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WORLD-CHANGING BRANDS DON’T WAIT IN LINE.

THEY STEP OUT OF LINE, LEAVE INDUSTRY 
NORMS BEHIND, CREATE HAVOC,  

REDEFINE SECTORS, AND ARE KILLING IT  
IN THE MARKETPLACE.

FIND OUT WHAT 2014’S  
TOP 25 CANADIAN BRANDS  

ARE MADE OF.
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Are we all just  
standing in line?
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Interbrand Canada is proud to 
present our fifth biennial ranking  
of Canada’s most valuable brands.  
As Canadians, we are proud that our 
brands have demonstrated such an 
irrepressible resiliency, with a gain  
of almost $3 billion in brand value 
since 2012, despite striking shifts  
in the business landscape. 

As expected, this year’s ranking includes some well-
loved Canadian brands, but we’re also encouraged to 
see several new and exciting entrants across diverse 
sectors making their debut. These new entrants all 
have one thing in common:  they follow a different 
path; they place the customer at the centre of all they 
do; and they empower their employees to deliver 
meaningful, authentic experiences.

Equally as compelling, our top-ranked Canadian 
brands leverage their heritage – to persuade, influence 
and inspire loyalty – but they do more than simply 
rely on past success. Instead, they look to the future 
with bold ambition, courage and vision. These 
brands understand their purpose, their relevance to 
customers, and have the confidence to stand out. In 

doing so, they break away from traditional norms, 
challenge conventional thinking, and surprise and 
inspire their stakeholders – both inside and out. More 
significantly, their reach penetrates into our economic, 
environmental and social values. 

Canadian brands are faced with extraordinary 
challenges – change is an imperative, not a luxury;  
and integration, innovation and sustainability are 
constant and enduring pressures. It is necessary 
and vital that our brands embrace their new realities 
and maximize every possible avenue to entice and 
captivate their audiences.

Our heartfelt congratulations to all the Canadian 
brands in this year’s ranking. It gives us great pride 
and satisfaction to see that so many brands have the 
courage and confidence to step out of line – and reap 
the rewards of business success. Our message to the 
rest: Don’t wait in line – the time is now to set a new 
course and advance your legacy for the future. We 
look forward to seeing even more new entrants and 
risers on the 2016 Best Canadian Brands. Until then, 
remember – some lines were meant to be crossed. 
Enjoy!

Carolyn Ray

Managing Director

DON’T WAIT IN LINE
OUR MANTRA FOR 2014

by Carolyn Ray
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By Mark Dwyer

Though building strong brands for the future is each 
CMO’s purpose, in the bleakness of 2008, they were 
under intense pressure to respond to the financial 
exigencies of the day. When they failed to hit immediate 
targets, they often paid the price. It’s no surprise that 
the average CMO tenure then was just 28 months.

Today, things are looking brighter. The average 
tenure has risen nicely from just over two years 
to almost four years – heartening news for both 
CMOs and the brands they tend to. But this trend 
isn’t necessarily a reflection of companies allowing 
their CMOs to focus more freely on long-term brand 
building. It’s at least as much about the recovering 
economy. While today’s marketers are being given 
more time to be effective, the pressure to stay in line 
and focus on the present never goes away.

What is so bad about staying in line? And what are 
the dark forces working against your brand’s future? 
Let’s shine some light on these questions.

THE SEVEN DARK FORCES OF UNSUCCESS

DARK FORCE #1 – THERE IS NO TOMORROW
Hit today’s numbers. Meet your monthly goals. Don’t 
think too long-term or get distracted by “pie-in-
the-sky” innovative thinking. Because while you’re 
pondering a brighter future for your brand, your 
competition is strolling away with your lunch. Brands 
that stay in line focus solely on the now, and measure 
success against daily criteria. This malevolence 
darkens the doorways of most CMOs every morning, 
hindering creativity and dashing great visions.

DARK FORCE #2 – GMOOT
Get Me One Of Those. This acronym achieved meme status 
in 2008, when many a CMO’s approach to marketing 
was, “I probably won’t be here much longer than 28 
months (if that), so get me something that one of our 
competitors has already proven effective – y’know, 
like a viral video – and let’s run with that.” Brands that 
stay in line allow GMOOT-thinking to lure them into 
copycatting a competitor’s successful initiative instead 
of creating something inspired and original.

DARK FORCE #3 – SAME AS IT EVER WAS
It worked before, it will work again. Roll out the 
same thinking year after year, dress it up with a swipe 
of lipstick and hope no one notices. It works for 
Hollywood – shouldn’t it work for your brand? Trouble 
is, while your brand clings to a proven formula, the 
world doesn’t. It changes. Technology advances. 
Needs and desires evolve. Values shift. Consumers 
age, move, drop Facebook and pick up Snapchat. 
Brands that stay in line recycle their old ideas without 
overhauling or updating them to be relevant – the 
Hollywood sequels of the marketing world.

