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Press Release 
February 18, 2020 
Interbrand Japan, Inc. 
 
Interbrand “Best Japan Brands 2020” 
Announcing the Top 100 Japanese Brands Ranked by Brand 
Value 
 
• Announcement of the Top 100 Japanese Brands ranked in order of brand value 

using a unified ranking system 
• Overall year-on-year growth rate for Japanese brands was +0.9%, significantly 

lower than the overall growth rate for brands ranking in the Best Global 
Brands 2019 (+5.6%) 

• Toyota ranks #1 in Best Japan Brands for the 12th consecutive year 
• Shiseido increases by 23%, the highest growth rate in the ranking 
• 7-Eleven, HOYA, KEYENCE, Pigeon, Murata, Asahi Kasei, KONAMI, 

WORKMAN, and Kewpie debut in the ranking 
 
Interbrand Japan, Japan’s biggest branding company (headquartered in Shibuya, Tokyo, President 
& CEO: Masahito Namiki) has announced Best Japan Brands 2020, a ranking of Japanese brand 
values using unique Brand Valuation methods to convert the brand value into monetary value. 

Starting this year, which marks the 12th time these rankings have been announced, the two ranking 
systems of Japanese Global Brands (international sales ratio 30% or more) and Domestic Brands 
(international sales less than 30%) have been combined for Best Japan Brands 2020, which ranks 
the Top 100 brands by value. This new ranking evaluates even more brands, increasing the total 
number of brands ranked to 100, more than the amount ranked in the previous Global Brands and 
Domestic Brands rankings (40 each, for a total of 80 brands). 

Best Japan Brands uses the same valuation methods used in Best Global Brands, a global brand value 
ranking Interbrand has announced every year since 2000, and investigates brand value in terms of 
business assets using global standards by comparing the value of Japanese brands and leading 
global brands using the same system of measurement. 
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Overview of Best Japan Brands 2020 

The environment in which brands operate is changing faster than ever. Business practices that create 
results by listening to latent customer needs and providing a brand experience that meets or exceeds 
those expectations are increasingly the key to achieving sustainable corporate growth. 

The year-on-year growth rate for the total overall brand value of the global brand ranking Best 
Global Brands 2019, announced last autumn, was +5.6%. This year, of the 80 brands in Best Japan 
Brands 2020 that also appeared in the Best Japan Brands ranking last year, the year-on-year growth 
rate was +0.9%, showing slower growth for Japanese brands.  

Among the Best Japan Brands, the total brand value for Global Brands (brands with 30% 
international sales or more) had a year-on-year growth rate of +2.5%, whereas the total brand value 
for Domestic Brands (brands with less than 30% international sales) was -2.7%. The 57 Global 
Brands were also listed on the Top 100 Japanese Brands, meaning that these Global Brands are the 
driving force behind the growth of Japanese brands. 

A common point seen among brands with high growth in this ranking was an effort to emphasize 
the customer’s brand experience, such as SHISEIDO FOREST VALLEY from Shiseido, Nintendo 
TOKYO from Nintendo, BANDAI NAMCO Entertainment Festival from BANDAI NAMCO, and 
Maison KOSÉ from KOSÉ. These brands have succeeded in building loyalty by giving the customer 
a deeper understanding of the brand, and creating attachment and fondness for the brand, through 
experiencing the world of the brand themselves. Providing brand experiences that meet or exceed 
the expectations of what customers truly seek contributes to increased brand value. 

Looking at the overall ranking by industry, there were 12 financial brands, 11 retail brands, 10 
automotive brands, 9 electronics brands, 7 cosmetics brands, accounting for more than half of the 
total ranking at 49 brands.  

Continuing from last year, cosmetic and toiletry brand growth were significant, with Shiseido 
showing the highest growth rate (17th place, +23% from last year), fifth fastest-growing brand KOSÉ 
(37th place, +14% from last year), and Kao (20th place, +9% from last year).  

