570 18
MOTOROLA - 4.57 - " 3.88 18 |
HYUNDAI 408 348 17 |

—

A VAIDFGRLIONS)  VALLE (BUATONS)_ oRAND JALLE |
GAP 6.42 8.19 -22%
'FORD  11.06 1346 -16

'KODAK  4.41 498  -12

. HEINZ: 6.22 6.93 -10
INTEL 32.32 35.59 -9 .
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Google's brand may not always ride this high. Failed product
tests can pile up and dent all the positive brand bugz. That's a
worty, particularly since only a few of its services beyond search
have fourid real acclaim, much less significant new revenue,

Snll, the company has a toehold almost everywhere and a
koack for speed. In the past year it has launched an online fi-
nanee site, a spreadsheer tool, and a word processor, and it
plans to resell radio and TV ad time to its ad clients, Several of
these may never be big cash machines, but with revenues grow-
ing 77% last quarter, it's hard to blame Google for failing in
small ways when it’s winning so big on the Street.

Face Your Weaknesses
IN THE FIVE YEARS leading up to 2003,
McDonald’s saw its market capitaliza-
tion fall by $12.2 billion. And this is no
internet stock. The problem was that de-
spite the company’s nearly 100% brand
awareness in every global market, the |
old images of Ronald McDonald weren't
weating well. Just as roubling, evidence
was mounting that junk food was fuel- "
ing an obesity epidemic in the U.S. Mc- )

Donald’s had long struck a. defensive pose against such barbs.
But it was time to take control of the brand before outside forces
did it for them.

McDonald’s discovered that while its big-budget Disney tie-
ins and Olympics sponsorships kept the Golden Arches in kids'
sights, mothers were its real problem. Opinion studies and fo-
cus groups showed a mounting distrust of McDonald’s and
guilt among suburban moms about letting kids eat there,
“Everything we do is really driven through the eyes of our cus-
tomers and understanding what their needs and desires are,”
says Global Chief Marketing Officer Mary Dillon,

So the chain set out to appeal 1o moms. In the past three
years, one-third of its 13,725 restaurants have been upgraded,
and new premium-priced salads and chicken meais have been
added. Fruit offerings such as apple slices have helped change
Mickey I¥s image—it’s now the nation’s biggest wholesale buy-
er of apples. This year, McDonald's global brand value rose a
healthy 6%, and its market capitalization grew by $2 billion.
The company took the mom-friendly message to a new level
last February. McDonald’s kicked off a global campaign tied in
with the Olynipics that talks up the importance of exercise and
nutrition, using such athletic role models as tennis stars Venus
and Serena Williams.

The campaign (“It’s what I eat and what I do...'m lovin’ it*)
includes TV ads, new packaging, and a series of Ronald Mc-
Donald videos teaching children how to eat well and stay active.
Meanwhile, everage restaurant sales are up to a record $1.9 mil-
lion thanks to the premivm-priced items. Says Dillon: *One of
the fun things about McDonald’s is we are always learning
about how we can expand our brand.”

August 7 2006 | BusinessWeek ' 55
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IN 1998, HYUNDAI'S reputation in the U.S.
was 50 ravaged by a decade of quality prob-
lems that the South Korean company consid-
«red pulling up stakes. Chung Mong Kootook
over that year and began reinventing how
Hyundai viewed quality. A carmaker without a U.S. presence, he
reckoned, could never be a global brand.

Quality improved, but Hyundzi was stll far behind. So
Chung devised an aggressive strategy: Until at least 2008,
Hyundai models would carry a 100,000-mile/10-year warranty
to give customers peace of mind. This created huadreds of mil-
lions of dollars a year in extra provision costs, of course. Mean-
while, Chung ordered plant managers to obsess about quality,
even to stop production lines if defects were detected. The prac-
tice was common in Japan and catching on in the U.S. but still
unheard of in Korea.

The moves paid off. In the U.S., Hyundai saw its sales grow
fiom less than 100,000 in 1998 to 455,012 last year. Global
brand value climbed an impressive 17% lust year. In the latest
quality scores from J.D. Power & Associates, released in June,
Hyundai was the top-rated nonluxury brand ahead of Toyota.
That now gives Hyundai the street cred, for example, to sell its
new Azere sedan, which costs clese to $30,000 and has been
compared seriously to the Chrysler 300, Toyota Avalon, and
Buick Lucerne.

Having earried swipes from critics, Hyundai says it's looking
for more creative validation as it contemplates a sub-brand to
compete with Lexus and Cadillac. “One important objective of
our brand is to-create emotional connection with our clients,”
says Nam Myung Hyun, general manager for brand strategy, It
shouldn’t be 0o hgtd. Americans love an underdog, especially
onc that has lea new tricks.

el » L) N

Make Simplicity King
g WHEN GERARD KLEISTERLEE took the helm of
i s Royal Philips Electronics in 2001, the Dutch
conglomerate’s empire included Tvs, lighting,
medijcal devices, and semiconductors. The miss-
ing key: e coherent brand. “We had to choose
y  Whether Philips was & company built around its
core technologies or one built around its core
brand,” says Kleisterlee, who presided over g
healthy 14% gain in global brund value last year.
He wisely chose the latter. In doing so he had to shake up the
way the coripany thought about customers and communica-
tion without alienating the engineering and science units crit-
ical @ innovation, In 2004 its “Sense and Simplicity” globs!
branding effort launched. The idea is tv create a “health-care,
Lifestyle, and technology” comparvy that offers easy-to-use prod-
ucts designed around the consumer. ‘To get the effort on track,
the CEO created an internal think tunk, the Simplicity Adviso-
1y board, comprised entirely of Philips outsiders: a British fash-
ion designer,a Chinese architect, an American radiologist, and
an American Massachusetts Instinite of Technology professor,
~The board looks st overarching questions like: How does
simplicity get executed? Their strategic advice changed the way
the company thinks, leading to a series of new, user-fricndly
produces. It wasn’t enough to design a small defibrillator that
could be stashed in public spaces such as airports and work-
places. Consumers dictated that it be the size of a laptop and
simple enough that the untrained could spark a heart back to

S6 | BusinessWeek | August 7, 2006

life in seconds using built-in audio instructions.
‘There's also Perfect Draft, a home drafi-beer dis-
" penser that’s & twist on Philips’ hugely successful
sz Senseo coffee machines.

Philips installed new test centers around the
world where products are extensively critiqued by
consumers. That saved the company from flubbing
the launch of its WACS7000 Wireless Music Center & Station,
which it pustponed when the software was rewritten because of
complaints of overcomplexity:

Brand value hasn'tcome cheaply for Philips. Analysts say the
company spent $170 million in 2005 and plaas to invest around
the same amount this year on the new campaign. But Kleister-
lee knows the company’s funwe valuation depends on the
strength of the brand: “Everything we do, from our products to
the way we work with our suppliers and customers, has to live
up o the simplicity promise.”

Protect Your Culture

STARBUCKS HARDLY advertises, instead rely-
ing on its ubiquitous cafés 1o do the falking
and create its 20% bump in global brand value,
That means keeping thent free of the clutter of
other brands and products, which are con-
stantly trving to piggyback on the Starbucks
aura and access to 30 milion weekly cus-
tomers. At the same time, the chain has come i
to view its brand as » kind of cultural poreal— B
after co-producing a series of music CDs, Starbucks this year
backed a book and a film. So it was a spirited discussion that
took place within the Consumer Insight Group last fall about
how to use the sacred store environment to promote the movie,
Akeelah and the Bee, Undl then the chain had never sullied its
cafés with movie posters or TV monitors.

The answer was to make the cafés a sort of extenision of the
film, which is about an inner-city African American girl who
competes in a national speliing bee. So last April vocabulary
words from the contests in the film went on Starbucks cup
sleeves and on café walls, challenging customers’ vocabularies.
It wasn’t an overly obvious promotion. Rather than use tradi-
tional methods, says Senior Vice-President for Marketing Ann
Sgunders, new projects like this are launched “based mostly on
our inwvition and out of our brand culture. ... Weknow when it
feels right.” Starbucks plans to co-produce at least two more
movies next year.

Missteps have been helpful in understanding how to grow—
and how niot to. Joe magazine, in 1999, was one. Magazines are
a smaller niche than newspapers and a highly personal choice
for consumers. AMter six months, Joe was tossed. Last year's
“drinking chocolate,” called Chantico, served in a dainty six-
ounce cup, didn’t work, either. It was too pricey at almost $3,in
too small a cup, snd had too many calories {390). Gone.

Perhaps Starbucks’ riskiest ventures are its music bars,

=2

'";‘

which let customers compile songs on CDs or in MP3 folders

from a song librery. The bacs change the atmosphere of the

cafés and have been criticized in the media and on blogs as an

unnecessary diversion. Saunders counters that customer satis-

faction is high, and more music bars are likely next year. She

knows the plan is ambitious. “But if you know where your
brand lines really are, you can push them.” 8

~With Ben Hgin in San Matev, Calif,

Michael Arndt and Roger Crockett in Chicago,

Kerry Capell in London, and Moon hiwan in Seoul

DAVID RUDES/BW (BTARBUCKS)
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Burt’s Bees:

Up from Craft Fairs

BRAND EXPANSION ISN'T JUST for big business. Two decades
ago the founders of Burt’s Bees were peddling their
handmade beeswax candles and ip balms at craft fairs in
the Northeast. Now the Durham (N.C.) company’s eco-
friendly personal-care products, some of which still

sport the bearded visage of Maine
beekeeper and retired co-founder
Burt Shavitz, can be found in 22,000
stores, including recent additions
Walgreens and CvS. Sales at the com-
pany, which was acquired by private
equity group ARA Investors in 2004,
are expected to rise 25% in 2006, to
$250 million. Writer Andréw Pack
spoke with Chief Executive John Re-
plogle, 40, who joined Burt’s from
Unilever in January, about managing
the explosive growth of this offbeat
brand.

What drives decisions
about brand expansion
at Burt's Bees?

We receive over a thou-
sand phone calls and e-
mails a week {rom con-
sumers. If’s through
that dialogue that we
know where to take our
brand. For example,
consumers tell us they
absolutely adore prod-
ucts in our hand- and

Any plans for the baby-care market,
which is hot right now?

We're just about to introduce a head-
to-toe baby wash, Mothers really un-
derstand the need for natural care.
A Jot of our consumers actually [dis-
covered the brand] with their child.

Any products you'll stay away from?

Household care. There's a lot of dam-

age to our planet {from synthetic]

things that go down the drain, and our

philosophy has atways been to be gen-

tle. Frankly we've decided not to move
_____  into it at this time.

Have any new

3¢ categories been

3 disappointments?
Color cosmetics such®
as eye shadows or
blushing  creams.
Those have not been
strong sellers for us.

What's the end game
for Burt's Bees?
We don’t really see a

foot-care line. And they limit to what we can
say, “Can you help me do. Health and well-
by giving me a produet - oess [are part of] a
like that that’s good for sl L megatrend, and so is
all over my body?” [Eiaglialel AN the greening of Amer-
That's what really led to ica. All you have todo

our recent launches. of a full range of
body lotiens.

Where do you want to take the brand in
the future?

We're trying to meet consumer needs
from head to toe. We're going to be
moving into a men’s mnge and a fuller
line of personal cleansing products, to
shampoos and conditioners. We. just
launched a body wash, and we'll
launch more products next year. We'll
be offering. hand soaps and washes

early in the new year.

is listen to major retailers talk about
sustainability, and you see the conflu-
ence of consumer trends and retailer
trends, We're right at the heart of that,

Do you risk alienating your core
consumers as you move into
mainstream stores?

{Our consumer) wants access to her
favorite products at all of her favorite
retailers. The authenticity of the brand
shines through regardiess. of whether
we’re in 10,000 or 20,000 or even
30,000 stores.
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Top Brands

Here’s how we calculate the power in a name

INTERBRAND TAKES {ois of ingredients into
account when ranking the world's most valuable
brands. To even qualify-for the list, each brand
must devive about a thind of its eamings oulside.
its home coundry, be recognizable outside of its
baseof customers, and have publicly available
marketing and financial data. One or more of
those criteria eliminate such heavyweights as
Visa, Wal-Mart, Mars, and CNN, interbrand
dotsn't rank parent companies, which explains
why Procter & Gamble doesn’t show up. And
aulines are nol ranked because it's foo hard to
separate their brands’ impact on sales irom
factors such as routes and schedules.

BUSINESSWEEK CHOSE litesbrand's

met because it evaluatesbrands much
the-way analysts vaiue other assets: on the basis
of how much they're likely to earn in the future.
The projected profits are then discounted fo a
present value, taking into account the likelihood
that those earnings will achsally materialize.