DARK FORCE #4 – FAILURE IS NOT AN OPTION
Innovative ideas rarely spring to life fully formed and 
flawless. In fact, the ones that succeed usually do so 
because they fail during development, each setback 
a critical step in the ongoing refinement of the idea. 
Brands that stay in line lack the fortitude and will  
to embrace failure as a key aspect of innovation  
and growth.

DEFEATING THE DARK FORCES

World-changing brands step out of line. They flout the tried and true,  
shake sectors up, turn norms upside down. Most importantly, they resist 
the groupthink, rigidity, and conformity that conspire to keep brands in line. 
These “dark forces” make up the shadow side of organizational dynamics – 
conscious and unconscious behaviours and attitudes that stifle creativity, 
discourage healthy risk taking, and, ultimately, undermine success. 
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DARK FORCE #5 – NOBODY ASKED US FOR IT
In this age of brand co-creation, it’s tempting to 
believe that consumers will tell brands exactly what 
they want. But it’s not that easy. Brands that stay in 
line wait to hear the answers from consumers rather 
than listen for the insights beneath the words. They 
accept pyrite truths rather than delving deeper to 
unearth genuine gold nuggets.

DARK FORCE #6 – MY NEPHEW DOESN’T LIKE IT
Whether it’s a name change or a new CSR initiative, all 
ideas are subject to some form of informal focus group 
testing. But when we rely on sample sizes of one, or 
test and validate without rigor, we risk dismissing truly 
world-changing ideas for the wrong reasons. Brands 
that stay in line fall into the beauty contest trap by asking 
people which idea they like best rather than testing it 
against a range of creative and strategic criteria.

DARK FORCE #7 – EVERYONE IS OUR TARGET
Ideas targeted at everyone are designed to fail. 
They don’t always fail – and sometimes they’re even 
successful. But without a deep understanding of 
your target audiences and insight into what drives 
their behavior, universally-pleasing ideas have little 
potential to resonate with the stakeholders that 
matter most. Brands that stay in line aim to attract all 
the people all the time, and risk engaging none.

WARDING OFF THE DARK
Brands that change the world are constantly fighting 
off the dark forces conspiring to keep them in line. 
IMAX, Virgin, Four Seasons, Alfred Sung, lululemon, 

Apple, Nortel, and Google – all made history by 
creating new sectors or transforming existing ones. 
And while it makes for a good story to suggest these 
brands were lone visionaries operating in isolation, 
all were highly attuned to their consumers’ needs, 
desires, and values.

Steve Jobs infamously said, “…people don’t know 
what they want until you show it to them.” But what 
he shared during the 1997 Worldwide Developers 
Conference yields a more informative look into his way 
of thinking: “You’ve got to start with the customer 
experience and work backwards to the technology…”

Great brands don’t wait. They listen. They learn. 
And then they act. With an eye toward the future, they 
innovate constantly – because they know that to do 
anything less would put their leadership into question. 
Isadore Sharp, who founded Four Seasons Hotels 
and Resorts in 1960 and went on to become one of 
Canada’s greatest brand builders, made achieving the 
balance between short- and long-term goals sound 
remarkably easy: “Our corporate costs escalated over 
these last few years. But that’s a short-term problem 
that will straighten itself out.” Sharp never let his focus 
stray from the bigger picture, learned through trial 
and error, and built one of the world’s most highly 
regarded luxury brands. By stepping out of line, he, 
like so many business leaders we admire, didn’t just 
succeed – he set a whole new standard. He showed us 
all that the dark forces can be defeated with the light 
of innovation and a commitment to daring.

And what are the dark 
forces working against 
your brand’s future?
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These are the people McCain prioritizes first 
and foremost. It’s not because the food itself isn’t 
important. It’s that the food is one core element in a 
chain that also strongly emphasizes relationships. A 
simple ethos guides McCain’s supply chain: Good food 
comes from good ingredients. And good ingredients come 
from good people. Good food, in other words, ultimately 
begins with the actions of good people.

This is where McCain steps out of line. By focusing 
on people first, the brand is able to remain connected 
with what is unique and important to the individual 
while unifying everyone towards a common goal of 
making people smile.

So how many people are smiling because of 
McCain? Think of it this way: French fries are the single 
most loved food in the world today, and one in every 
three fries around the world is from McCain. That’s a 
lot smiles and a lot of happy people.

ALDO
When people think about shoes, many international 
images come to mind – Italian leather loafers, French 
sparkly high heels, and Spanish strappy sandals. 
The one that doesn’t come to mind often is Canada. 
But it should. With over 1,350 stores around the 
world, Canada is home to the world’s leading fashion 
footwear brand, Aldo.