Domestic Brands with high brand value continued to include telecommunications brands such as 
NTT DOCOMO, SoftBank, and au, as well as food industry brands such as Suntory, Asahi, and Kirin. 
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Best Japan Brands 2020 (#1 to #50) 
 
 
 
 
 
 
  

*The brand value amount for brands ranking in Best Global Brands 2019 is applied. 
** The brand value and international sales ratio for Suntory has been evaluated based on the figures for Suntory Beverage & Food Limited listed on the stock exchange.   
***The total value of the Yamaha brand developed by Yamaha Motor Co., Ltd. and Yamaha Corporation has been calculated together. (International sales ratio is the total international sales ratios of both companies divided by total 
sales) 
****While international sales ratios exceed 30%, these are considered Domestic Brands because international sales of the businesses crowning each brand (SoftBank, Recruit, Suntory, Asahi, Kirin) are deemed to be below 30%. 
*****While the international sales ratio is below 30%, it is considered a Global Brand because international sales of the business crowning the NISSIN brand is deemed to exceed 30%. 
******Japan Airlines is considered a Domestic Brand because its international sales combine domestic flights and international sales, and the actual sales generated internationally is not published. 
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Best Japan Brands 2020 (#51 to #100) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 

 
  

*******While the international sales ratio is below 30%, brands that have ranked in JBGB in the past are considered Global Brands. 
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Top 5 Growing Brands 
 
Shiseido (17th place, +23% from last year) 
In 2019, Shiseido established a new corporate mission, “BEAUTY INNOVATIONS FOR A BETTER 
WORLD.” Embodying this is SHISEIDO FOREST VALLEY, an innovative space located in Singapore’s 
Jewel Changi Airport. Branding efforts focused on the customer’s brand experience have contributed 
significantly to increased brand value. A prestigious brand strategy created through brand selection 
and integration that centers on SHISEIDO has also contributed to increased sales and profit. 
 
Nintendo (10th place, +18% from last year) 
Nintendo attempts to create unprecedented entertainment experiences in its effort to be “a 
company that creates entertainment to bring smiles to people’s faces.” While developing its smart 
device game business, the company has also made a foray into theme parks and video content and 
has tried to increase its brand value by having even more customers interact with Nintendo games 
and characters. The company provides products and services that exceed customer expectations 
based on the spirit of creation, and understands that “the true value of entertainment lies in its 
uniqueness.” 
 
BANDAI NAMCO (65th place, +18% from last year) 
In the second year of its mid-term plan, the BANDAI NAMCO Group has continued to make a variety 
of efforts based on its four-point strategy (IP Axis, Business, Region, Personnel). For the IP 
(intellectual property such as characters) axis strategy in particular, the company provides 
experiences unique to BANDAI NAMCO, such as its Mobile Suit Gundam 40th Anniversary Project 
and the BANDAI NAMCO Entertainment Festival. Installments such as VR ZONE, a new network 
platform, continue to embody the spirit of a brand that provides an unprecedented “new world of 
play.” 
 
Yamaha (32nd place, +15% from last year) 
Yamaha Corporation launched its brand mission “Make Waves” in 2019, expanding globally to 
provide opportunities for customers to “take a step forward.” The company’s new mid-term business 
plan puts forth brand-oriented operations with a declaration to strengthen points of contact with 
customers through brand appeal, making corporate brand value one of its non-financial goals. 
Meanwhile, Yamaha Motor Co., Ltd. has developed a unique branding approach to Autonomous 
Branding, which leverages the strengths of each business and base of operations. Yamaha Day was 
created as a joint measure by both companies to celebrate the company’s foundation and raise 
brand awareness among employees globally through events, including collaborations. 
 
KOSÉ (37th place, +14% from last year) 
Both sales and profits were strong, setting new records for the company. Efforts to further strengthen 
the brand on a global level under the mid-to-long-term business plan have proceeded smoothly, 
with Asia as the driving force behind the company’s growth. For brands, the high prestige cosmetic 
brand DECORTÉ has driven overall growth. The company also provides consistent brand 
experiences at points of customer contact, with such efforts as a new digital cosmetic concept store 
Maison KOSÉ, KOSÉ Beauty Festival, counseling-based sales, and salon treatments. 
 
 
New Entrants 
 
7-Eleven (18th place) 
As a convenience store brand that has undergone a unique evolution within Japan, 7-Eleven was 
assessed as a Japanese Brand starting this year. The company has the top sales in the Japanese 
convenience store market. Its high-quality private brands in particular have earned a good 
reputation among customers. Compared to other brands in the category, 7-Eleven has high levels 



 

Interbrand Japan, Inc.  
9F Hiroo Plaza  T + 81 (0)3 5448 1200 
5-6-6 Hiroo, Shibuya-ku  F + 81 (0)3 5448 1052 
Tokyo 150-0012 Japan  https://www.interbrandjapan.com/ja/index.html 

6 

of frequent users and brand loyalty. The brand slogan “Close and Convenient” has permeated 
employees and store owners, and bold efforts to create products and services that embody this 
slogan, such as ready-made meals and online printing services, have contributed to its brand value. 
 