THEFIRST STEPIS figuring out what
percentage of a company's revenues ¢an be
credited o a brand. (The brand may be almost
the entire company, as with-McDonaid's Corp., o
just aportion, as it is for Mariborp.) Based on
reports from analysts at J.P Morgan Chase,
Citigroup, and-Morgan Stanley, Interbrand
projects five years of earnings and sales for the
brand. 1t then deducts operating costs, taxes, and

a charge for the capital employed to arrive at the
intzngible earnings. The-company strips out
intangibles such as petents and management
strength to assess what portion of #hose earnings
¢an be attributed to the hrand.

FINALLY, THE BRAND'S sirength s assessad
to.determine the risk profile of those earnings
toretasts. Considerations include market
leadership, stability, and global reach—or the
ability to cross both geographic and cutural
borders. That generates 2 discount zate, which is
apphied to brand earnings 1o get a nel present
value, Businessieek and interbrand balieve this
ligure comes closest to representing a brand's
truge economic worth.

2000/ 2005 B0 s o o Coor
ery TN 7 onerse

11 COCA-COLA 67000 67525 1% US Z'm‘msfzzmﬁgﬂxmgxxfm has
2 2 MICROSOFT 56926 59941  -5% us. ;ﬁiﬁlmwmw’mw ofist the power af s
33 IBM 6,201 5337 5%  US. ::“';"fs‘:z:::?,‘:g iﬁ&glifff:(?é"? to Lenovo. IBM 15 rmarketing
i T e
6 6 NOKIA 30131 26452 4%  Finland ::ﬁ’;";b:::;;‘p":;’zmbﬁz::;:';’Z:;’;:’:az::;??;mé"
PO TR e e DURISREGL e
B
Do WIOMDS  m mae w v S e

The new S§-Ciass sedan and M-Class SUV are helging repair a tarmshed
1 MERCEDES-BENZ 21795 20006  o% Germany auality reputation. High costs and weak margins will take longes to fix,

o
Q

Already the biggest U.S. bank, Crigroud’s quest to generate imore ravenues
12 Ol 21458 19567 7% us. from workd markets has it imraducing its brand to new emerging markets.

' . Martboro remains firmiy in the saddie, particularly outside the U.S., a8
12 10 MARLBORO 21350 289 1% US.  4pans imo developing markets.

Under CEO Mark Hurd. HP is skipmng glitzy image ads to push specilic
13 HEWLETT-PACKARD 8% hioghatis g .
1313 H 20.458 18.866 us. produsts. tmproving profits and & 40% stock price increase haven's hurt.

y ; A preemunent financiat-services brand among high-end customers, the
14 14 AMERICAN EXPRESS 19841 18,559 6% us. compary Is recasting Itseit as hip to broaden its appeal to 2 younger set

] BMW continues to churn ot hot modets that buyers jove Yo deive and
15 16 BMW 19617 17426 5% Germany uoanese automakers can't seem 1o rephicate.

S
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24
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3
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39
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a4
43
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g
GILLETTE 19579 17534 1%
LOUISVUITTON 1ms0s 16077  10%
CIsco 17532 16502 6%
HONDA 1701 15788 8%
SAMSUNG 16168 1295 8%
MERRLLLYNCH 1om 12018 8%
PEPSI 12690 32399 2%
NESCAFE 12507 12240 2%
GOOGLE 12376 8461  46%
DELL 1225 13231 7%
SONY 1695 10754 9%
BUDWEISER n662  UBTB 2%
HSBC 0622 10428 1%
ORACLE 1459 10887 5%
FORD 11056 13158 -16%
NIKE 10,897 10414 8%
UPsS w72 9923 8%
JPMORGAN 106205 9455 8%
SAP 10007 9006 1%
CANON 9968 G044 0%
MORGAN STANLEY sye2 o777 0%
GOLDMAN SACHS 9640 8495  13%
PFIZER 959!  Sg81  -e%
APPLE 813C 7985 1A%
KELLOGG'S 8776 8306  B%
IKEA 8.763 7897 12%
UBS 8,734 7565  15%
NOVARTIS 7880 776 2%
SIEMENS 7.828 7507 4%
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Giilefte's new six-biaded Fusion razor enet with ridicule when 1t was
introduced. But with Fusion sales soaring, Gillette is stit king,

With e glrtzy new flagship on the Champs Elysées, the world's iichest
Lxury brand celebrates yet another year of robust growth,

Crsco’s deaision o fead with ds Linksys brand for consumers hasa't
made the compary s household name yet, but «£'s heiping,

As g2s prices nise, Honda's gas gippéars are balping the Japanese carmak-

er griaw into the Big Three's marke! share,

Samsung is rolling out het LCD TVs and ever mors pawerfid memary chips.
But it 8 missing i action with Igv-entt handsets, imwrbing markst shaee
Merrill Lynch has made a-dramat:c transfarmation Irom a steepy. stable
trokerage to a leans and mean investment bank,

it tapped a groviing obsession with obesity by shifting marketing doliars tc Diet
Pepsi. Another buost® Rwal Coke's move {0 000y Pepsi Max with Coke Zero,
Sales of instant coifee are piping hol in emerging markets, while Havored
-coffees and new products have boosted appeat in the U.S. and Ewrape.
Its recent inclusion as a verb in the Oxford English Dictionary confirms
what competilurs {zared: Google means search 10 an army of Web users.
The king of the inexpensive PC is trying 10 regain trust with a campaign
to bolster customes service and techmoal support.

Scny CEO Howard Stringer has fixed the TV biz, lat other electronics prod-
ucts are struggling. Ha's batling PlayStat:on 3 can heip turn things around.
A price war and changing tastes jeft the No,1 beer aker vith o nesty
hangover. The drop in profits for 2005 was its tirst 1 a decade.

With ratail, private. and investment banking operations i J5-countries, the
warld's iocal bank rs 125t beComing a miajor force i Vinancisl services.

Last year, Oracie bought another maor softwara brand. Siebel Systerns.
This year it will have tosew it together and keep its customers happy.
Thiesiconic &L trand has dectined in every measure, Weak imarketing, bar
press. shafiow product pertinkio, and 2 bononien-out U3, ok price hurt vatue.
.gd’;ku won in toth the casval fashon and hard-core athletic markets with
iNNovVative New prodiscts, marketing. and partnerships.

China-to-U.5. routes are paying off hamdsomely, while o big contract to
consclidate smpments for Dell is providing a boost back at home.

Uniike other big banks seling money managemant units, JPMorgan is
building a brand In the business. as merger integration efforts continys,
New software aimed ot smailer businesses helped SAP extend its cus-
tomer base beyond biue chips.

Oigital cameras and copiers helped Caron become one of Japan's ieet peoi-
itable compares. New boss Tsuneji Uchia birings technological knowhov
CEDQ John J. Mack 18 overhauling the firm, and 1S teand, 1o restore its
{ormer reputation as the top investment bank,

Goldman's repeated blockbuster trading cesuits heve made it Wall
Streel’s most profitable money machine,

Swid its ovar-the-courkar Lrk 10 lomus on daveloping new pressrption Grugs—
3 smant rove as powedhouse brands such as Lipitor face genenc competdon.
Appie eontinues 1o be the style master with its expanded family of Pads
and Mac PCs. Its iatest tnit: the KMacBonk fine of laptops.

The cereal maker is striking 2n effective balance betweaan: healthy products
like: Speciat K and sugdry treats fike Pop Tarts to atiract buth moms and kus.
s sffordable Scandinavian designs have helped the Swedish ratailer be-
come 3 househottt nane from San Diego to Shanghar,

Meiding private banking and investment banking continues to pay ofi big-
time. especially in Europe and Asia,

The Swiss pharmaceutical giant 15 expanding acrass everytiing from
prescription drugs to generic medicines, vaccines, and diagnostics.

Now CEO Kiaus Kiemnlekd has disposest 0f poor-performing telecom units,
allovring Siemens to tocus on businesses such as medical equipment.
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Gucel

EBAY
PHILIPS
ACCENTURE
MTV
NINTENDO
GAP

L'OREAL
HEINZ
YAHOO!
VOLKSWAGEN
XEROX
COLGATE
WRIGLEY'S
KFC

CHANEL
AVON
NESTLE
KLEENEX
AMAZON.COM
PIZZA HUT
DANONE
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‘DESCRIPTION

Stitl the king of the hogs. Growing sales to women augrnent the ioyal
custome: base of baby boomers and hard-core bikers.

Designer Frida. Gianaini still can't match predecessor Toin Ford's star
power, But sales o apparel and feather accessories are growing nicely.
Investors may not ke increasug compatition from the likes of Google,
put TV ads keep: boosting the ontine marketplace's brand sppeat.
Buoyed by the success of its medical equipment and higir-tech consumer
gacdgets. Philip’s focus on cutting-edge. easy-tg-use praducts i paying off,
Bundling consuiting and outsourcing gigs is heiping Acceriture stay fierce.
Last year; sales grew by more than twice the rate of other tech-services firms.
Nowe 25, MTV is pushing into hroadband with the MTV Overdrive site, whese it
faces competition with MySpace and YouTube for teens’ attention.

Nintenda is No. ! in poriable video-game consoles, tut the wnconventional
sy Wii console maching due out this autuma could be a harder sell.
SLill searching for its fashion identity, the clothier's sales are lraying as it
struggles to dress the twentysomething crowd for buth work anc weekent.
This Franch cosmetics maker's finances e jooking prettier. thanks to a
rebound i stuggisn European sales.

Slimming its portfolio and adding products like Lea & Perrins hasn't bsen
enough for Heinz to compete with retilers” in-house brands.

The corhpany risks 100king like an also-ran next to Google, but Yahoo is
mining for hits.in nev areas iike social networking and digital cantent.
Maybe the most rasilient brand in its industry. VW is solving ils quality
and financial issues, and customers are coming heck.

Xerox' stable of color copiers s bringing i 8 good supply of cash, bdut it
has yet to make its mark in the digital world,

Weil into 2 four-yezr restructuring. Colgate now has something te smile about
with new launches such as Luminous toothpaste finding strong demand.
With nevs piyers chewing away at rarkat share, Wrigley's hais been axpand-
ing inta araas ke candy and mints with brand extensions amd acquisitions.
Avian thy tears in early 2006 slowed KFC's growth in China, the thain's
hoitest market, but KFC sales are rebounding.

Fresh-faced Keira Knightly is replacing bad-girf Kate Moss as the face of
Coco Madenwiselie perfume,

Avon ladies have been struggfing. Poor results in-many markets, including
Eastern Eurape. forced CEQ Andrea Jung to launch a restructuring this year,
Best known for chocelate. Nestlé posts sironger growth from other
producis. such as Nestié Aquarel hottled water,

A mature brand that's working to fend off commodity status. Emoliona
advertising s helping buoy its image against private labels.

Heavy spending on techriology for digital media injtiaves has depressed
the stock, But tree shipping and refiabitily keep customers nappy.

Pizza Hut sales have been drooping as Americans turn increasingly lo
sancwiches and Mexican fare,

A growing picbal appetile tor yogurt keeps the French food and bieverage
giant in good sealth.

Doemand for Caterpiltar's rugged machines and engines has never been
stronger. Cat is on track to top $40 biltion in sales this yeat,

New products fike the RAZR and SR have been 2 hit, and o hip
marketing CaMPaign behind tham is adding justar to the Moto trand.
Kodak has defied skeptics by becoming a major player in digitat
photegraphy ang printing. but profits remain disappointing.

“The Worid Cup was a bonaniza for the sports- 2pparnc) maker, Securing the spon-
sorship helped keep archirival Nike at bey befora the world's largest audience,
Rolax remains the ultimate luxury brand workdwide, and with sirong sales
mn.Ching, its appeal continues to spread.

With its focus on high ‘ashion at low prices. Europe’s biggest clothing
retailer 15 so popular that il's opening more than a store a day in 2006,
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3877
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3.360
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Eye-catching design, hot tacinwlogy, and 2 new American-size SUV cailed the
Q7 aretranstorming Audi o a serious giobel rival to BMW and Mercatles.
Fast shiedding its image as 4 chaap autornaker, In the latest J.D. Power quali-
ty survey of new car owniers. Hyundzi was No. 3, behind Porscwe and &

Not even an Alaskan ail 3pill or an explasion at 3 Texas rebnery has pus 2
dent in: BF's strong performanae.

