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Culturally vibrant brands that connect,
energise and shape culture grow

Vibrancy drives
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EMAIL: COLIN.MACARTHUR@KANTAR.COM

more than brands with low ural vibrancy.

Source: BrandZ Top 100 Most Valuable Global Brands: 74
common brands valued in both 2006 and 2016
Source: BrandZ 5688 Global Brands measured in 2016




