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Top 10 Global Banks

Brand Brand Value

Value Brand % Change

2014 $M Contribution 2014 vs 2013

1 HSBC 27,051 3 13%
2 Citi 17,341 2 30%
3 J.P. Morgan 12,356 2 28%
4 Santander 11,060 3 20%
5 ING Bank 9,771 3 29%
(S uBs 9,683 2 30%
7 Barclays 9,536 2 19%
8 BNP Paribas 9,453 2 New
=) Standard Chartered 9,150 2 -10%
10 Goldman Sachs 8,400 3 14%

Source: Valuations include data from BrandZ™ and Bloomberg,
Note: Global Banks are defined as thosz who generate more than 40% of revenues outside their home.
Brand contribution measures the influence of brand alone on earmings, on a scale of 1to 5, S highest.
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Top 10 Regional Banks

Brand Brand Brand value

Vvalue Contribution 2% Change

2014 sM 2014 vs 2013

1 Wells Fargo 54.262 3 1425

2 Icec 42101 2 2%

3 China Construction 25.008 2 -7%
Bank

a RrRBC 22,620 <1 1325

s Commonwealth 21,001 3 18%6

Bank of Australia

(53 TD 19.950 3 1226

7 ANZ 18.072 3 1526

8 Agricultural Bank of 18,235 2 -9%
China

=] uUsS Bank 14,926 3 9%

10 Bank of China 14177 2 O°s

Source: Valuations include data from BrandZ™ and Bloomberg.
Brand contribution Mmeasures the influence of brand alone on carnings, on a scale of 1to 5. S highest.
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