HOYA (50th place) 
Both sales and profits for the HOYA Group hit new records this year. The company has expanded 
aggressively, acquiring ophthalmic medical device manufacturers such as Mid Labs in the USA and 
Fritz Ruck in Germany, boasting some of the top global shares in the industry. HOYA states that it 
will “become a leading company in niche markets through creativity and innovation.” The company 
aims for its products and services to become an integral presence in society, and has developed its 
products based on customer comments. This uniqueness and presence have contributed to its brand 
value. 
 
KEYENCE (55th place) 
KEYENCE has as its mission “creating added value,” and 70% of the products it releases are “world 
firsts” or “industry firsts.” The company’s technical ability to develop innovative products and a 
consulting business that goes to customer sites and listens to customer struggles to uncover hidden 
need have improved customer satisfaction and made it possible to forecast industry market trends 
and demands. As a result, its average growth rate for the past 25 years has exceeded 10%. The 
company is committed to making products “smaller” (miniaturization and increased durability), 
“stronger” (extending product lifespan), and “faster” (improving manufacturing line speed). The 
company has set itself apart through a customer-oriented approach and commitment, which has 
boosted the brand value. 
 
Pigeon (64th place) 
With “love” as its management philosophy and “only love can beget love” as its corporate motto 
(developing products and services full of love, because only love can beget love), the company aims 
to be the top childcare product manufacturer in the world. The company made “making the world 
more baby-friendly by furthering our commitment to understanding and addressing babies’ unique 
needs” its purpose in 2019, creating products from the point of view of the baby and improving its 
customer satisfaction level. The company’s presence, ability to respond to needs, and 
trustworthiness, especially toward its baby bottles, is high not only in Japan but throughout Asia, 
improving its brand value. 
 
Murata (70th place) 
Characteristics of the Murata brand include its focus on people (employees and customers) and 
extremely high commitment among employees toward the Murata brand. In its long-term vision 
(Vision2025), the company states that it will “innovate employees around the world to create new 
value,” and make “harmony among people, the organization, and society” a priority area in its mid-
term plan for 2021. Murata’s competencies are “depth of customer base and global network,” 
“technological development capability,” and “manufacturing ability,” and what sums up these 
strengths is defined as the “organizational and collaborative ability” of Murata employees. The 
company’s unique philosophy of “Be the pride and joy of the region” serves as one of the brand’s 
strengths. 
 
Asahi Kasei (77th place) 
With “contributing to life and living for people around the world” as the group philosophy and 
“Creating for Tomorrow” as the group slogan, the mission of Asahi Kasei Group is to continue to 
innovate. Embodying this spirit of innovation is honorary Asahi Kasei fellow Akira Yoshino, Nobel 
Prize recipient. The basis of the brand continues to shift its business portfolio as a B-to-B company 
according to the market, steadily building up its brand value. 
 
KONAMI (89th place) 
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With creating and providing “Valuable Time” as its corporate philosophy, Konami features 
“amusement for business use” and “sports gyms” as part of its business portfolio, unlike other game 
companies. These previously unrelated aspects of the company’s business portfolio have, with the 
evolution of technology, started budding into a single strength as eSports. To build a strong 
presence in this arena, Konami has bolstered its eSports and other facilities. The company is making 
the leap from a game manufacturing brand to a leading global eSports brand. 
 
WORKMAN (94th place) 
Built on the concept of “convenience for working people,” the inexpensive yet highly functional 
products of workwear specialty brand WORKMAN spread through comments online, transforming 
it into an apparel brand now worn by the general public as well. WORKMAN has developed 
workwear, safety boots, and rainwear for working professionals, while WORKMAN Plus develops 
outdoor sportswear and rainwear for the general public. The company has set itself apart with its 
commitment to low prices and high quality as well as design improvements praised as 
“unnecessarily cool” using ambassador marketing through bloggers and comments from fans on 
social media. 
 
Kewpie (100th place) 
Celebrating its 100th anniversary in 2019, Kewpie is synonymous with mayonnaise in Japan. The 
brand has strong connections with customers through its long-running character, packaging, and 
TV cooking program. The company's “healthy products” and “new ideas for cooking, lifestyle, and 
eating” have further improved trust and fondness for the brand. 
 
