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Abstract

The competition between enterprises has become more fiercely as they have the possibility to
easily move across national boundaries to exploit opportunities in other countries or markets. The
turbulent market environment imposes enterprises, irrespective of their size, industry and
geographical region, to permanently adapt to its everchanging conditions. This is why they have
tried to identify and implement various techniques and methods in their activities and processes in
order to attain high levels of competitiveness. One of them is branding, a powerful marketing tool
and an important aspect of any business. The paper aims to briefly define the brand concept and
present the evolution of ten world’s most valuable brands in the period 2018-2023. In this respect,
the author used a qualitative research method. The results of the paper concludes that the American
brands have dominated the hierarchy. Amazon and Apple were the two main competitors for the
global supremacy.
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1. Introduction

The last decades witnessed the appearance of numerous changes in the global business world.
Alongside the unprecedented expansion of the globalization process all over the world (Cornescu et
al, 2004), other phenomena, such as the rapid diffusion of disruptive technologies (Grossman et a/,
2015) and the emergence of the COVID-19 pandemic combined with its economic effects (Belitski
et al, 2021), have significantly impacted the way business organizations performed in recent years.

As the business world has increasingly become hypercompetitive in the past decades,
multinational and transnational corporations worldwide have made significant efforts to occupy
higher positions in the global arena. In this sense, the competition between enterprises has become
more fiercely as they have the possibility to easily move across national boundaries to exploit
opportunities in other countries or markets (Masroor et a/, 2019).

The turbulent market environment imposes enterprises, irrespective of their size, industry and
geographical region, to permanently adapt to its everchanging conditions (Toma et al, 2007). This is
why they have tried to identify and implement various techniques and methods in their activities and
processes in order to attain high levels of competitiveness. One of them is branding, a powerful
marketing tool and an important aspect of any business (Haig, 2004). The brand names products
and/or services have become parts of our daily life (MacNabb, 2018).

The paper aims to briefly define the brand concept and present the evolution of ten world’s most
valuable brands in the period 2018-2023. The structure of the paper is as follows. The next chapter
illustrates the literature review. The third chapter of the paper displays the research methodology.
The findings of the paper are shown in the fourth chapter. The paper ends with conclusions.
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2. Literature review

In a hypercompetitive global business environment (Toma, 2005; Toma, 2013), the brand and its
value have increasingly become a differentiation factor (Modreanu et al, 2023). The growing
recognition of the brand as a critical component of the marketing mix (Gradinaru et al, 2017a; Toma
et al, 2018a; Catana et al, 2021a), either for products or services (Gradinaru et al, 2016; Gradinaru
et al, 2017b; Catana et al, 2021b), and the increasing emphasis on brand value in determining
enterprise wealth (Arvidsson, 2006) have led to the emergence of an array of scientific studies related
to this topic in the literature. Despite the inexistence of an universal definition, the concept of brand
is considered as:

e ”a mechanism for achieving competitive advantage for firms, through differentiation

(purpose)” (Wood, 2000, p.666).
e “a make of product, which can be recognised by a name or by a design” (Collin, 2007, p.41).
e “the name of a product that a particular firm makes” (Brookes, 2011, p.57).
e ‘“‘an organization’s promise to a customer to deliver what the brand stands for not only in terms
of functional benefits but also emotional, self-expressive, and social benefits” (Aaker, 2014,
p-1).

e “an intangible marketing or business concept that helps people identify a company, product,
or individual” (Kenton, 2022, p.1).

Thus, the term of the brand has different meanings for various authors. However, it is a quasi-
general opinion that there is a strong relationship between a products/services and brands.