105 a force i flat-screen TVs, gigital cemeras, and chips but hasn't turned
tirsr-rate dechnology into betler brand equity,

The global news and financial information giaat is moving inle dervatives
trading with 2 collsboration with the Chicago Mercantile Exchange.
Fierce competiion and rising commadity costs have dogged the U.S's largest
footmakes Kraft's new CEQ roeds innovative neiv products to revive sules,
CEQ wendelin Wiedeking extancls his 10-year winning streak with perfact
timing and precision exercution on the Cayman.

Best known for leather accessones and silk scarves. Hermies is riding
Mmph on the success of 2 new pertume. Un Jardin Sur le Nil,

With saies spackling w rmany iarkels, the relailer's focus on serwce and
desgn has helped it baltie 3 new set of distount onine competitors.

As the arand gets a marketing sss:st from adgoring hip hop artists in the
V.$., the French cognac miaker is pushing for growth in China art Indis.
Duracell has becn geimng share in the market for premiun replaceatie
batteries, but witl recharguaitio batterigs threaten the iong-ierm outiook?
NG centinues its global expansion moving beyond its banking ana
insurance roets into the asset managamant busingss,

The popularity of Pasha timapieces ard Carasse ¢'Orchidéss lewelry is
matting a ssarkie in Cartier sales.

Global safes of Chamgiagne dre up 349 since 1980, and Moet's "Be
Fabutous™ campaign has cemeniad the brand in the center of the market.
There's more than one way 0 grow, ds J&J shiowed by paying $16.6 billion
for Plizer’s consumer-praducts und.

besplte pension problems ancl pipeling explosions, soaring o prices
fueled Shell to record 2005 prufits of $23 billion.

Starved for new models, Nissan's sales have slipped. New launches,
ncluding & remodelad Altima, will b2 a iimely boos! for CEQ Carlos Ginosa.
Starbucks Crings in customirs with lfestyle marketing. pushing music,
bovks, and junch food to ge! them to stick around,

Tovota's relatively young Lexus promiurm beankd is N} m the 15§, ot i3
st petung staried i Asia anef Ewrope.

The vodks market continues 10 atiract neéw entrants; Smicnofl Resds to bet:
{er detine a sophisticates idenhity o stay shead of the pack.

This Korean efectronics maker 15 ermating ils crosstown sival, Samsung,
boasting stylish andsets and digitat TVs,

ftetian jewelsr Bulgeri is powenng growth with the help of a suder-iuxury
hatel cham and customars lixe Madonna,

Anti-Egtablisherent kabion tashionista Miuccia Pran keeps lesting the
frontiers of teste: £0gy <lothing desgn, eagwer store drchiecture

Fashion icon Giorgie Armani proves liis appeal exterxis beyond the cioset,
ashe expands into everything from rimimalist sofas to tve-star resorns.
Moving beyond its signstime plac. Burberry is hieefing up s acressories
e end expanding 1S retail profile in the U.S.

In A bid to shed its austere imags, the campany is expanding into new
products such as skin-irming lotion arxi men's eye cream,

This iconic brand is fighting te stand aut 2mung such frigh-end naces Js
Earnest Sewn and, at the mass level, discounlers’ grivatedatiel (eans.

The bu;o:t valuations dive upos gubiic'y avadable wiknaistion, m‘xch has 0ot degn independently inve tigatocly; kiterbrand. Valuations do otR represeni 2 guarantes of fuburs pariosrmance 5 the brans

QF LOMPamLS.
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SpecialReport‘

BEST
GLOBAL
BRANDS

How five names in this year's
rankings staged their turnarounds

BY DAVID KILEY

EVIVING EVEN A STORIED BRAND isn’t
easy once consumers have a negative per-
ception of it. Just ask Ford or Gap, which
lost 19% and 15% of their brand value, re-
spectively, in this year’s BusinessWeek/In-
terbrand annual ranking of the 100 Best
Global Brands. Even such perennial win-
ners as Coca-Cola (No. 1) can have trouble

boosting their brand. The beverage giant claimed the top spot
for the seventh year in a row mostly because it is big and every-
where, but it failed to further burnish its reputation because
its move into healthier drinks and snacks has yet to resonate.

Sdll, it’s possible to stage a brand
comeback. Several such stories emerged
in this year’s ranking, which is compiled
in partnership with leading global
brand consultant Interbrand Corp. and
calculates brand value by using publicly
available data, projected profits, and such
variables as market leadership. While
it’s tempting for a challenged brand to
emulate the likes of Google (No.20), Apple
{No.33), or Starbucks {No.88), doing so
van seem awdacious atbest,delusional at

56 | BusinessWeek | August 6, 2007

waorst. A potentially more useful exercise:
examining brands that have stumbled but
recovered. “Benchmark brands should
be studied, but solutions can seem a lot
more accessible when you can see how
someone fell and picked themselves up,”
says Interbrand CEO Jez Frampton.

Take Nokia Corp. Given ks No.5
ranking, it may seem crazy to consider
the Finnish giant a comeback story. But
it is one, as evidenced by a 12% jump in
brand value, which extends a rankings

~
}g

Ay

Ay

Ay
-

winning streak after faltering in 2004.
Nokia realized its focus on making
cheap handsets for the developing world
was hurting it in the U.S. and Europe,
where consumers wanted phones that
played video and surfed the Web. Nokia
released high-end phones aimed at both
the consumer and businress user and
is showing strength in emesging and
mature markets alike.

Here are five more comeback stories.
They detail Nintendo Co.’s successful
campaign for new customers; what
Audi is doing to catch up with BMW;
how Hewlett-Packard persuaded con-
sumers that it's hip; Burberry’s strat-
egy to escape the taint of ubiquity; and
Citibank’s moves to reposition itself as
a (very big) local bank.

Nintendo

DARING TO GO AFTER A NEW CROWD
INTENDO’S MARKETERS HAD
a pretty good idea that the new
Wii player would be a game

changer, thanks to a newfangled
wireless controller that is wielded like a

//'11

GARY NEIL




light saber. And yet they didn’t slap the
Nintendo name on the gadget. Why?
Because the company wanted to make
it clear that the Wii was pot just for
gamers but was also a home entertain-
ment system for all. “I'm not concerned
about the spread of the Wii brand,”
says Nintendo President Satoru Iwata,
“because I think the brand name of
Nintendo is expanding with it.”

To get across the message, Nintendo
paired its advertising with a savvy PR
campaign, The company identified influ-
ential bloggers who were either moms
or members of large, multigenerational
families. Ahead of the November, 2006,
launch, Nintendo hosted parties for the
individual families or for groups of the
moms’ friends, showing them how easy
the Wii was for anyone to use. “Youd
have grandparents picking up the con-

troller and saying: ‘Wow, I can actually
do this,’” says Stephen Jones, executive
vice-president at GolinHarris, which ran
the Wii’s PR campaign. “Grandparents
could see this as a new way to play with
their grandkids.” That, along with men-
tions ranging from TV news stories about
Wiis in nursing homes to an episode
of South Park featuring a Wii-coveting
Cartman, spurred word-of-mouth and
buzz in-all age groups.

Unless you've been living under a
rock, you know that Nintendo’s Wii
strategy has shaken the $30 billion gam-
ing industry. The innovative player has
soid well (9.3 million units and count-
ing) and set Nintendo apart from. its
rivals. As a result, the company surged
seven places, to No.44, in this year’s
ranking and boosted its brand value by
18%. Revenues in the most recent quar-

ter more than doubled 1o $2.83 billion,
and Nintendo raised its annual profit
forecast 42%, 10 $2.04 billion.

Audi
HATCHING A PLAN AND STICKING TO IT
HE AUDI BRAND HAS LONG SUF-
fered in comparison with its more
prestigious German rivals, If Wall
Streeters drove BMWs and Mer-
cedes-Benzes, Audi was embraced by sub-
urban lawyers and the like. Now that’s
changing. Even in its home market, where
people can be excessively snooty about
their wheels, Volkswagen’s premium

. brand has been ranking high in consum-

er surveys, with some of its models even
placing ahead of BMW and Mercedes.

Ralph Weyler, the management board
member in charge of global sales and
marketing, credits a plan put in place 20
years ago to make “bold technological and
design statements.” Audi gradually gained
respect throughout the 1990s and has had
a slew of design hits of late, among them.
the R8 street racer, the Q7 SUV, and the AS
coupe. Models like these are transform-
ing Audi from a mass-market carmaker
to a premium one and help explain why
the brand is on a tear. “An organization's
long-term commitment to a sound, con-
sistent plan can protect a company from
a lot of mistakes that hurt brand value,”
says Interbrand’s Frampton.,

At the same time, Audi has been lis-
tening to consumers. A survey of 65,000
people worldwide conducted since 2001
shows that Audi now trails BMW and
Mercedes by only a narrow margin in Eu-
rope and Asia. In the U.S,, the automaker
is spending heavily to polish its image. A
long-running campaign that Americans
found vague, themed “Never Follow,”
has given way tg “Truth in Engineering.”
Global sales are up 9.8% overall in the first
half of this year. And Audi has moved up
six spots in the rankings, to No.68, and
increased its brand value 17%.

Hewlett-Packard
CHALLENGING THE STATUS QUO

EGAINING YOUR POSITION AS

the world’s biggest seller of per-

sonal computers is impressive,

especially when just two years

earlier critics were clamoring for you to
get out of the PC business altogether.

Credit goes to CEO Mark Hurd, who

told his lieutenants that Hewlett-Packard

Co. had to stop building and marketing
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the PC as if it were a commodity.

Designing PCs that consumers: actually
want was, of course, the starting point.
Besides making them more attractive, HP
induded such features as the ability to
check e-mail and appointments without
wasting precious minutes booting up.

The marketing team then went about
pitching HP PCs as a personal reflection of
consumers” desires and needs. Hence the
slogan: “The computer is personal again.”
Last summer the company rolled out ads
showing hip-hop mogul Shawn “Jay-Z”
Carter mixing music and planning tours
using an HP PC. Rising sales and market
share show that customers increasingly
see HP's products, particularly its laptops,
as ‘cooler, hipper, and just ‘plain better
than Dell Inc.’s.

Hurd also has focused on HP’s
sprawling global operations, using the
same marketing strategy it is employing
in the U.S. to ramp up consumer sales in
emerging markets. In Russi4, for example,
HP has recently started mass advertising
and selling PCs through retailers.

The comeback is reflected in the
rankings. HP has gained 9% this year in
brand value and 18% since 2005. That
follows a 10% slide from 2004 to 2005.
What’s more, Hurd managed to keep his
focus on the business éven as his board
broke into open warfare following a spying

scandal that dominated the business news.

for several weeks last year.

Burberry

MINING THE PAST 70 SEIZE THE FUTURE
HEN BRITISH SOCCER FANS
began donning Burberry hats
en masse about five years ago,
it became clear that the fashion

icon had forfeited some of its prestige. Dit-

to when a British soap opera star appeared
in the tabloids with her new baby swad-
died head to toe in the iconic plaid pattern.

When holiday sales tanked in 2004, Burb-

erry knew that it was on its way to becom-

ing overexposed. It wus time to rewrench.

Since then, Burberry has walked a careful

line: moving beyond plaid without disre-

specting its fashion history.

In 2006, 1o mark its 150th anniversary,
Burberry mined its design archives and
launched the Icons collection, compris-
ing luxury handbags, shoes, boots, trench
coats, and small leather goods. The collec-
tion combined the classic. Burberry look
with such flourishes as quilted linings.
Customers applauded. “It’s a blend of old
and new, functional yet fashionable,” says
Chief Financial Officer Stacey Cartright.
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The Big Winners

Torite sccoro stimeht year, Goosele cuipaced the pack

deed, Citi posted a 9% gain
and held on to its position
as the No.11 global brand,

povermo povyem P thanks to a concerted effort
to boost its retail presence.

BRMD  VAWEGBAUON) VAUR(BALON SRR W ! Citihaslongbeenafamil-
GOOGLE 17.84 12.38 44% iar brand, but it also shorted
ZARA 5.7 4.24 22 customers worldwide on re-
tail services. In the U.S. and

APPLE 11.04 9.13 2 abroad, it badly railed such
NINTENDO 73 6.56 18 ﬁvgls as Bank t:df America
and even regional banks in

STARBUCKS 363 3.10 17 terms of branch and ATM

The Big Losers

locations. What’s more, its
fees tended to be higher
than competitors’.

Motorola falls bacq to em.h—ud;oni,Cap, As it opens thousands
and Kodak keeptumbﬁng of branches worldwide,
2006eraND  chaneew | Citi has been focusing on
BRANO VAM(suuonS) VALUE (SBLLIONS) BRANDVALE |  Jooking more local. Ifs a
FORD 8.98 11.06 “19% strategy of selling itself as a
“neighborhood bank™ but
GAP 548 6.42 15 one with the resources of
KODAK 3.87 4.40 ~12 the global giant it is, says
Ajay Banga, chairman and

MOTOROLA 4.15 4.57 -9 Consumer Group.

