
This is now an era in which investors take a great interest in non-financial metrics. It is said 
that IR information includes financial and non-financial information, and I think that human 
capital, intellectual capital, and brand are the representative types of non-financial informa-
tion. Of these three, the Marketing Headquarters is responsible for intellectual capital and 
brand improvement. Based on our solid brand vision and concept, we will express our cor-
porate initiatives through attractive designs, which is to say, we will focus our efforts on 
branding and earning the trust of customers, investors, and all stakeholders. As a company, 
we value our independence regarding what we think, believe, and communicate, and that 
will be a driving force for the advancement of society and industry. This is because, for any 
company, brand = a commitment. To that end, if a brand regains its independence and it is 
clearly recognized what the brand is meant to accomplish, and if it retains its independence 
while business is developed in line with the circumstances in society, then I believe that the 
brand will definitely continue to provide value to society. The Marketing Headquarters also 
oversees the R&D department and the international standardization department. This is be-

cause executives of leading global companies still value technology above all else, seeing it as the wellspring of innovation. 
Thus, corporate R&D activities are ever more relevant. From the open innovation point of view, Yokogawa must have superi-
or technology to be able to carry out partnerships with the world’s leading companies and academic institutions. An addi-
tional factor is that company executives have been paying closer attention in recent years to regulatory matters, and this is 
due to the increasing importance of rulemaking in this VUCA world of rising uncertainty. Given the general trend in which 
“second-tier companies develop the technologies and first-tier companies make the rules,” it will be very important to have 
a common set of rules for all companies and regions so that companies can compete fairly to secure an advantage. Yokoga-
wa will strategically manage all these activities with a marketing mindset.

Message from Tsuyoshi Abe, Head of Marketing Headquarters

Over the past few years, Yokogawa has been working to increase its brand value. In particular, we have reorganized our 
brands based on a brand architecture and renewed our design content. The main action was to organize and systematize 
our brands and identity to enhance our corporate identity. For the corporate brand, we created a slogan, and launched a 
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In the 1990s, companies began to recognize and focus on the importance of non-financial brand value. To begin with, 
brands are a marketing resource, and if fully utilized, they can contribute significantly to a business. Companies with strong 
customer and stakeholder support are the first to use their brands as a marketing resource and contribute to their business-
es, addressing issues such as falling sales, declining support, and a lack of talent. Recently, it has been revealed that the 
companies ranked as Best Global Brands (BGB) by Interbrand have outperformed market indexes such as the S&P 500, and 
this has got the attention of institutional investors.

The brand value quantified in Interbrand’s BGB ranking is calculated as the present value of future revenues generated by 
a brand based on analyses of financial performance, brand role, and brand strength. The greater a brand’s strength, the 
lower the risk of future damage to brand value and the lower the discount rate.

Brands have long been held to have qualitative characteristics. For the quantification of qualitative information to define 
brand value, only the portion of future profits that can be attributed to the brand is translated into a monetary amount. This 
quantifies the relative influence of a brand on factors affecting the purchase of a product or choice of a service. To quantita-
tively evaluate its own brand value, Yokogawa has adopted Interbrand’s brand valuation index, and aims to quantitatively 
improve its brand value. We calculated our brand value in 2016 and 2021 and found that brand value in 2021 was up 35% 
from 2016. Furthermore, brand value as a percentage of corporate value was 2.5%, a slight increase from 2016 that nonethe-
less was relatively high if compared to other Japanese companies in our industry. On the other hand, for our overseas com-
petitors, brand value as a percentage of corporate value is over 5%, so a further strengthening of our activities is needed.

In the past, investors have tended to focus on quantitative financial information such as financial results that can be 
clearly presented in numeric form, but recent changes in the business environment and in capitalism itself have driven a 
growing interest in non-financial information (qualitative information) such as corporate purpose, a company’s vision, busi-
ness policies, and ESG, none of which can be represented in numeric form. 

In fiscal year 2021, Yokogawa announced the Yokogawa’s Purpose statement together with the Accelerate Growth 2023 
mid-term business plan. This is because in recent years purpose, which is said to be the raison d’etre of a brand, has become 
a resource that connects the brand with various internal and external stakeholders. In addition, purpose enables the com-
pany to connect not only with its employees and customers, but also with all stakeholders who pay attention to what the 
brand is saying, creating the opportunities necessary for sustained growth. Brands that are able to realize their purpose in 
this world will have the most value. So, it goes without saying that whether a brand has a social motive that evokes an em-
pathetic response will be key to the growth of that brand. 

Yokogawa will continue to promote purpose driven branding to enhance its brand value, one of its non-financial informa-
tion capital assets.

Yokogawa brand site on our intranet. For our product and service brand, we creat-
ed an IA business brand and developed naming roots. As for design elements and 
communications, we also issued communication design guidelines and revamped 
our website.

These branding efforts were highly evaluated by outside parties, as indicated by 
our receipt of an award from Interbrand, a global branding company, at the Japan 
Branding Awards 2018, their first such event. 

A Scientific Brand Approach
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