As the “strategic outcome of marketing initiatives of a firm useful to measure the effectiveness of
efficiency of other organisational strategies” (Gupta et al, 2020, p.212) brand value represents its
financial value and, therefore, a key corporate performance metric. In other words, brand value shows
”the sale or replacement value of a brand” (Raggio et al, 2007, p.387) and constitutes ” what the
brand is worth to management and shareholders” (Kumar Tiwari, 2010, p.421). Consequently, a
brand and its value play an important role within the marketing mix of an enterprise, in particular,
and within its business strategy, in general (Toma et al, 2015a; Toma et al, 2015b; Toma et al, 2016).
Moreover, the business model of an enterprise is also influenced by its brand value in an increasingly
digitalized business world (Tohédnean et a/, 2018; Toma et al, 2018b; Toma et al, 2019).

These considerations show that the brand value concept is important both in theory and practice.
This is why the evolution of the first ten world’s most valuable brands in recent years is illustrated
in the fourth section of the paper.

3. Research methodology

In order to attain the purposes of the paper, the author employed a qualitative research method
based on a desk research investigation. Several secondary sources of data were explored through
desk research. In this sense, the author searched for information in Romanian libraries and electronic
databases. After the deployment of the literature review, he analyzed and synthesized the data. In the
end, the author concluded the paper.

4. Findings

After reviewing the scientific literature, the author thoroughly analysed all the data obtained. This
allowed him to reach several interesting results. In 2018, Amazon was the most valuable brand all
over the world (Table no. 1), followed by Apple and Google. The first ten world’s most valuable
brands were from:

e the United States of America (USA): Amazon, Apple, Google, Facebook, AT&T,
Microsoft, Verizon, Walmart;

e the People’s Republic of China (PRC): Industrial and Commercial Bank of China (ICBC);

e South Korea: Samsung.
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No. Company Value ($Sm)
1 Amazon 150,811
2 Apple 146,311
3 Google 120,911
4 Samsung 92,289
5 Facebook 89,684
6 AT&T 82,422
7 Microsoft 81,163
8 Verizon 62,826
9 Walmart 61,480
10 ICBC 59,189

Source: (Brand Finance, 2018, p.9)

One year later, Amazon preserved its first place in the world (Table no. 2), followed by the same
Apple and Google. The first ten world’s most valuable brands were from:
the USA: Amazon, Apple, Google, Microsoft, AT&T, Facebook, Verizon;

the PRC: ICBC, China Construction Bank;
South Korea: Samsung.

Table no. 2. The ten world’s most valuable brands in 2019

No. Company Value ($m)
1 Amazon 187,905
2 Apple 153,634
3 Google 142,755
4 Microsoft 119,595
5 Samsung 91,282
6 AT&T 87,005
7 Facebook 83,202
8 ICBC 79,823
9 Verizon 71,154
10 China Construction Bank 69,742

Source: (Brand Finance, 2019, p.9)

The year 2020 witnessed a small change in the hierarchy as Google surpassed Apple (Table no.
3) but without threatening Amazon, the leader. The first ten world’s most valuable brands were from:
the USA: Amazon, Google, Apple, Microsoft, Facebook, Walmart;

the PRC: ICBC, Ping An, Huawei,
South Korea: Samsung.

Table no. 3. The ten world’s most valuable brands in 2020

No. Company Value ($m)
1 Amazon 220,791
2 Google 159,722
3 Apple 140,524
4 Microsoft 117,072
5 Samsung 94,494
6 ICBC 80,791
7 Facebook 79,804
8 Walmart 77,520
9 Ping An 69,041
10 Huawei 65,084

Source: (Brand Finance, 2020, p.11)
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In 2021, Amazon lost its first place and Apple finally succeeded in becoming the leader (Table
no. 4). The first ten world’s most valuable brands were from:
the USA: Apple, Amazon, Google, Microsoft, Walmart, Facebook, Verizon;

Table no. 4. The ten world’s most valuable brands in 2021

the PRC: ICBC, WeChat;
South Korea: Samsung.