Meanwhile, Burberry began to do
away with lower-end products such as
stadium hats and scarves that retailed
for less than $50. Originally these were
aimed at winning younger shoppers who
would trade up later on. But Burberry
decided they undermined the brand and
were too easy for counterfeiters to copy.

So far, the new direction is paying off.
Burberry shares are up almost 40% in the
past year alone, after taking four years to
double from the July, 2002, initial public
offering. And the company moved up
three places in the rankings, to No.95,
and watched its brand value jump 16%.
With its brand on the mend, Burberry
is branching out into jewelry, such as
bracelets that employ leather to mirror
the brand’s aesthetic, but skip the plaid.

itibank

STAYING BIG BUT GOING LOCAL

ALL STREET AND SOME
institutional investors continue
to- push for a breakup of Cid,
which they say should choose
between being an investment bank or a
consumer lender. And the stock is still lan-
guishing. But while the institutional bank-
ing side of the house has suffered setbacks
under Citigroup CEO Charles “Chuck”
Prince, the retail and consumer side of the
business is growing and was the primary
driver of global brand value in 2006, In-

Citi is going to its cus-
tomers rather than the other-way around.
In the US. it put ATMs in more than
5,000 7-Eleven stores. In India, it has been
opening branches on corporate campus<s.
In Singapore, its branches and ATMS are
appearing in subway stations. Citi’s new
global ad campaign, “Let’s Get It Done,”
replacing “Live Richly,” reflects its focus on
consumers’ practical banking needs.
Although Citi is widely viewed asa U.S.
company, Banga says the goal is to derive
60% of its consumer business owside the
U.S. within a few years, from around 45%
today. To win over South Indians, it made
low-cost loans available to fisherwomen.
In Turkey, it dialed down service fees and
interest rates on credit cands, so it was no
longer the priciest bank despite its premi-
um-brand position. “We learned not to use
your brand to stay at the top end of pncmg,
because it reduces trust,” says Banga. Ml
~With Burt Helm, Louise Lee,
Gail Edmondson, Cliff Edwards, and
Mark Scott

Vs € o | weekend

EXCLUSIVE INTERVIEWS Chief marketing officers
from some of this year's best performers talk about
how they manage their brands.

INTERACTIVE YABLE AND SLIDESHOW: Sort and
click through the hundred best.

FIRST-TIMERS, HAS-BEENS, AND WANNABES:
Read about the companies that are new to the
ranking. those that fell off, and which brands are
closest to dreaking into next year's ist. Gote
businessweek.com/go/0%/bestbrands.




;q ‘Rankings

THE 100 TOP BRANDS

Here's how Interbrand calculates the power ina name

NTERBRAND TAKES many ingredients
into account when ranking the value of the
‘Best Global Brands, Even to qualify for the
fist, each brand must derive at least a third
ofits earnings outside its home country, be
recognizable outside of its base of customers,
and have publicly available marketing and
fimancial data. Those criteria eliminate
heavyweights fike Visa, which is privately-held,
and Wal-Mart, which sometimes operates
under different brand names internationally,
interbrand only ranks the strength of individual
brand names; not portfolios of brands, which
is why Procter & Gamble doesn't show up.
Airlines are not ranked because it's too hard

to separate their brands’ impact on sales from
factors:such as routes and schedules. And
this year, Interbrand removed pharmaceutical
brands from the ranking because consumers
typically relate to the product rather than the
corporate brand. Insurance companies were

added because they have begun to differentiate
themselves and create household names.
BUSINESSWEEK CHOSE Interbrand's
methodology because it evaluates brand value
in the sare way any other corporate asset is
valued—on the basis of how much it s likely to
earn for the.company in the future. Interbrand
uses a combination of analysts’ projections,
company financial documents, and its own
qualitative and quantitative analysis to arrive at
anet present value of those earnings.

STEP ONE is calculating how much of a
company’s fotal sales fall under a particular
brand. In'some cases the brand encompasses
nearly ali sales, as with McDonald's. in others
itis tied to only one set of products: Marlboro
within Altria-Group. Using reports from
analysts at JPMorgan Chase, Citigroup, and
Morgan Stanley, Interbrand projects five years
of sales and earnings tied to each brand's
products and services.

STEP TWO is calculating how much of

those earnings result from the power of the
brand itself. To do this, Interbrand strips out
operating costs, taxes, and charges for the
capital employed to arrive at the earnings
attributable to intangible assets. The brand's
role is then estimated within those earnings
vs. other intangible assets such as patents and
management strength.

FINALLY, those future earnings are
discounted to arrive at a net present value.
interbrand discounts againstcurrent interest
rates-and dlso against the brand’s overall
risk profile to factor in brand strength,
Considerations include market leadership,
stability, and global reach—or the ability to
cross both geographic-and cultwal borders.
The final result values the brand as a financial
asset, BusinessWeek and Interbrand believe
this figure comes closest to.representing a
brand’s true economic worth,

2008
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Still No. 1, but consumers’ shift from soda in the West has hurt Coke. Success

11 COCA-COLA 65324 67000 -3% us. with Coke Zero hasn't made up for Coca-Cola Classic’s continued loss of share.
22worson s s us IUATIORVesmmU e o e o

33 M D091 56201 2% Us.  SEBlc adspromise o make custemar feot special” Withpovery sotvre

& 4 GE 51569 48907 5% us. g’:&ﬁ'ﬁﬁ@'&ﬁﬂ?ﬁ raar:;:‘l’aﬂ accelerating push to go green, GE aims 1o bethe

5 < Nokn mes o e e L S e

& 7 TOYOTA 32070 27941 15% Japan Stlg:%cgg:ggifr:?&xﬁaaf:? raoi\l'ienrga,.L but Toyota's reliability and its hybrid

75 WL sse s us  [ISSredup isposton s e ortds g cpmaler ot s s

80 MCDONADS 38 250 7w us  MePeradscombmes o moue el e S o

9 & DISWEY 220 s % us Dl sl oo i age Ko, from moes

100 MERCEDESIET  msse 2 o% cemny T N T s O e 2 |
11 em ziaas 2uss s us  reekingoline ot umbrels ogo demondiates ol s e an o ;
12 5 HEMETTIORD Zi9 mase o s LIS e
13 15 MW 21612 19617 10% Germony MM e il s evam o e 3 Seie and e 2 coe. Out it e |
34 12 MARLBORO 21283 21,350 0% us. zt;;aattez; g{;ﬁ;iﬁ?ﬁ%& };I]:;Itbom Menthol, is a hit, but smoking bans and the

15 14 AMERICANEXPRESS  20.827 19,641 6% us. Although still the preeminent credit-card brand, American Express’ focus on

points and co-branded cards could be risky to its long-term brand value.
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- ] Gillette owns the men's shaving category by innovating and spending heavily on
16 16 GILLETTE 20415 19.579 4% us. advertising. Future growth depends on the women’s shaving business.

. The world's most powerful fuxury brand rolis on, expanding in China and other
17 17 LOUIS VUITTON 20321 17606 15% France emerging markets as it introduces Vuitton-branded jewelry and eyewear.

Although its presence on the Interriet is mostly behind the scenes, the networking giant
18 18 CISCO 19098 17532 9% us. conitinues to invest in pricey image-ads in advance of a bigger pusttinto consumer gear.

Small, fuel:efficient cars and big investments irt hybrids, “clean” diesels, and
19 12 HONDA 17998 17049 6%  Japan other-green technologies make Honda a-darling of the environmeritalists.

Despite fears.of Google's growing power as it moves into services beyond search,
20 24 GOOGLE 17837 12376 44% us. the brand still appeals to consumers and businesspeaple:

Samsung is the leader in LCD panels and now No. 2 in mobile phones. But fast
21 20 SAMSUNG 16,853 16,169 4%  S.Korea quarter's resuits were tepid and next yeaf'could be tougher.

Merrill's push into private equity and Asia solidifies the tirm's position as a global
22 21 MERRILL LYNCH 14343 13001 10% us. brand that spans brokerage, investment banking. and wealth management.

, ) .. Despite becoming émbroited in the subprime mortgage mess, giobal demand for
23 28 HSBC 13563 11622 7% Britain Jour s morigages, and loans contifies to drive growth,

‘ y . . Expanding beyond instant java, Nescafé is introducing upmarket coffee-based
24 2 NESCAFE 12350. 12507 4%  Switzerland drinks. In Europe, it rolled out Dolce Gusto, 4 coffeemaking machine,

The success. of the-Sony-Ericsson mobile phones, flat-panel TVs, and digital
25 26 SONY 12507 11695 10%  Japan cameras have helped mitigate & rough start with the Playstation 3.

. . While soft drinks are josing their fizz in the U.S. and Europe, Pepsi remains
26 22 PEPSI 12888 12690 2% us. strong in growing markets such as India.

Skeptics had their doubts about Oracle’s expensive acquisitions, but the moves
27 29 ORACLE 12,248 11,459 9% us. seem to be paying off.

’ ; its successful expansion across new markets throughout Europe and Asia is a
28.32 UPS 12,013 10712 12% u.s. testament 10 the consistency, strength, and recognition of "Brown,” the brand.

ORI AR e The innovative Nike+ Web site kept:Nike on the cutting adge in sports. Mean-
29 31 NIKE 12004 10897 - 10%  US.  hie business is up 40% in India, and China is growing fast, t0o.

1 G : Bud Light sales continued to-grow, but the marguee product is under attack from
30 27 BUDWEISER l652 11662 0% us. imports and increasingly popular U.S. craft brews.

RO While rivals Apple and HP climb, Dell continues to struggle. The company has
31 25 DELL 1.554. 12,256 6% us. pledged to shake up its consumer unit, recently launching laptops in bright colors,

; JPMorgan has been critical to the growth of the hedge fund business, making a
32 33 JPMORGAN 1433 10.205 12% us. risky asset class acceptabie to risk-averse investors.

: Can you say iPhone? From innovative products. to memorable ads, few.companies
33 39 APPLE 1,037 9130 2% LS. know how to tug the heartstrings of digital consumiers the way Apple does. |
i

SAP is penetrating the midsize company market, but its irnage could be hurt by an
34 34 SAP 10850 10,007 8%  Germany adrission that a U.S. subsidiary improperly downloaded docurments from rival Oracle:

Goldman maintains its position as Wall Street’s goid standard, .and leads the
35 37 GOLDMAN SACHS 10,663 9,640 % us. pack by raking in investment banking advisory fees and private investments.

Technology davelopments in its pro-level cameras and its computer peripherals j
36 35 CANON 10581 9,968 6% Japan are heiping Canon keep its advaniage against competitors.

: Morgan Stanley is revving up its assét and wealth management services to bring
37 36 MORGAN STANLEY 10,340 9762 6% us. miore high-octane investments to wealthy individuals, |

Swedish for style, tkea has made design affordable for the masses: A renewed
38 41 IKEA 10,087 8,763 15% ‘Sweden push into Japan and expansion in China is fueling growth.
. ; The "You & Us” brand campaign attracted high-net-worth individuals to its wealth-man-
39 42 UBS 9838 8.734 13% Switertand agement business. But the departure of the CEO and subprime woes could hurt this year,
40 40 KELLOGG'S 9.341 8776 £% US Having pledged not to market sugary foods to kids under 12, Kellogg is using its

innovation machine 1o turn out more nutritious products.

" _ While new CEO Alan Mulally searches for a global CMO, he is selling ill-fitting
41 30 FORD 8982 11,056 0% US. fuxury divisions to-concentrate on the Ford brand worldwide.

- After ditching its volatile semiconductors unit, Philips is focused on becoming a
9, Ji
42 48 PHILIPS 7741 6730 15% Nethertands health and fifestyle technology powerhouse.

' . N Improved profitability and a more focused corporate structure is offsetting the
43 44 SIEMENS 7737 7828 1%  Germany negative effects of a management turmoil caused by a bribery scandal—for now.

The iaunch of the Wil fransformed Nintendo from a quirky also-ran in.game
0,
44 51 NINTENDO 7730 6,559 18%  Japan consoles into the market's innovation leader.
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2 Long a brand-management model, Harley is looking to Generation X and Y before
45 45 HARLEY-DAVIDSON 7718 7739 0% us. baby boomers get too.old to mount up.

