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Mopaeasb kojeca Openaa (Brand Wheel),
Bates Worldwide

[Ipenmymecrso

Ny Cyunoets /7 \K\
Huausnavansiocts / P '.l
[ Gperwta [\
': ‘| \ \
" I|l \l

.’/ ) [|
{ | [ l
[\ — [ ]\
l' l. ) MBIy ILHOC TS /|
\ |
\ / / |
'. "| \ T— S / ‘0
\ LlesHoCTH /"
\ \*\ - //
Briroam: / /
__ Ipemvytmectna -
ArpuOyTE
Me

B!



Mopaeasn Unilever Brand Key
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CrexkiasiHHoe KopoJieBCTBO (Glasriket)
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CrekisiHHoe KopoJeBCcTBO (Glasriket)
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Country Brand Index 2014
Overall ranking

Overall Overall
Ranking Ranking
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SAnonusi, Country Brand Index 2014

2014-15 rankings

Japan - Summary of perceptions

What are the key associations with Japan?
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It is a unique
country, not just for
making deals, but
also culturally
speaking. Being in
Japanis unique.

Country Brand Index 2014-15 13

How does Japan perform by dimension?

What words do people use to describe Japan?

It’s a country that

is improving and not
standing stull; it is
surpassing the whole
world in robolic
technologies and
engineering.
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