No. Company Value ($Sm)
1 Apple 263,375
2 Amazon 254,188
3 Google 191,215
4 Microsoft 140,435
5 Samsung 102,623
6 Walmart 93,185
7 Facebook 81,476
8 ICBC 72,788
9 Verizon 68,389
10 WeChat 67,902

Source: (Brand Finance, 2021, p.13)

One year later, Apple preserved its first place in the world (Table no. 5), followed by the same
Amazon and Google. The first ten world’s most valuable brands were from:
the USA: Apple, Amazon, Google, Microsoft, Walmart, Facebook, Verizon;

Table no. 5. The ten world’s most valuable brands in 2022

the PRC: ICBC, Huawei,
South Korea: Samsung.

No. Company Value ($bn)
1 Apple 355.1
2 Amazon 350.3
3 Google 263.4
4 Microsoft 184.2
5 Walmart 111.9
6 Samsung 107.3
7 Facebook 101.2
8 ICBC 75.1
9 Huawei 71.2
10 Verizon 69.6

Source: (Brand Finance, 2022, p.11)

The year 2023 witnessed the comeback of Amazon as a leader, followed by Apple and Google
(Table no. 6). The first ten world’s most valuable brands were from:
the USA: Amazon, Apple, Google, Microsoft, Walmart, Verizon, Tesla;

Table no. 6. The ten world’s most valuable brands in 2023

the PRC: ICBC, TikTok;
South Korea: Samsung.

No. Company Value ($bn)
1 Amazon 299.3
2 Apple 297.5
3 Google 281.4
4 Microsoft 191.6
5 Walmart 113.8
6 Samsung 99.7
7 ICBC 69.5
8 Verizon 67.4
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9 Tesla 66.2
10 TikTok 65.7
Source: (Brand Finance, 2023, p.13)

In the period 2018-2023, the developed countries, in a considerable proportion, have clearly
dominated the hierarchy of the world’s most valuable brands. The findings expose several valuable
insights as follows:

e  The American brands succeeded in taking over the supremacy at the top of the first ten

world’s most valuable brands: eight brands in 2018, seven brands in 2019, six brands in
2020, seven brands in 2021, 2022 and 2023.

e  Four American brands (Amazon, Apple, Google, Microsoft), one Chinese brand (ICBC), and
one South Korean brand (Samsung) were always present in the hierarchy.

e  Amazon remained the most valuable brand in the world in the period 2018-2020 and Apple
in the period 2021-2022. In 2023, Amazon retook the top spot despite the fact its brand lost
around US$50 billion.

e  The value of the brand leader continuously increased in the period 2018-2022 and decreased
in 2023.

e  The pre-pandemic period (2018-2019) witnessed the presence of the same nine brands in the
top ten: seven from the USA (Amazon, Apple, Google, Facebook, AT&T, Microsoft,
Verizon), one from the PRC (ICBC), and one from South Korea (Samsung).

e  The pandemic period (2020-2021) attested the existence of the same eight brands in the top
ten: six from the USA (Amazon, Google, Apple, Microsoft, Facebook, Walmart), one from
the PRC (ICBC), and one from South Korea (Samsung).

e  The post-pandemic period (2022-2023) witnessed the presence of the same eight brands in
the top ten: : six from the USA (Apple, Amazon, Google, Microsoft, Walmart, Verizon), one
from the PRC (ICBC), and one from South Korea (Samsung).

e  The presence of ICBC, the world’s largest bank in terms of total assets, has remained a
constant phenomenon.

In sum, 60% of the first ten world’s most valuable brands have remained the same in the period

2018-2023. The above-mentioned results show that most of them were Americans.

5. Conclusions

The competition among enterprises has become more intense in an everchanging global business
environment. In order to face multiple and continuous changes business organizations have
understood the need to identify and implement in their processes valuable tools and methods that can
allow them to remain competitive. In this respect, brands and their values are critical elements of
their business strategies and models.

The paper contributes to the enrichment of the scientific literature related to this topic. First, it
provides a better understanding of the brand concept, emphasizing the importance of its value.
Second, the paper analyses the evolution of ten world’s most valuable brands in the period 2018-
2023 and concludes that the American brands have evidently dominated the hierarchy. Amazon and
Apple, two famous American brands, were the two main competitors for the global supremacy.