How did Aldo achieve this vaunted distinction? 
Owner and namesake Aldo Bensadoun answers 
in one word: “people”. It’s the people of Aldo that 

bring the ideals of its founder – compassion, ethics, 
and understanding the customer – to life at every 
touchpoint in the customer’s journey.

Nothing is more fleeting than fashion – particularly 
shoes. However, by remaining grounded in the 
principles of the brand, the people of Aldo can 
continually respond to changing consumer tastes. This 
is its secret to remaining relevant and differentiated 
in the increasingly competitive world of fashionable 
footwear for 40+ years.

So what’s next for Aldo? In light of the Dhaka 
factory collapse, 2013 marked a turning point in  
the retail world with a push for greater transparency 
in the supply chain. With the principles of compassion 
and ethics clearly entrenched, Aldo needs to step  
out of line once again and provide visibility about 
where and how its customers’ favourite footwear is 
being produced.

Often, the road less travelled is the road to 
success. You don’t just need food, shelter and good 
shoes for the journey. You need vision, ingenuity and 
fortitude to travel a path without familiar signposts 
for guidance. We hope Four Seasons, McCain and Aldo 
continue to explore these roads and inspire others to 
deliver great products, services and experiences for 
consumers to enjoy.

With sharp clarity about how and 
what defines the Four Seasons 
experience, employees have carte 
blanche to determine how to 
make each customer’s experience 
personalized and unique.
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EVALUATING 
THE BEST 
CANADIAN 
BRANDS

OUR METHODOLOGY

Interbrand’s brand valuation methodology 
determines, in both customer and financial 
terms, the contribution of the brand to 
business results.

As a strategic tool for ongoing brand 
management, it brings together market, 
brand, competitor, and financial data 
into a single framework within which the 
performance of the brand can be assessed, 
areas for improvement identified, and the 
financial impact of investing in the brand 
quantified. It also provides a common 
language around which a company can be 
galvanized and organized.

We believe that a strong brand, 
regardless of the market in which it 
operates, drives improved business 
performance. It does this through its ability 
to influence customer choice and engender 
loyalty; to attract, retain, and motivate 
talent; and, to lower the cost of financing. 
Our approach explicitly takes these factors  
into consideration.
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CRITERIA FOR INCLUSION
There are several criteria for inclusion in Interbrand’s Best Canadian Brands ranking.

To start, Interbrand compiles a list of Canadian brands from our marketing database based on more than 25 
years of valuing brands and over four decades of consulting with organizations in Canada and around the world.

All brands in the set were then subjected to the following criteria that narrowed the candidates:

There are three key components in all of our valuations: analyses of the financial performance of the branded 
product or service, the role the brand plays in the purchase decision, and analysis of the competitive strength  
of the brand.

FINANCIAL ANALYSIS
This measures the overall financial return to an 
organization’s investors, or its “economic profit.” 
Economic profit is the after-tax operating profit of the 
brand, minus a charge for the capital used to generate 
the brand’s revenues and margins. A brand can only 
exist and, therefore, create value, if it has a platform 
on which to do so. Depending on the brand, this 
platform may include, for example, manufacturing 
facilities, distribution channels, and working capital. 
Interbrand allows for a fair return on this capital before 
determining that the brand itself is creating value  
for its owner. We build a set of financial forecasts over 
five years for the business, starting with revenues  
and ending with economic profit, which then forms  
the foundation of the brand valuation model. A 
terminal value is also created, based on the brand’s 
expected financial performance beyond the explicit 
forecast period. The capital charge rate is determined 
by reference to the industry weighted average cost  
of capital.

ROLE OF BRAND
Role of Brand analysis is about understanding 
purchase behavior – the brand’s influence on the 
generation of demand through choice. It measures the 
portion of the decision to purchase that is attributable 
to the brand, relative to other factors (for example, 
purchase drivers like price, convenience, or product 
features). The Role of Brand Index (RBI) quantifies this 
as a percentage.

Customers rely more on brands to guide their 
choice when competing products or services cannot 
be easily compared or contrasted, and trust is deferred 
to the brand (e.g., organic foods), or where their needs 

are emotional, such as making a statement about 
their personality (e.g., luxury brands). RBI tends to 
fall within a category-driven range, but there remain 
significant opportunities for brands to increase their 
influence on choice within those boundaries, or even 
extend the category range where the brand can 
change consumer behavior.

RBI determinations for this study derive, 
depending on the brand, from one of three methods: 
primary research, a review of historical roles of 
brand for companies in that industry, or expert panel 
assessment. RBI is multiplied by the economic profit 
of the branded products or services to determine the 
earnings attributable to the brand (brand earnings) 
that contribute to the valuation total.

