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Source: Kantar Worldpanel

Change in spread of consumption occasions

A brand’s chance of growth doubles if it can 

find new uses for its range

% chance 

of growth

2x

Decreased Increased by >10%

Moved into quick 

commerce

Moved to men’s skincare

Moved into ‘sensorials’ led 

chocolate indulgence

Moved into EVs

Moved into cashless 

transactions / mobile 

payments

Moved into baby care

Brands need to focus on intentional 

growth into new spaces

Finding New Spaces to grow have 

driven success for brands

through increased meaningful difference, better 

pre-disposition and ability to price profitably

© Kantar 2024 | 33





Source: India Top 75 2024

+ 11%

+ 24%

Low Future Power High Future Power

Median brand value growth rate 2023-2024

Brands with above average Penetration

N=33 brands with >25% overall penetration (= bought last/use most often or buy/use nowadays)
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1 Tata Consultancy Services 49,657 16%

2 HDFC Bank* 38,286 N/A

3 Airtel 29,856 33%

4 Infosys 25,221 4%

5 State Bank of India 17,979 24%

6 ICICI Bank 15,604 20%

7 Jio 13,744 17%

8 Asian Paints 13,555 6%

9 HCL Tech 11,815 26%

10 LIC 11,499 37%

Brand Value 2024 (US $M) % Change 2024 vs 2023BrandRank 2024

* Brand value is restated

2024 TOP 10 
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TOP 10 
RISERS

YEAR ON YEAR 

BRAND VALUE CHANGE (%)
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45 Retail CaratLane New

59 Financial Services Punjab National Bank Re-entry

63 Real Estate Developers Lodha New

65 Travel Services Taj New

68 Consumer Technology and Services Platforms MakeMyTrip Re-entry

69 Business Technology and Services Platforms Tata Elxsi New

70 Real Estate Developers Godrej Properties Re-entry

71 Retail Kalyan Jewellers New

72 Financial Services Indian Overseas Bank New

75 Home Care Tide New

Brand New/Re-EntryCategoryRank 2024

Newcomers & Re-Entrants
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