46 4 Guce 767 s s hay  recmeslongue fommens loses wit s s grouing nevork o oo
a7en G 7490 New New US [neirsuerispuling rieriomakea name s spororchi o Marchester
48 47 EBAY 7.456 6755 10% us. ﬁ?ni?a%:iagl;cgoael;:ﬁige;; zizjscf’lz\ggg. eBay has used savvy advertising like the
49 new AXA 7327 New New  Erance gnp&s:[g{ 22:5;5;(%;:2: i?r;xérfgéoyc:;ie its profile has paid dividends; as it debuts
50 49 ACCENTURE 725 6728 8% Bermuda Ofanch " Meser T asees gants hocantre s done s superir o

51 53 LOREAL 7045 639 10% Franco Ireoballo Lbeauty praductscompary s g up ety sls o sk care
52 50 M1V 6507 66z  us  DeplessllnuS mingsand treus from iySpace MTY cominuedtobes
53 54 HEINZ ss4 G223 s% s Dycusngonmoe didus mareling efors such ot competiions o
54 56 VOLKSWAGEN 65 6032 B% GEImany || e D e an |© SO ft can conguer the
55 55 AHOO! G0 eoss O S Alerlosna moment anda CEO e e st 12 s oo must et
56 57 XEROX 6o sels  o%  Us IMEsing nsesearch inatull el e paper sty eter manage foest and
S7OOGATE a0 sem ™ us  Soneseoniedtonsatsnd mors promolers o e sepped
58 1 CHANEL 530 siss 1% rance CEOMaureenChiaue boosted the consumeeseach budgetand et
59 59 WRIGLEY'S 5777 5,449 6% us gtreosngaizowggg y??it;]raa gcr;da e;:gx:fons into products such as mints and choco-
50 0 e w2 e e U DRI S e oseto
612 aap R Rttt eyt bt ooy
6265 AMAZONGOM 54 4707 Isw  us. Sl vevedbyconaumers o he sipertor s i o e, et
63 & NESTLE Sai 45: 8% Swbeta SINCHEnDeS oo o cocolte s countng o ot prouts, rcudng

64 73 ZaRA Si6s 423 2% Span [rebestloounofSeh paet omomy e e e

65 62 AVON 5103 soa0  ww  Us AJerel 2005 ored e el of 5% of s prosctsandseen ayers o
6665 CATERPLLAR 5050 4380 lo% s, naddiionteiulang dusoi equmen Ceteoar s cutamer ooty
67 &7 DANONE 5010 46w % Fance Deghteanastlgaldepule it Chiteseparter saes ofdary products anc
68 7 AuD ag66 4165 1% Gomany AN actines s gt S couge, T resitr nd 8 sptcr
69 71 ADIDAS 477 420 s Germany BUGTEON oo o e 200 e e e e T
70 64 KLEENEX 400 asm e s Speavelnesfeiestosoetss diencs e the Koo rond o
71 72 ROLEX 4589 4,237 8% Switzerland f&:?hgebziagghr;\grgﬁfec{)::igry watches, its strong performance in China has

72 75 HYUNDAI 4,453 4078 9% S.Korea Having improved the quality.and reliability of its cars, Hyundai is pushing to go

upscale by introducing premium models.

: . Playing-catch-up with Vuittan, the Paris leather-goods house plans to triple its
38 HERMES 4.255 3854 10%  France network of boutiques in China over the next five years..
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. N Americans still fove pizza, but the chain hasn't been able to differentiate itself
74 66 PIZZAHUT 4254 4694 il us affectively from rivals.or competing grocery-store pies.
, The revamped 911 sports car and posh $70,000 Cayenne SUV have stoked a
75 80 PORSCHE 4,235 3927 8% Germany 10-year winning streak.
' ... -CEOTom Giocer has turned the venerable news-agencys-cum-financial-data-pro-
76 78 REUTERS 4397 3881 6%  Britain vider around and merged it with Thomson making it a big player in data.
N Motarola's failuire to follow its Razr with another hit cell phone was exacerbated
77 65 MOTOROLA 4149 4569 9% US by the death of the company’s chief marketer, Geoffrey Frost; in late 2005.
y Panasonic enjoyed robust sales in the plasma TV ¢ategory. Improved customer
7877 PANASONIC 4135 3977 4% Japan support and product deveiopment have also aided the company’s turnaround.
Sales have:been hot, thanks largely to cheaper silver jewelry, That could hurt the
79 82 TIFFANY & CO. 4003 3819 8%  US. . jichie bors premium cachet
80 new ALLIANZ 3957 New New Germany 1t fostered goodwill by plastering its name on a World Cup soecer stadium while

sponsoring events such as the 2006 India-Pakistan Cricket Test Series.

? : innovative home mortgages and insurance and investment.in the Renault F1 téam
81 85 ING 3880 3474 12% Nethedands oo ine o state-of-the-art image with high earnings for this financial institution.

» ~ In spite of new digital cameras and entering the ink-jet printer business with
82 70 KODAK 3,874 4406 12% us. inexpensive ink technology, the Kodak brand continues to lose luster.

_ ; Its ultra-prermium jéwelry and watches are selling briskly. Cartigr is also.expand-
83 86 CARTIER 3852 3.360 18%  France ing its range of lower-priced.goods such as perfume and sunglasses.

' o ~ o Ol spilisiin Alaska.and a disastrous 20085 retinery expiosion in Texas have under-
84 75 BP 3794 4010 % Britain mined the promise of “Beyond Petroleum.”

3% Product innovations, suchias smaller package sizes and a new line: of Flower
85 87 MOETACHANDON 3739 3257  15% france Rosé champagnes, helped Keep the sparkie in:Mott sales.

‘ N Kraft has something;in the pantry.of 199 out of every 200 homes in America.
86 79 KRAFT 3732 3943 5% us. Problem is, many of these brands—think Jell-o or Velveeta—are old and tired
87 33 HENNESSY 3638 3576 2%  France Its popularity with hip-hop singers fueled spectaciilar growth in rece"'t years, but

now the: cognac needs to find new fans,

With 2,400 new stores opening globally in 2007, Starbucks:continues to make
88 91 STARBUCKS 3631 3099 7% us. itself the warld’s ubiquitous coffee shop.

: mers. bt

: World Cup and festival spofisorships have built tragtion with cor
89 84 DURACELL 3605 3576 1% us. with imitators.

Duracell faces @ tough road, Balteries are a commod!ty catego

. Facing a saturated U.S. market for its famed baby goods, J&J is searching for
90 83 JOHNSON&JOHNSON 3445 3193 &% Us: markets in developing countries such as China and India.

! 4 Despite mixed success with new bottied:drinks Tike Raw Tea and Smirnoftice,
91 93 SMIRNOFF 3379 3032 W% Britain goinst continues to be the No. 1 vodka brand worldwide.

) New high-powered hybrids keep Lexus at the forefront of the U.S. luxury market,
92 92 LEXUS 3354 3.070 9% Japan but European and Japan German margues are formidable rivals.

. Shell was damaged by a seandal overoverstated reserves: but it is back ontrack
93 89 SHELL 3,331 3173 5%  Britain in astrong oif market

Playing on its trendsetling image in Ralian-chic bags, shoes, and clothing. Prada
Q
94 96 PRADA 3.287 287 14% taly is pushing the frontier of brand extension with the LG Prada phonie.

. aaie  REVenues and margins are on the rise as the label.focuses.more on higher-end
95 98 BURBERRY 3221 2783 16%  Britain acceessories sich.as handbags.and perfumes, where the margins are big.

_ Nivea extended its familiar blue-and-white packaging to new products, such as
96 99 NIVEA 316 2692 6% Germany .. cellulite cream, while pushing into emerging countries.

g o, The recent-launch of super-premium mobile phones is helping £G make an end
897 94 LG 3100 3010 3% S.Korea .o ind costwars.

R A reliance on larger, less fuel-efficient vehicles has hurt Nissan's environmental
98 50 NISSAN 3,072 3108 1% Japan credentials, but new models may bolster the company’s brand.

; p On its 40th anniversary, Raiph Lauren's iconic American fashion brand is looking
99 NeEwPOLO RL 3,046 New New us. to expand its reach in emerging markets.

NEW 026 Ne After separating Hertz from Ford, private equity cwiers-have been slashing costs.
100 HERTZ 3 o New Us. Travel agents and customers are worried the cutbacks could hurt service,

The brand vatuations draw upon publicly available information, which.has not been independently investigated by Interbrand. Valuations do not represent a guarantee of
future performance of the brands of companies.
Data: Interbrand, JPMorgan Chase & Co:. Citigroup, Morgan Stantey, BusinessWeek
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ASEY -NEISTAT, 23, IS A SELF-PROFESSED APPLE JUNKIE.
Along with his brother, Van, he is building his flmmaking ca-
reer with the company’s iMac computers and editing software.
He usually leaves his Manhattan apartment mth asleek lPod

ey ;
eb site. Apple Computer Inc addressed

the prob em. Now Neistat jnsists that the protest was an act of love: “We made
that film because we behe e br

spurned, the egic goes,isa customer lost. But these days the relanonshlp be-
tween brands and their customers has become much more complex. For one
thing, consumers simply know more than they used to. The Internet opens up
a wealth of information, allowing for instant price and quality-com
consumers demand more from the brands they love than simple reliabili-
assionate consumers want their brands to become a form of self-expres-
sion, Increasingly, consumers are customizing pr duct
that—whether lt’s tailoring colors on a pair of sneakers'from Nike Inc. or
adding items to their personal to-watch list on eBay. Instead of arms-length
ustomers, they’re beginning to act like and feel like owners or members of a
mmunity. They no longer passively consume. Through the Internet, they can
k back and talk to one another. They can 1gmte a groundswell of posmve
, o1 spawn ‘a revolt. As Peter Weedfald, senior vice-president
ing and new medna at Samsung Electromcs North Ame Ti

MICROSOFT

IBM




QUENTIN SHIH/ASIA IMAGES

Thisiseismic shift in clout from companies to their customers
is'creating: opportunities, especially for younger brands that
grew up with the Internet and have become adept at building
user communities. Meanwhile, some traditional brands, such as
Coca-Cola and Microsoft, are struggling to retain their mam-

moth leads Te consumers increasingly resist
) as’ , d a surfeit of p

There have always been cult brands, mostly sm ]
unknown to the masses. But these building cults or at
least strong communities; is a widesp) trategy. No wonder
companies that are able to instill a sense of ownership in near-
fanatical customers showed the biggest gains in our fourth an
nual ranking of the 100 most valuable global brands. The loy:
if sometimes nagging, band of true believers behind No. 4
ple—combined with tremendous success of the iPod—helped
thed value of the brand jump 23.7%, to $6.9 billio
the past year. That was the biggest increase in this year’s rank-
ing, which is compiled in partnership with leading brand con-
sultancy Interbrand Corp. A dollar value is calculated for each
brand using a mix of publicly available data, projected profits,
and variables like market leadership (page 68).

Apple was hardly alone in enlisting recruits. EBay makes its
debut at No.60. Fellow hot property Samsung Electronics,
No. 21, jumped 15.7% in value to $12.6 billion—a move that
Seoul-based global marketing chief Eric B. Kim attributes to
“building communities around our brand.” Along with honing

a high-end image with its feature-packed cell phones and flat-
panel TVs, it nurtures loyalty with events for users. Yahoo! and

‘Amazon.com, Nos. 61 and 66, respectively, also made significant

gains. But success isn’t limited to the young. Cult icon Harley-
Davidson, No. 41, climbed despite having been founded more
than:a century ago. While theivah 2

of the top-ranked $67.4 billion Coca-€ and or’ v
crosoft, with $61.4 billion, those behemoths have lost brand val-
ue over the past year. And they, too, have started to recognize
the need to nurture stronger ties with consumers. Witness
moves by Microsoft to hold mini trade shows in airport lounges
for consumers and the soda giant’s creation of hip “Coke Red
Lounges” for'teens in suburban mails.