Further researches may be widen this study by taking in consideration other characteristics of the
brands.

6. References

e Aaker, D.2014. Aaker on Branding: 20 Principles That Drives Success. New York, NY: Morgan James
Publishing.

e Arvidsson, A., 2006. Brand value. Journal of Brand Management, 13(3), pp. 188-192.
https://doi.org/10.1057/palgrave.bm.2540261

e Belitski, M., Guenther, C., Kritikos, A. S. and Thurik, R., 2021. Economic effects of the COVID-19
pandemic on entrepreneurship and small businesses. 1ZA DP No. 14630, August 2021. [online]
Available at: https://docs.iza.org/dp14630.pdf [Accessed 21 May 2023].

819



“Ovidius” University Annals, Economic Sciences Series
Volume XXIII, Issue 1 /2023

Brand Finance, 2018. Global 500 2018: The annual report on the world’s most valuable brands.
February 2018. [online] Available at:
https://static.brandirectory.com/reports/Brand%20Finance%20Global%20500%20Report9%202018%2
OLocked.pdf [Accessed 21 May 2023].

Brand Finance, 2019. Global 500 2019: The annual report on the world’s most valuable and strongest
brands. January 2019. [online] Available at: https://static.brandirectory.com/reports/brand-finance-
global-500-2019-preview.pdf [Accessed 21 May 2023].

Brand Finance, 2020. Global 500 2020: The annual report on the world’s most valuable and strongest
brands. January 2020. [online] Available at: https://static.brandirectory.com/reports/brand-finance-
global-500-2020-preview.pdf [Accessed 21 May 2023].

Brand Finance, 2021. Global 500 2021: The annual report on the world’s most valuable and strongest
brands. January 2021. [online] Available at: https://static.brandirectory.com/reports/brand-finance-
global-500-2021-preview.pdf [Accessed 21 May 2023].

Brand Finance, 2022. Global 500 2022: The annual report on the world’s most valuable and strongest
brands. January 2022. [online] Available at: https://static.brandirectory.com/reports/brand-finance-
global-500-2022-preview.pdf [Accessed 21 May 2023].

Brand Finance, 2023. Global 500 2023: The annual report on the world’s most valuable and strongest
brands. January 2023. [online] Available at: https://static.brandirectory.com/reports/brand-finance-
global-500-2023-preview.pdf [Accessed 21 May 2023].

Brookes, 1., ed. 2011. International Business English Dictionary. Glasgow: HarperCollins Publishers.
Catand, S.-A. and Toma, S.-G., 2021a. Marketing mix and corporate social responsibility in automotive
industry—Case study: Mazda Motor Corporation. Annals of' “Constantin Brancusi” University of
Targu-Jiu, Economy Series, 1, pp. 205-209.

Catand, S.-A. and Toma, S.-G., 2021b. Marketing mix in healthcare services. Ovidius University
Annals- Economic Sciences Series, 21(1), pp. 485-489.

Collin, P. H., 2007. Dictionary of Business. 4" Edition. London: A & C Black.

Cornescu, V., Curteanu, D., Marinescu, P. and Toma, S.-G., 2004. Management from Theory to
Practice. Bucharest: University of Bucharest Publishing House.

Gradinaru, C., Toma, S.-G. and Marinescu, P., 2016. Marketing mix in services. Ovidius University
Annals- Economic Sciences Series, 16(1), pp. 311-314.

Gradinaru, C. and Toma, S.-G., 2017a. The extended marketing mix: The case of El Celler De Can
Roca. The Journal Contemporary Economy, 2(3), pp. 219-227.

Gradinaru, C. and Toma, S.-G., 2017b. Performance in services marketing. The case of two of the
world’s best restaurants. The Journal Contemporary Economy, 2(4), pp. 99-109.