 

About Best Japan Brands 2020 Brand Valuation 
 
Criteria for Inclusion 
 
In order to shed light on the value of global Japanese brands and enable comparison of their relative position 
against a common global measure, brands meeting the following criteria were selected for evaluation: 
• The brand originated in Japan: The corporate or business brand is the product of a Japanese enterprise. 
• Financial information is publicly available: The corporation was publicly listed as of October 30, 2019, 

and analyst reports are available. 
 

Methodology 
 
Interbrand's methodology for evaluating brand value is based on the brand's financial strength, influence on purchasing 
decisions, and contribution of future earnings. In the same way that securities analysts analyze and evaluate the value of a 
company, we analyze and evaluate the value of a brand by asking, “What is its future earning potential?” This methodology 
has been certified compliant with the ISO 10668, the global standard for measuring the monetary value of brands as 
established by the International Organization for Standardization. The evaluation is made up of the following three specific 
analyses: 
 
1. Financial Performance: Project the company's future earnings 
First, we estimate the current and future revenues of the business operating under the brand. We then subtract operating 
earnings, taxes, and capital cost of investment to calculate future economic profit. Our analysis is based on published 
corporate data; future projections are based on analyst performance forecasts. (Note: For analyst forecasts this evaluation 
relies on analysts' estimates obtained from IFS Japan, Ltd. The IFIS Consensus data http://www-en.ifis.co.jp/ used is current 
as of October 30, 2019.)  
 
2. Role of Brand: Derive the brand's contribution to profits 
Next, to derive the brand's contribution to future economic profits as calculated in the analysis of financial performance, we 
analyze the brand's influence on customer purchasing decisions. In evaluating the role that a brand plays in consumer 
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purchasing trends, we perform benchmark analyses by industry that draw on our database of brand value evaluations 
accumulated over the past 30 years. Based on these industry benchmarks, we perform a proprietary analysis to derive a brand 
contribution score. 
 
3. Brand Strength: Evaluate the brand’s contribution to future earnings 
Brand strength analysis measures a brand’s power to inspire what the client needs to sustain future earnings̶market loyalty, 
repeat purchases by consumers, and lock in̶and discounts brand earnings to derive a present value. Our evaluation offers a 
systematic means of determining a brand’s risk based on the10 factors below that we believe are key. These include not only 
external factors such as market position, consumer recognition and favorability, and brand image but also internal factors 
such as support for the brand among management and employees and the company’s brand protection system. This results 
in a score between 0 and 100 on a 100-point scale. The analyses for the role of the brand and the brand strength use various 
published reports for calculation based on multifaceted consultant evaluations. 
 
Brand Strength Model 10 Factors 

Internal Factors          External Factors 
   ・Clarity                ・Authenticity   ・Consistency 
   ・Commitment                ・Relevance   ・Presence 
   ・Governance                     ・Differentiation   ・Engagement 
   ・Responsiveness 
 
Next, the brand strength score is converted into a discount rate through a calculation method unique to Interbrand into a 
discount rate to derive brand value.  
 
 
About Interbrand 
Interbrand is the world's leading brand consultancy, established in London in 1974. Interbrand 
defines a brand as a living business asset because we believe organizations nurture growth when 
they offer a superior customer experience through a clear organizational strategy. With 18 offices in 
14 countries, we have supported the promotion of growth for both the brand and businesses of our 
clients through a combination of strategy, creativity, and technology. 

Interbrand Brand Valuation is the first recognized global standard through the ISO to measure the 
monetary value of brands worldwide. We publish various brand value and brand strength reports, 
including Best Global Brands which evaluates and ranks the value of global brands. We advance 
projects by gathering strategic analysis professionals who use state-of-the-art methodologies with 
highly creative artists into one team.  We conduct all aspects from analysis to execution with in-
house resources from strategic consultants who lead the assessment of brand value and building of 
brand strategies to designers who develop brand logos, packages spaces, and digital signage in 
addition to copy writers who create names, slogans, and messages. 

Interbrand Japan was established in 1983̶historically the third office in Interbrand's global 
network, following London and New York. Interbrand Japan provides a full suite of services to 
various Japanese organizations and associations from Japanese and foreign-owned enterprises to 
governmental offices and agencies. Please visit  https://www.interbrandjapan.com/ja/index.html 
to learn more. 
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