Group Think |

THE GOAL: TO FOSTER A'SENSE of shared experience and of
belonging. Starbucks Chairman Howard D. Schultz balks at the
notion that his brand, which ranks 98th in our survey
jumped 12% in value this year; is about selling various iterations
of coffee. Says Schultz: “The product is the experience.” His
shops may sell latte, but what people really crave is the hij;
laxed ambiance, the music, even the baristas who remember
regulars’ favorite concoctions. Sounds crazy? Not to stt
Amy Berkman:Approach her at her favorite New York City out
let and she | orth a stream of opinions on everything fic
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“Someths@g more

a.l would wor

ere: she hangs out: with: her
éé%erkman doesn’t like coﬁee,

so‘bybemg,wel] cultli _
_They are self-con-
from rivals,

proselytizers—custorners

chat up the brands to their buddles,
- events,and proudlv identify themselves as adherents, )
i Atkin of ad agency Merkley & Partners,

The classic examp!
101-year-old brand gained 4% in value this year to
Sure, there are new models like the sléek V-Rq
features aimed at wooing women, but the real buzz comes from
the 886,000 members of the company-sponsored Harley Own-
ers Group. They're theiones who organize rides, training cours-
- es, social events, and charity fund-raisers. They pore through
‘‘mptorcycle magazines and wear the Harley-branded gear to feel

more like rugged individualists and ‘outlaws when they hit the
road on weekends. A quarter of a million of them descended on
Milwaukes last Labor Day to celebrate the brand’s centenma!
No wonder more than half of new
Harley sales are to current cus-

doesn’t take a'cool category like %
otorcycles to vield a’cult brand.
Some are found in far more mun-
dane sectors—like furniture retail-
ing. In Shanghai, Wang Jian Shuo
uns a Web blog that, among othe
“things; delves into his likes and dis- 1"
< likeés with No.40 Tkea, the Swedish*

"f’ar 4laysian fan who started his own Ikea forum and an-.

- often can ’t CONLro,

PORSCHEPOSSE
Teaching fans how
o drive io the max

seems to know my li
Among those posting responses to his musings

other whomakes jokes about Swedish meatballs. b

Such exchanges underhne(a ey aspect of brand communl-‘ .
ties in the modernage: 'in ways that the head office -

y empowered consumers can appro-
priate and manipulate the brand in whatever way they want.
The Neistat brothers’ anti-iPod Web site has generated 1.4 mil-
lion hits from around the world. And it’s not just brand fans
who can make a difference—or inflict damage. Witness the suc-
cessof Supmeze Me, in which documentary filmmaker Morgan
Spurlock chronicled his decline in health while eating meals at
McDonald’s for 30 days in a TOW: :Although it denies any link,
McDonald’s Corp. recently did ‘away, with the Super Size meal

pnon They called ita menu simplification.

The key for brand builders is to
give empowered consumers a great
product and the tools to use it how-
ever - they want. Jeffrey P. Bezos,
.chiefexecutive of Amazon.com,
‘hrand value grew 22%, be-

Tieves there is a distinct community
built areund: his. brand, even
though it’s now used by more than

Eir e~ 30 million people worldwide. For

BRaND | CHANGE | him, community is defined as

(BILLIONS) «¥netghbors  helping nelghbors

: n-that offers modestly
priced; ready-to-assemble furniture

$555 | +24% | make purchase decisions.” That
3 means allowing negative customer

with cute names. He writes about
everything from thé 12¢ ice cream

reviews, evenif it sabotages a possi-
ble sale. it meanthalfing spending

cones in the store cafeterias to how

on conventional ad ing last

year to funnel money ‘nto cutting
prices and improving service in the

belief that the community itself




a new anything anymore.” Instead,

lowed No.33 HSBC to jump 15%, to $8.7 billion,

this year is clear differentiation as “the world’s local bank”
with a flavor that varies by.location. On Jan. 28, for example,
it kicked off the rebranding of newly acquired Mexican bank
. GF Bital with a free live.concert in Mexico City for 10,000 peo-
ple by pop singer Luis Miguel. In New York, it grabbed atten-
tion by offering free taxi rides in a cab emblazoned with the
. bank’s red and white logo to any passenger with an HSBC

e old-line brands seem to be coasting on
han an ability to forge a uniqueirelationship
en brands that have enjoyed decades of suc-
cess and have instant recognition with consumers can lose
some sparkle. Over the past year heavyweights like Microsoft,
Coca-Cola, and Walt Disney saw their brand values erode. Oth-
ers, like Finnish mobile-phone giant Nokia Corp., No. 8, are
struggling to regain momentum. “Nokia used to differentiate
‘but 1 don”  people would know what to associate with it
now,” argues Jan Lindemann, Interbrand’s global director of
brand valuation. Nokia’s head of global branding, Tapio Hed-
man, admiits that “some young people may find Nokia too
g everyday, too middle of the road.” But he disputes the notion
Everyonc  that his brand could plummet 18% over 12 months, as it did this
ids’ sect] _ year in our ranking, arguing that brand equity takes years to
TR win and lose. “Once you have it, it’s a bit like insurance,” says
Hedman. “it’s not likely to be eroded very fast unless you make
one mistake after another.” ... o '
That may be a dangerous point of view to take. Just ask Roy-
al Philips Electronics’ new chief marketing officer, Andrea Rag-
netti, who blames the lack of buzz around the Dutch electron-
ics glant, which dropped 2% in the rankings, to No. 65, on years
of underinvesting in the brand. “It’s seen as a dull, solid, reli-
e thing really special, nothing sparkling,” says
Ragnetti, who is currently trying to narrow the brand’s target
demographics and recast its message.
That doesn’t mean big brands can’t connect with customers.

would spread the word. What Bezos does control is the range
and quality of his site’s offerings. “The thing that we did early’
onas that we made it very easy for people to find very obscire
ducts,” notes Bezos. “If you’re not doing something that
people will remark on, then it’s going to be hard to generate
word bf mouth.” e

as Even massive players like No. 4 General Electric Co., which saw
C- g rands. The efforts its brand value gain 4%, to $44.1 billion, can adopt a fun, flirty
an extend beyond the individualized Web pages that characterize style. The most popular section on the company’s Web site is the
at Web sites like Amazon.com and eBay. | ns allowing cus-  “GE Pen,” which allows users to doodle in a variety of colors and
ik, tomers to set-up fan sites on the Web or personalize items. styles before ¢-mailing their handiwork to a friend. Since launch-
2al Some companies, like No.18 Honda Motor and Nike, offer ing last year, it has received more than 43 million i i
tools to help customers put their imprint on a product—such ~ When the site went down for a few days to upgrade;
to as thoosing unique color combina- =

ny was deluged with -e-mails that
asked where it had gone. Does it
helpthe company sell more ovens or
advertising on NBC? Probably. not.
‘But it certainly gives users a warmer
feeling about GE. These days, any-
thing that makes fans out of fickle
consumers can be priceless in build-
ingabrand.

tions ‘and messages for their

sneakers. But relinguishing control .
has proved-to be hard for some
“marketers. No.6 Walt Disney and
No.82 AoL have famously chased
down fans for unauthorized use of

copyrighted material. As brand: |
“faturist” ‘Andrew Zolli argues:

“When you get to the point where =By Diane Brady in New York,

yow’re suing your customers over SN with Robert D. Hofin San Mateo,
YOIS their.use of yourbrand, it’s time to | (BiLLIONS) . Calif,, Andy Remnhardt in Paris,
“hat change your business model.” 53 1" KODAK : : Moo 7 Seoul, Stanley
mer ., Even ds that have largely 26 819 Holmes in Seattle, Kerry Capell in
;?Sl' g grown through acquisitions and " 2944 T London; and bureau reports

ng & 2948 18
é%;b‘t ; d &b . - v .3_'96_ , 2 For an interview
X thi 5 zge an oiﬂ 4 ST bogoer s 1 with Bezos and a Video View with
Z ham, group.g Y e Interbrand’s Lindemann, go to

tself £ msee Holdings TS organ Saniy businessweek.corm/magazine/extra.htm




- THE GLOBAL BRAND SCOREBOARD

‘The 100 Top Brands \

Here’s howwe calculate the power in a name

LOTS OF INGREDIENTS 2o into ranking the the way analysts value other assets: onthe and a charge for the.capital employed to arrive

world's most valuable brands. To even qualify basis of how much they're likely to-earn in the at the intangible-earnings. The company strips
for the list, each brand must have a value future. Then the projected profits are out intangibles such as patents and customer
greater than $1 billion, derive about a third ofits  discounted to a present value, based on the convenienceto assess what portion of those
earnings outside its home country, and have likelihood that those earnings will actually earnings is due to the brand.

publicly available marketing and financial data. materialize. A FINALLY, THE BRAND'S strength is assessed
One or more of those criteria eliminate such THE FIRST STEPIS figuring out what to determine the risk profile of those earnings
heavyweights as Visa, Wal-Mart, Mars, and - percentage of acompany's reventes can be forecasts. Considerations include market

CNN. We don't rank parent companies, which credited to a brand. (The brand may be almost  leadership, stability, and global reach—its
explains why Procter & Gamble doesn't show the entire company, as with McDonaldsCorp.,  ~ ability to cross bothgeographical and cuktural
up. And airlines are not ranked because it'st00  orjust a portion, as it is for Marlboro.) Basedon - borders. That generates a discount rate, which

hard to separate their brand's impactonsales reports from analysts at JP. MorganChase, i applied tobrand.earnings toget a net present
from factors such as routes and schedules. Citigroup, and Morgan Stanley, Interbrand value. BusinessWeek and Interbrand believe this
BUSINESSWEEK CHOSE Interbrand Corp.’s projects five years of earnings and sales for the figure comes closest to representing a brand's
methodology because it evaluates brands much  brand. it then deducts operating costs, taxes, true economic worth.

1 1 COCA'COM 67394 ' 70453 4% Us Little innovation beyond its flagship brand and poor management has
) ’ ' 0 > irst for cola has diminished.

virusplagdesant:
A leader in defining e-business, with services making up more than
haif of Big Blue's sales.

easiertoby ftiem iagination -
No longer just inside PCs, Intel is using its muscle to set the agenda
for everything from wireless standards to the digital home.

33 IBM 53791 51767 4% us.

&

7.

Big Mac has pulled out of a two-year slump but still has to battle its
tation for supersizing the world's kids.

7 8 McDONALD'S

25001 24699 1% . US.

LT oty 2 3 uﬁ»ﬁé g 3 e A i

9 . With rock-solid quality and the edge in hybrid cars, the Japanese auto
0

11 TOYOTA 22673 20784 9% Japan aker is ke Ford in orldwide sales.

Loz

hig al

With wobbly profits and quality problems, the luxury car brand is
struggling to r‘etain‘premium st

fd

11 10 MERCEDES 21331 21,371 0%  Germany

CITIBANK 8% u.s.

boosted the consumer credit division.

(o 50/ T us A recent federa ing: ows banks to issue Amexicards -
F i : 20200 T should give the anotherboost: i
i iti ick, Ki Bl il
15 16 GILLETTE 16723 15978 5% U.S. Despite the tougher competition from Schick, the King of Blades sti

reigns with new products like the battery-powered M3Power.

68 | BusinessWeek | August 2, 2004




16 17 CISCO 15948 15789 1% US. I::\i Q;tvggzl::&grlgi?se:zgzzusedslickTV ads and key acquisitions like
710 B iS665 1505 % Gamany eSO TA: s corering igher sl il e
18 18  HONDA 14874 15625 -5% Japan &:eatasken::ryk:tvssan at home and falling further behind rival Toyota in
19 14 FoRD WS s e s, sl Teelt hone se atern ombaracine
2020 soNY s sy S e e heLCO TV e o s e coslei
2125 SAMSUNG 2o s ok Skom NS iommetio ndting oo of b pmrese
2225 persi wows um o us | S o e ooron0vd
2371 NESCE  nam 2w % Swing oo rds morte ot coteomt v oo e
2422 BUDWEISER  mas nmese on  Us  [eFortslcaliovear e tesiet dufor P s ncerat
:ts ; 25 29 DEH._ 11500 10367 1% US. With its reputation for low prices andtastdelivery, Dell continues to

leave competitors in the dust.

A painful overhaul is behind it. Now the retail brokerage is back in
26 27 MERRILLLYNCH 11,499 10521 9% us. hiring and expansion mode.

. | : . The investment bank's reputation is rising along with mergers and
27 26 MORGANSTANLEY 11498 10691 8% us. stock issuances, its specialty.

The database-software business is up, but CEO Lawrence Ellison's
28 24 ORACLE 10935 11,263 3% us. fight to buy rival PeopleSoft makes Oracle look like a corporate raider.
¢ i y . y The pharma industry’s powerhouse, with 11 products.each expected to
29 28 PHZER 10835 10,455 2% us. top $1 billion in annual sales this year.
The marquee investment bank had a solid year, and now can extend
(+)
30 31 J.P. MORGAN 2782 2120 7% us. its reach with its $58 billion acquisition of Bank One Corp.
d With allegations of sweatshop operations behind it and a growing soc-
31 33 NIKE 9260 BI67 13%  US. (o line, Nike rules the athletic market
The drugmaker has tried to bolster its lineup with more partnerships,
~RY
32 30 MERCK 838l 9,407 % . US but patent expirations and research flops still pinch.
o After snapping up Household international in 2003, the “world's local
33 37 HSBC 8671 7,565 15% Britain bank” is making inroads in the U.S, market.
Its establishment image and sharp marketing have helped SAP thrive
34 35 SAP 8,323 7714 8% Germany in a volatile software market.
35 39 CANON 8,055 7192 12% Japan Hot digital cameras and printers boosted sales. Next up: an expanded
' ! 0 P line of sleek-color copiers.
36 38 KELLOGG'S 8029 2438 8% U.S Jumping on the low-carb bandwagon has kept Kellogg’s cereal

business crackling.
37 41 GOLDM AN SACHS 7954 7039 13% us With record profits, it remains one of the most prestigious mstatutlons

on Wall Street.