Grossman, G. M. and Helpman, E., 2015. Globalization and growth. American Economic Review:
Papers and Proceedings, 105(5), pp. 100-104. http://dx.doi.org/10.1257/aer.p20151068

Gupta, S., Gallear, D., Rudd, J. and Foroudi, P., 2020. The impact of brand value on brand
competitiveness. Journal of Business Research, 112, pp- 210-222.
https://doi.org/10.1016/j.jbusres.2020.02.033

Haig, M., 2004. Brand Loyalty: How the World’s Top 100 Brands Thrive & Survive. London: Kogan
Page.

Kenton, W., 2022. Brand: Types of brands and how to create a successful brand identity. Investopedia,
24.03.2022. [online] Available at: https://www.investopedia.com/terms/b/brand.asp [Accessed 23 May
2023].

Kumar Tiwari, M., 2010. Separation of brand equity and brand value. Global Busines Review, 11(3),
pp. 421-434. https://doi.org/10.1177/097215091001100307

MacNabb, M., 2018. 4 Secret History of Brands. The Dark and Twisted Beginnings of the Brand Names
We Know and Love. Croydon: Pen&Sword History.

Masroor, N. and Asim, M., 2019. SMEs in the contemporary era of global competition. Procedia
Computer Science, 158, pp. 632-641. https://doi.org/10.1016/j.procs.2019.09.097

Modreanu, A. and Toma, S.-G., 2023. A brief analysis of social media brand content and strategy during
the COVID-19 pandemic. Annals of' “Constantin Brancusi” University of Targu-Jiu, Economy Series,
1, pp. 234-239.

Raggio, R. D. and Leone, R. P., 2007. The theoretical separation of brand equity and brand value:
Managerial implications for strategic planning. Journal of Brand Management, 14(5), pp. 380-395.
https://doi:10.1057/palgrave.bm.2550078

Tohanean, D., Toma, S.-G. and Dumitru, I., 2018. Organizational performance and digitalization in
Industry 4.0. Journal of Emerging Trends in Marketing and Management, 1(1), pp. 282-293.

Toma, S.-G., 2005. Fordism, postfordism and globalization. Amfiteatru Economic, 7(17), pp. 135-138.

820



“Ovidius” University Annals, Economic Sciences Series
Volume XXIII, Issue 1 /2023

Toma, S.-G. and Saseanu, A., 2007. Globalization, digital economy and e-commerce in the twenty-first
century. Amfiteatru Economic, 9(21), pp .142—148.

Toma, S.-G., 2013. Economia Intreprinderii [Enterprise economy]. Bucharest: The Bucharest
University Publishing House.

Toma, S.-G. and Gradinaru, C., 2015a. From military strategy to business strategy. Strategii
Manageriale, 31(1), pp. 227-233.

Toma, S.-G. and Marinescu, P., 2015b. Strategy and change. Manager, 21(1), pp. 145-150.

Toma, S.-G., Marinescu, P. and Constantin, 1., 2016. Approaches to strategic thinking in business
organizations. Proceedings of the 10th International Conference on Business Excellence, Academy of
Economic  Studies, Bucharest, Romania, pp. 184-191.  [online],  Available at:
https://accord.edu.so/course/material/energy-and-climate-change-289/pdf content [Accessed 22 May
2023].

Toma, S.-G. and Gradinaru, C., 2018a. The marketing mix in a luxury hotel chain, The Journal
Contemporary Economy, 3(2), pp. 105-111.

Toma, S.-G. and Tohanean, D., 2018b. Internet of Things, digitalization and the future of business
models. Strategii Manageriale, 4(42), pp. 130-137.

Toma, S.-G. and Tohéanean, D., 2019. Green business models: The case of a German automaker.
Quality-Access to Success, 20(S2), pp. 635-640.

Wood, L., 2000. Brand and brand equity: Definition and management. Management Decision, 38(9),
pp. 662-669. https://doi.org/10.1108/00251740010379100

821