BRAND STRENGTH
Brand Strength measures the ability of the brand 
to create loyalty and, therefore, to keep generating 
demand and profit into the future. Brand Strength  
is scored on a 0–100 scale, based on an evaluation  
across 10 key factors that Interbrand believes make  
a strong brand.

Performance on these factors is judged relative 
to other brands in the industry and relative to other 
world-class brands. The strength of the brand is 
inversely related to the level of risk associated with 
the brand’s financial forecasts. A proprietary formula 
is used to connect the Brand Strength Score to a 
brand-specific discount rate. In turn, that rate is used 
to discount brand earnings back to a present value, 
reflecting the likelihood that the brand will be able 
to withstand challenges and generate sustainable 
returns into the future.

1.  The brand’s country of origin must be Canada.

2.  There must be substantial publicly available 
financial data. If the company does not produce 
public data that enables us to identify the financials 
of the branded business, as is often the case with 
privately held companies, it cannot be considered 
for the list.

3.  Economic profit must be positive, showing a return 
above the operating costs, taxes, and capital 
financing costs.

4.  The brand must have a broad public profile and 
awareness or the brand must be positioned to play a 
significant role in the consumers’ purchase decision.
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Our experience and knowledge show that brands in the 
ideal position to keep generating demand for the future 
are those performing strongly (i.e., showing strength 
versus the competition) across a set of 10 factors that 
are outlined below.

ABOUT
BRAND 
STRENGTH

A LOOK AT  
EACH FACTOR
Internal & External
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External Factors

Four of these factors are more internally driven and reflect the fact that 
great brands start from within. The remaining six factors are more visible 
externally, acknowledging the fact that great brands change the world. The 
higher the Brand Strength Score, the stronger the brand’s advantage.

Internal Factors
1. CLARITY
Clarity internally about what the brand stands for and 
its values, positioning and proposition. Clarity, too, 
about target audiences, customer insights and drivers. 
Because so much hinges on this, it is vital that these 
are articulated and shared across the organization.

2. COMMITMENT
Internal commitment to brand, and a belief internally 
in the importance of brand. The extent to which the 
brand receives support in terms of time, influence  
and investment.

3. PROTECTION
How secure the brand is across a number of 
dimensions: legal protection, proprietary ingredients 
or design, scale or geographical spread.

4. RESPONSIVENESS
The ability to respond to market changes, challenges 
and opportunities. The brand should have a sense 
of leadership internally, and a desire and ability to 
constantly evolve and renew itself.

5. AUTHENTICITY
The brand is soundly based on an internal truth 
and capability. It has a defined heritage and a well-
grounded value set. It can deliver against the (high) 
expectations that customers have of it.

6. RELEVANCE
The fit with customer/consumer needs, desires,  
and decision criteria across all relevant demographics 
and geographies.

7. DIFFERENTIATION
The degree to which customers/consumers perceive 
the brand to have a differentiated positioning 
distinctive from the competition.

8. CONSISTENCY
The degree to which a brand is experienced without 
fail across all touchpoints or formats.

9. PRESENCE
The degree to which a brand feels omnipresent and is 
talked about positively by consumers, customers and 
opinion formers in both traditional and social media.

10. UNDERSTANDING
The brand is not only recognized by customers, 
but there is also an in-depth knowledge and 
understanding of its distinctive qualities and 
characteristics. (Where relevant, this will extend to 
consumer understanding of the company that owns 
the brand.)





If you are a member of the media or would like to receive 
reprint permission, please contact Carolyn Ray.

Founded in 1974, Interbrand is the world’s leading brand consultancy.  
With nearly 40 offices in 27 countries, Interbrand’s combination of rigorous strategy, 
analytics, and world-class design enables it to assist clients in creating and managing 
brand value effectively–across all touchpoints, in all market dynamics.

Interbrand is widely recognized for its annual Best Global Brands report,  
the definitive guide to the world’s most valuable brands, as well as its Best Global 
Green Brands report, which identifies the gap between customer perception and 
a brand’s performance relative to sustainability. It is also known for having created 
brandchannel.com, the award-winning resource for brand marketing.

Headquartered in Toronto, Ontario, Interbrand Canada celebrates 15 years of 
helping brands across industries solve their most pressing business challenges. 
With our exceptional knowledge of the Canadian business environment, the firm 
offers full service branding solutions including strategy, analytics, design and 
implementation focused on creating and managing brand value. Interbrand Canada 
is rated #1 for client satisfaction in our global network, demonstrating that we 
consistently keep the client at the heart of everything we do.

For more information on Interbrand, visit: 
interbrand.com

For more information on this year’s Best Canadian Brands, visit: 
bestcanadianbrands.com

CONTACT US

Carolyn ray 
Managing Director 
T + 1 416 366 7100 
D + 1 416 628 2082 
carolyn.ray@interbrand.com
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