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2024 

    

1 Apple U.S. $516.6B +73.6% 
2 Microsoft U.S. $340.4B +77.7% 
3 Google U.S. $333.4B +18.5% 
4 Amazon U.S. $308.9B +3.2% 
5 Samsung Group South Korea $99.4B -0.3% 
6 Walmart U.S. $96.8B -14.9% 
7 TikTok/Douyin China $84.2B +28.2% 
8 Facebook U.S. $75.7B +28.4% 
9 Deutsche Telekom Germany $73.3B +16.5% 

10 ICBC China $71.8B +3.3% 
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[14, 15].  
 

 10   
   

U.S. $3,241.0B 51 
China $829.9B 19 

Germany $347.1B 8 
Japan $200.2B 6 

South Korea $182.4B 4 
UK $101.1B 3 

France $78.6B 3 
Saudi Arabia $41.6B 1 

Ireland $40.5B 1 
India $28.6B 1 

Taiwan $25.1B 1 
Switzerland $20.8B 1 

Canada $19.0B 1 
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MODERN APPROACHES TO ASSESSING A COMPANY'S BRAND IN A COMPETITIVE 

ENVIRONMENT  

Introduction. The article reveals the main approaches to evaluating a company's brand in modern 
competitive conditions, proves that under conditions of long-term use and a quality product, the potential of brand 
value expands. The TOP ten global brands are analyzed based on the BVM methodology and the random 
structural changes that have changed over the past year are clarified. Evaluating brands using this methodology, 
the impact of a strong brand on key aspects of business growth was noted - current and potential customers, 
employees and investors. The BVM methodology was specially designed to take into account all these factors and 
is a strategic tool for modern brand management. The study analyzed the brand rating of individual industry 
sectors. A more detailed look at the role of branding in a competitive world from the position of one of the most 
important factors of business success is offered. 

Purpose. To provide a comprehensive overview of the most valuable global brands based on the BVM 
methodology and analyse the structural changes that have occurred in the value of global brands and by industry. 
To achieve this goal, it is advisable to perform a number of tasks aimed at studying the value of global brands in 
a competitive environment over the past year. 

Results. The article examines brands as a valuable asset that provides a sustainable competitive 
advantage, helps a company outperform its competitors and accelerates growth, and also explores the economic 
analytics of business and brands that allows marketers to quantitatively assess the expected behavior and 
commercial impact of a brand, its initiatives and investments. A comparative analysis of research on this topic is 
considered from two perspectives: cognitive psychology and information economics. Special attention is paid to 
the consideration of modern methodologies that are used in practice to express brand value. 

Originality. The scientific novelty lies in the proposed use by domestic enterprises of the brand evaluation 
factors based on the BVM methodology as a strategic tool for modern management.. 
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Conclusion. Brand value increases when marketing and finance are aligned, which is why the 2025 

Research shows that companies that are known for international expansion and strengthening their brand are 
increasing their global presence while simultaneously increasing value. 

Key words: brand, brand management, brand value, rating, global brand 
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