38 36 GAP 7873 7688 2% US. The retail chain has revived its brand with fresh fashions and celebrity
endorsements.

39 New SIEMENS 7470 New New  Germany The Mgnlch f:onglomerate behind everything from pho?e'f: to power
plants is seeing a payoff from years.of global image building.

40 43 IKEA 7182 6918 4% Sweden The Swedish home furnishing chain is now pushing cheap chic fur-

nishings as far as Russia and Asia.

41 24 HARLEY-DAVIDSON 7057 6.775 4% US. TI.1e motorcycle icon has Iow_ereq serat heights to woo women and
trimmed prices, but production limits put a brake on growth.

42 10 HEINZ 7026 7097 1% Us Despite wacky colors and cute ads, it's proving hard to boost value in

! ! ? e foods like ketchup and beans.
43 s0 APPLE 6.871 5554 24% us The iPod digital music player gave one of tech’s coolest brands the

' ' e consumer electronics hit of the year. .
44 45 LOUIS VUITTON 6.602 6708  -2% France It has a hot Murakami line and Jennifer Lopez in its ads, but is Vuitton )

getting over-exposed?
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- 'THE GLOBAL BRAND SCOREBOAR

With a consolidated brand and its catchy “You and Us"campaign, the

45 New UBS 6526 New New  Switzeriand world's biggest asset manager is booming.

o

The music network pumps-cash for parent Viacom, and has an inter-

47 4% MV 6,456 6:278 3% us. national reach that's the envy of U.S. media rivals.

Expan5|6n in Asia ahndvsmért térgeting of ethnic markets have the

49 4 7 LOREAL 5,902 5600 5% France personal-care group looking prettier every day.

The copier maker is starting to convz customers that itcan be a
digital document one-stop-shop.

51 48 XEROX 5,696 5578 2% us.

Removed from the Dow and only dominant in a film business that
shrinks every year.

53 34 KODAK 5231 7826  -33% us.

's tardiness in

. . ' : The low-carb craze crimped pizza sales, and the chai
55 51 PIZZAHUT 5050 5312 -=S% UuSs. diversifying its menu didn't help.

» - _ ' ' ‘ The big name in tissues-can't blow off fierce price-cutting by rivals or
Ex -3
57 54 . KLEEN 4.881 5057 3% us. higher costs in pulp and paper.

Salés were slipping even béfore influential creative director Tom Ford

59 53 GUCCI 4715 5100 -8% Italy said an April arrivederci,

The Internet portal has found riches in sponsored search but formér
partner Google is muscling into its turf.

61 65 YAHOO! 4,545 3,895 17% Switzerland

63 52 DANONE 4488 4237 6%  France

The Dutch electronics giant has scored some hits, but it's still
struggling to fend off Asian rivals

65 59 PHILIPS 4,378 4464 2% Netherlands

’ - ’ There's new low-carbs packaging but critics accuse the food giant of
=39
67 63 KRAFT 4n2 4171 1% us. producing products that make kids fat.

The German maker 6f athletic wear dyominates in soccer, but is still
trying to find its footing in the U.S.

¥ th

69 67 ADIDAS 3,740 3679 2%  Germany

American CEO Tom-Glocer’s cost cuts and new products are helping

71 76 REUTERS 3,601 3,300 9% Britain e ant turn the corner.

digas

Softer advertising pulls down the brand even as its book division

73 65 TIME 3,651 3784  -4% us.
pumps out bestsellers.
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The high-end Cayenne SUV produced record profits and
74 NEW PORSCHE 3646 New New  Germany turbocharged the brand.

‘ Motorola is relevant again, with its clam-shel! phones gaining in
76 & MOTOROLA 3,483 3.103 12% us. Europe and in new markets like China.

‘ Heélthy i‘nternational marketskhelp the king of car rental roar again,
78 78 HERTZ _ 3411 3288 4% us. even amid rising gas prices,

Relentless discounting and promotions continue to commoditize the
80 71 DURACELL 3362 3438 2% us. world of batteries,

Federal accouoting mquurleo and a messy merger have tarnished the
82 64 AOL 3.248 3961 -18% us. AOL name as it fights to keep customers. .

. k The energy giant is struggling to recuperate from a reserves down-
0,
84 83 SHELL 2985 2983 0%  Brit./Neth. grade and a boardroom bloodbath,

3298 -10%

. The best-selhng vodka buulds on nts populanty w1th Smlrnoff Twist and
86 85 SMIRNOFF 2,975 2,806 6% Britain malternatlves" such as Smirnoff ice.

] 0 toagh. market it had ‘ahit wil
But: competctoon looms there, too.

852 2706 9% US,

ING Direct and a forceful U.S. marketing push put the Dutch financial
88 New ING 2864 New New Netherlands services firm on the map.

89 85 MOET&CHANDON zecr

- 13% : France
Havmg pushed asade Honda in Japan, it" sgalmng North Amencan
90 89 NISSAN 2833 14% Japan share with Titan trucks and the Altima sedan.
: 2/;,7 4 : f‘ New : Frénce - The bej, edpanther has:shed cheaperyltems‘*and el

luxury statys’ through tough i‘lmes

This fixture of the high-end cosmetics counter is now expanding in
92 New ESTEE LAUDER 2634 New New US. middie markets like retailer Kohl's.

i AD i : Known for classy clothes, it's expandinginto. everythmg from home::
93 New : ARMAN' 2613 New  New Italy furnishings to hotels and-restaurants; cho 5 5
It has lost commercial market share to rival A|rbus as execs try to
~100
94 84 BOEING 2,576 2,864 10% us. erase the taint of a Pentagon hiring scandal,
“ag R oo Still the preserve of pretty stars but fapid’ expansmn anddebt coul )
9 ; R [+
95 87 PRADA T "2'568' ,2'535 1/" ftaly dilute some-of F’rada s exclusive tachet. : PR
It got a boost from reformulated motor oil and its status as NASCAR's
M 9
96 91 MOBIL 2492 2407 4% us. official Iubricant.
. an i ) S g The mid-market skm-care fine is. nowa Ieader m plumpmg i ';men s
9792 -NIVEA ~ 240912221 - 8% - Germany :
. : faces; too : s ce
98 93 STARBUCKS 2,400 2136 12% Us. Global expan5|on, new products, and ye't more variations on the
: humble cup of java boost the coffee hut's appeal.
a0’ . NEREM : g : Sales may:be flat at Europe’s: largest brewery, bt the-14}:year-old
z " : b : 920, :
99 90 HEINEKEN 2,380 2431 2% Netherlands Amsterdam brand-remairis the world's favorite premium bréw.
100 o5 POLORL 2147 2,048 59% Us. It has consolidated control of its clothing brand, pushing same-store

sales up 11% in the last quarter of 2003.

The brand valuations draw upon publicly available information, which has not been independently investigated by Interbrand. Valuations do not represent a guarantee of future performance of the brands
or companies. Data: Interbrand Corp., J.P. Morgan Chase & Co. , Citigroup, Morgan Stanley, BusinessWeek
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Latest Status Into

Thank you for your request. Here are the latest results from the TARR web server.

y This page was generated by the TARR system on 2008-04-21 17:10:31 ET

Serial Number: 78896325 Assignment Information Trademark Document Retrieval

Registration Number: (NOT AVAILABLE)

Mark

(words only): JESUS CHRIST HOLY-DIVINESON
Standard Character claim: No
Current Status: An opposition is now pending at the Trademark Trial and Appeal Board.
Date of Status: 2007-05-08

"\ Filing Date: 2006-05-30

) Filed as TEAS Plus Application: Yes

Currently TEAS Plus Application: Yes
Transformed into a National Application: No
Registration Date: (DATE NOT AVAILABLE)
Register: Principal
Law Office Assigned: LAW OFFICE 104

Attorney Assigned:
CHARLON BARNEY LAWRENCE

Current Location: 650 -Publication And Issue Section

Date In Location: 2006-11-24

Page 1 of 3

LAST APPLICANT(S)OWNER(S) OF RECORD

,)1]. Broehm. Brvan

Beek
Opposition No. 91177156
H-D Michigan, Inc. v. Bryan Broehm
Opposer's Testimony Deposition

) =seri =
Exhibit No.63 §-13-0% mgF ’regser=serial&entry=78896325

4/21/2008




Latest Status Info Page 2 of 3

Address:

Broehm, Bryan

331 Gazetta Way

West Palm Beach, FL 33413

United States

Legal Entity Type: Individual
Country of Citizenship: United States
Phone Number: 561-723-7025

GOODS AND/OR SERVICES

International Class: 025

Class Status: Active

Hats; Headwear; Shirts; T-shirts

Basis: 1(b)

First Use Date: (DATE NOT AVAILABLE)

First Use in Commerce Date: (DATE NOT AVAILABLE)

ADDITIONAL INFORMATION

Description of Mark: The mark consists of Christian Cross with a banner in front with the name
HOLY-DIVINESON on the banner and the name JESUS written on the cross above the banner, and
CHRIST written on the cross below the banner.

Design Search Code(s):

24.09.07 - Advertising, banners; Banners

24.13.25 - Cross, Maltese; Cross, ankh; Other crosses, including ankh, Maltese
26.11.20 - Rectangles inside one another

26.11.21 - Rectangles that are completely or partially shaded

26.15.20 - Polygons inside one another

26.15.21 - Polygons that are completely or partially shaded

MADRID PROTOCOL INFORMATION

(NOT AVAILABLE)

PROSECUTION HISTORY

NOTE: To view any document referenced below, click on the link to "Trademark Document
Retrieval" shown near the top of this page.

2007-07-12 - Assigned To Examiner

2007-05-08 - Opposition instituted for Proceeding

:\,2007—02-01 - Extension Of Time To Oppose Received

http://tarr.uspto.gov/servlet/tarr?regser=serial&entry=78896325 4/21/2008




Latest Status Info Page 3 of 3

>

2007-01-02 - Published for opposition

2006-12-13 - Notice of publication

2006-11-06 - Law Office Publication Review Completed
2006-11-03 - Assigned To L!E

2006-11-01 - Approved for PuB - Principal Register (Initial exam)
2006-11-01 - Examiner's Amendment Entered

2006-11-01 - Examiners amendment e-mailed

2006-11-01 - Examiners Amendment - Written

2006-10-30 - Assigned To Examiner

2006-06-07 - Notice Of Design Search Code Mailed

2006-06-06 - New Application Entered In Tram

ATTORNEY/CORRESPONDENT INFORMATION

Correspondent

BRYAN BROEHM

331 GAZETTA WAY

WEST PALM BEACH, FL 33413-1053
Phone Number: 561-723-7025

http://tarr.uspto.gov/servlet/tarr?regser=serial &entry=78896325 4/21/2008
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IN AMERIGA

Peter C.Reid
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‘Library of Congress Cataloging-in-Publication Data
Reid, Peter C.

Well made in America : lessons from Harley-Davidson on being the

best / Peter C. Reid.
p- cm.

Bibliography: p.

Includes index.

ISBN 0-07-026500-3 : —ISBN 0-07-051801-7 :

1. Harley-Davidson Motor Company—Management. 2. Motorcycle
industry—United States—Management. 3. Corporate turnarounds—
United States—Management—Case studies. 1. Title.
HD9710.5.U54H376 1990
658.4'063--dc20 ‘ 89-12138

CIP

Copyright © 1990 by Harley-Davidson, Inc. All rights reserved. Printed in
the United States of America. Except as permitted under the United States
Copyright Act of 1976, no part of this publication may be reproduced or
distributed in any form or by any means, or stored in a data base or
retrieval system, without the prior written permission of the publisher.

67890 DOC/DOC 998765

ISBN 0-07-02b500~3 {HC}
ISBN 0-07-051801~7 {PBK}

The editors for this book were Martha Jewett, Barbara B. Toniolo, and Jim
Halston, the designer was Mark E. Safran, and the production supervisor
was Richard A. Ausburn. The book was set in Palatino by Techna Type.

