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'The PIMS database comprises over 25,000 years of business experience. Each company in the database is
represented by a wide variety of business performance statistics over a period of 3+ years, including financials,
market share, innovation rate, customer preference, relative prices, service quality, etc. 3
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2 Analysis of Kantar BrandZ.
°> Analysis of Kantar BrandZ.
“Based on analysis of 872 brands between 2007 and 2019 by the University of Oxford Said Business School. 4
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® From an interview with Dr. Nicki Morley at Kantar Talks UK 2021.
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