Printed and bound by R. R. Donnelley & Sons Company.

inked fiber.

@ This book is printed on recycled, acid-free paper containing a minimum of 50% recycled de-

The names H-D, Harley, Harley-Davidson, Electra Glide, Eagle Iron, Sports-
ter, Tour Glide, Evolution, Fat Bob, Harley Owners Group, H.0.G., HOG
Tales, Ladies of Harley, Screamin’ Eagle, Softail, Springer, Super Glide, The
Enthusiast, V2, Wide Glide, Willie G., and the Harley-Davidson Bar and
Shield, the eagle with Bar and Shield, and the Bar and Shield design are
among the registered Trademarks of Harley-Davidson, Inc.

A sixty-minute audio program to accompany this book is now available. Ask
for it at your local bookstore,

Contents

Foreword | ix
Introduction by Malcolr
Acknowledgments | xiii

1

Part 1 Winning
Competitive Sur

Chapter 1. “If We
“There’s Something
And Now the Good
Surmounting the “Ir
Making It Against Yi

Chapter 2. Eye-Op

Chapter 3. Invasic
Too Much, Too Fast
Enter the White Kni
How Bad Can Thing

Chapter 4. Strugg
Willie G. and His M
““We've Been Dump
A “Harley Freak” R
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David K. Wright
&0 Foreword by Willie G. Davidson
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To the people of Harley-Davidson

A NOTE ON THE OFFICIALLY AUTHORIZED HARLEY-DAVIDSON HISTORY.

In the development of this book, Harley-Davidson, Inc.,
agreed to allow full access to company archives by the
publishers and the author, David Wright. Harley-
Davidson also arranged for interviews with Harley-
Davidson officials past and present. Finally, Harley-
Davidson received review rights of the manuscript in
order to clarify questions that otherwige would not
have been answerable.

First published in 1993 by Motorbooks International
Publishers & Wholesalers, PO Box 2, 729 Prospect
Avenue, Osceola, WI 54020 USA

© David K. Wright, 1993

All rights reserved. With the exception of quoting brief
passages for the purposes of review no part of this
publication may be reproduced without prior written
permission from the Publisher

Motorbooks International is a certified trademark,
registered with the United States Patent Office

The information in this book is true and complete to
the best of our knowledge. All recommendations are
made without any guarantee on the part of the author
or Publisher, who also disclaim any liability incurred in
connection with the use of this data or specific details

We recognize that some words, model names and
designations, for example, mentioned herein are the
property of the trademark holder. We use them for
identification purposes only. This is not an official
publication

Motorbooks International books are also available at
discounts in bulk quantity for industrial or sales-
promotional use. For details write to Special Sales
Manager at the Publisher’s address

Final editorial content, including statements of
opinion on Harley-Davidson products and policies, and
speculation on events relating to the company’s
history, their causes and effects, are based on the
author’s interpretation of the facts and do not
necessarily reflect the stated position of Harley-
Davidson, Inc.

Library of Congress Cataloging-in-Publication Data
Wright, David.
The Harley-Davidson Motort Company : a ninety-
year history / David Wright.
p. cm.
Includes index.
ISBN 0-87938-764-5

1. Harley-Davidson Motor Company—History. 2.

Motorcycle industry—United States—History. 3.
Motorcycle racing—History.

1. Title.
HD9710.5.U64H378 1993
338.7’6292275’0973——dc20 93-8138

On the front cover: The fabulous 1993 Harley-Davidson
FLSTN limited-production model, often nicknamed the
«Cow-Glide” or “Moo-Glide” for its cowhide seat and
saddlebag inserts. Only 2,700 of this special edition model
were built in 1993; this is motorcycle number 2628 owned
by Kathy Nelson of Amery, Wisconsin, and purchased from
“R” Harley of Rice Lake, Wisconsin. Michael Dregni

On the back cover: The first Harley-Davidson motorcycle,
built in 1903. Harley-Davidson enthustasts celebrating at
the Daytona Beach races in the late 1940s. Harley racer
Arthur “Babe” Tancrede on his flathead prior to a 1940
Class C race. :

Printed and bound in the United States of America

HARLEY-DAVIDSON
Y

Aam s~~~ O00
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First published in 2001 by MBI Publishi'ng Company, 729 Prospect Avenue,
PO Box 1, Osceola, WI 54020-0001 USA

© Greg Field, 2001

All rights reserved. With the exception of quoting brief passages for the purposes of
review, no part of this publication may be reproduced without prior written

permission from the Publisher.

The information in this book is true and complete to the best of our knowledge. All
recommendations are made without any guarantee on the part of the author or
Publisher, who also disclaim any liabitity incurred in connection with the use of chis

data or specific details.

We recognize that some words, model names and designations, for example,
mentioned herein are the property of the trademark holder. We use them for

identification purposes only. This is not an official publication.

MBI Publishing Company books are also available at discounts in bulk quantity for
industrial or sales-promotional use. For details write to Special Sales Manager at
Motorbooks International Wholesalers & Distributors, 729 Prospect Avenue,

PO Box 1, Osceola, WI 54020-0001 USA.

Library of Congress Cataloging-in-Publication Data

Field, Greg.

Harley-Davidson Evolution Motorcycles / Greg Field.

p- cm.
Includes index.
ISBN 0-7603-0500-5 (hc: alk. paper)
1. Harley-Davidson motorcycle—Motors. 2. Harley-Davidson motorcycle.
3. Harley-Davidson Incorporated. 1. Title.
TL448.H3 FS2 2001

629.227'5—dc21 00-060095

On the front cover: The Evolution engine powered Harley-Davidson’s recovery from
the brink of insolvency, partly due to brilliant marketing on Harley’s part. By using
the same engine design in different rypes of motorcycles such as the Softail, Harley
created a diverse lineup. Shown are a 2000 FXR4, a 1987 1100 Sportster, and a
1986-1/2 Heritage Softail.

On the frontispiece: The blacked-out risers towering above the classically-styled dash
let you know that this Springer Softail is a Bad Boy.

On the title page: Although the Dyna chassis was available only in the limited
edition Sturgis model during its first year, the Dyna split to form its own line in the

following years, replacing the FXR models one by one.

On the back cover: Lefi: Compared to the blacked-out Evolution engine of the
Dyna Sturgis, the Dyna Wide Glide’s engine was a display of chrome.

Right: In 1993, the front fender and its linkage to the fork on the Softail Springer
was revised to lower the fender closer to the tire, reducing the dreaded "motocross”

look shown on this machine.

Endpaper: The three faces of Evo: FXR, Sportster, and Softail.

Edited by Darwin Holmstrom
Designed by Tom Heffron

Printed in China
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First published in 1998 by Booth-Clibborn Editions,
12 Percy Street, London, W1P 9FB

in association with Barbican Art Gallery

on the occasion of the exhibition The Art of the Harley
22 January - 26 April 1998.

©1998 Barbican Art Gallery, Corporation of London
and authors, John Carrol}, Bal Croce, lan Mutch,
Ted Polhemus, Dr. Martin Jack Rosenblum,

Timothy Remus.

All rights reserved. No part of this publication may

be reproduced or transmitted in any form or by any
means, or stored in any retrieval system of any nature
without prior written permission of the copyright
holder, except for permitted fair dealing under the
Copyright Designs and Patents Act 1988 or in
accordance with the terms of a licence issued by the
Copyright Licensing Agency in respect of photo-
copying and/or reprographic reproduction.

Distributed world-wide and direct mail through:
Internos Books

12 Percy Street

London W1P 9FB

info@internos.co.uk
www.booth-clibborn-editions.co.uk

Bar and Shield logo, Shield (design only), Eagle with
Bar and Shield, #1 logo, Racing logo, Disc Glide, Eagle
Iron, Electra Glide, Evolution, Fat Bob, Fat Boy, H-D,
HD, Harley, Harley-Davidson, Heritage Softail, Harley
Owners Group, H.0.G., HOG Tales, HOG logo, Hugger,
Ladies of Harley, Low Glide, Low Rider, Power Blend,
Roadster, Screamin’ Eagle, Secur-A-Glide, Softail, Sport
Glide, Sportster, Springer, Sturgis, Super Glide, The
Enthusiast, Tour-Glide, Tour-Pak, Wide Glide, Willie G.
are amongst the registered trademarks of Harley-
Davidson Inc., Milwaukee, Wisconsin, USA.

Exhibition:

Selected by Tim Remus and Conrad Bodman
Organised by Conrad Bodman

Designed by Urban Salon

Graphics by Windpower

Catalogue:

Edited by Conrad Bodman

Designed by Society, London

Colour Reproduction by Dot Gradations Ltd. UK.
Printed and bound in Italy

Barbican Art
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Acknowledgements

Additional text: Art Gompper, Wayne Van Dien, Chris Hatla
Design: Frank Seiy

Production: Bellwether Communications

Printing: Wirth Press

Separations: Prestige Graphics

First published in 1991 by Harley Davidson, Inc., P. 0. Box 653, 3700 West Juneau Avenue, Milwaukee, Wisconsin 53201 U.S.A.
© Harley-Davidson, Inc., 1991

All rights reserved. With the exception of quoting brief passages for the purposes of review no part of this publication may be reproduced
without prior written permission from the publisher.

Bar and Shield ogo, Shield (design only), Eagle with Bar and Shield, #1 logo, Racing logo, Disc Glide, Eagle Iron, Electra Glide, Evolution, Fat Bab,
Fat Boy, H-D, HD, Harley, Harley-Davidson, Heritage Softail, Harley Owners Group, H.0.G., HOG Tales, HOG logo, Hugger, Ladies of Harley,
Low Glide, Low Rider, Power Blend, Roadster, Screamin’ Eagle, Secur-A-Glide, Softail, Sport Glide, Sportster, Springer, Sturgis, Super Glide,
the Enthusiast, Tour-Glide, Tour-Pak, Wide Glide, and Willie G are among the registered trademarks of Harley-Davidson Inc.,

Milwaukee, Wisconsin, U.S.A.

Printed and bound in the United States of America.

The information in this book is true and complete to the best of our knowledge. All recommendations are made without any guarantee on the
part of the author or publisher, who also disclaim any liability incurred in connection with the use of this data or specific details.

Library of Congress Cataloging-in Publication Data
Bolfert, Thomas C.
The Big Book of Harley-Davidson: official publication/ by Harley-Davidson, Inc.; Thomas C. Bolfert. — New, rev. ed.
p.  cm.
Includes index.
ISBN 0-9624113-1-0: $39.95
1. Harley-Davidson motorcycle—History. 2. Harley-Davidson motorcycle—Catalogs. 1. Harley-Davidson Motor Gompany.
TL448.H3B65 1991
338.7'629227'50973—dc20
91-19475
ciP

. Title.

Sole book trade dislribution by:
Molorbooks Inernational Publishers & Wholesalers, inc.
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This book is dedicated with love and respect
to my wife Nancy.

‘Writing Consultant: Ken Schmidt

This book was produced by Melcher Media, Inc.
55 Vandam Street, New York, NY 10013
under the editorial direction of Charles Melcher.

Project Editor: John Meils
Assistant Editor: Megan Worman
Production Director; Andrea Hirsh

Harley-Davidson Motor Company
3700 W. Juneau Ave.

Milwaukee, WI 53208
www.harley-davidson.com

Project Manager: Cheri Radovanéevi¢
Captions: Herbert Wagner and Dr. Martin Jack Rosenblum

Designed by Pentagram
Copyright © 2002 H-D, All rights reserved.

No part of this book may be reproduced in any form or by any electronic or mechan-
ical means, including information storage and retrieval systems, without permission
in writing from the publisher, except by areviewer who may quote brief passages in

areview,

Harley-Davidson, Harley, V¥, Evolution, Sportster, V-Rod, The Enthusiast, Softail,
Buell, Harley Owners Group, H.O.G., Blast, Springer, Fat Boy, Electra Glide,

Low Rider, Super Glide, Heritage Springer, Willie G., Heritage Softail, Hydra Glide,
Twin Cam 88, Tvin Cam 88B, Deuce, Revolution, Ultra Classic, Wide Glide,
MotorClothes, the MotorClothes logo, Screamin’ Eagle, and the Bar & Shield logo
are among the trademarks of H-D Michigan, Inc. All other marks are the property of
their respective owners.

First Edition
ISBN 0-8212-2819-6
Library of Congress Control Number: 2002106062

Bulfinch Press is a division of AOL Time Warner Book Group.

PRINTED IN THE UNITED STATES OF AMERICA




