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Allianz further climbs up ranking of
Best Global Brands
· Global brand value of Allianz increases by10% to US$ 8.5 bn
· Allianz moves up to rank 54 of top 100 global brands

Allianz again improved its position in Interbrand’s yearly ranking of the world’s 100 most valuable brands. In the Best Global Brands 2015 report recently released by Interbrand, Allianz climbed one notch to 54th place while its brand value increased by 10% compared to 2014.
Since Allianz entered the Interbrand ranking in 2007, it made a huge leap from 80th to 54th position and more than doubled its brand value from US$ 4.0 bn to US$ 8.5 bn.

According to Interbrand, Allianz’s key strengths include its 85 million customers globally, the company´s 125 years of presence and a smart approach to digitalization. 

“Allianz experienced once more a strong above average brand value growth of 10%. It ranks us among the top performers within the financial services sector and confirms we are delivering on our brand promise,” says Christian Deuringer, Director Global Brand Management at Allianz. “The ranking shows customers and other stakeholders alike value Allianz’s future-positive brand positioning and our strong commitment to sustainable development, be it in regards to financial inclusion, climate protection or demographic changes.” 
Facebook, Apple, Amazon, Hermès and Nissan were the top risers in the 2015 ranking, which also counts seven German companies including Allianz. 
Allianz’s aim is to continuously strengthen its brand, also using the strongest technology and consumer good brands that are leading the global ranking as a yardstick. “It's all about being truly customer-centric,” according to Deuringer. “We must offer our clients products and solutions that are perfectly tailored to their needs, and a complete hassle-free customer experience.” 

The global brand value ranking by Interbrand is based on an analysis of the financial performance of the company’s branded products or services, the role of the brand in the customer’s purchase decision and the strength of the brand along ten dimensions.
Munich, October 12, 2015
Further information:
· Royalty-free photo of Christian Deuringer attached.
· His interview on Allianz.com:

https://www.allianz.com/en/press/news/company/point_of_view/151007-to-see-what-makes-our-customers-tick/
· The complete Interbrand 2015 ranking can be found at: http://www.bestglobalbrands.com
Media contact:

Bettina Sattler

Allianz SE
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bettina.sattler@allianz.com
These assessments are, as always, subject to the disclaimer provided below. 

About Allianz 
Together with its customers and sales partners, Allianz is one of the strongest financial communities. About 85 million private and corporate customers insured by Allianz rely on its knowledge, global reach, capital strength and solidity to help them make the most of financial opportunities and to avoid and safeguard themselves against risks. In 2014, around 147,000 employees in over 70 countries achieved total revenues of 122.3 billion euros and an operating profit of 10.4 billion euros. Benefits for our customers reached 104.6 billion euros.

This business success with insurance, asset management and assistance services is based increasingly on customer demand for crisis-proof financial solutions for an aging society and the challenges of climate change. Transparency and integrity are key components of sustainable corporate governance at Allianz SE.

About Interbrand
Interbrand is the world’s leading brand consultancy, with a network of 31 offices in 27 countries. Since it opened for business in 1974, it has changed the way the world sees branding: from just another word for “logo” to a business’ most valuable asset to business strategy brought to life. Publisher of the highly influential annual Best Global Brands ranking, Interbrand believes that brands have the power to change the world—and helps its clients achieve this goal every day. Interbrand’s combination of strategy, creativity, and technology delivers fresh ideas and insights, deep brand intelligence, clear business opportunities, and compelling brand experiences. Interbrand is part of the Omnicom Group Inc. (NYSE: OMC) network of agencies. For more information, please visit us at Interbrand.com and follow us on Twitter and Facebook.
Cautionary note regarding forward-looking statements
The statements contained herein may include prospects, statements of future expectations and other forward-looking statements that are based on management's current views and assumptions and involve known and unknown risks and uncertainties. Actual results, performance or events may differ materially from those expressed or implied in such forward-looking statements. 

Such deviations may arise due to, without limitation, (i) changes of the general economic conditions and competitive situation, particularly in the Allianz Group's core business and core markets, (ii) performance of financial markets (particularly market volatility, liquidity and credit events), (iii) frequency and severity of insured loss events, including from natural catastrophes, and the development of loss expenses, (iv) mortality and morbidity levels and trends, (v) persistency levels, (vi) particularly in the banking business, the extent of credit defaults, (vii) interest rate levels, (viii) currency exchange rates including the euro/US-dollar exchange rate, (ix) changes in laws and regulations, including tax regulations, (x) the impact of acquisitions, including related integration issues, and reorganization measures, and (xi) general competitive factors, in each case on a local, regional, national and/or global basis. Many of these factors may be more likely to occur, or more pronounced, as a result of terrorist activities and their consequences. 

No duty to update
The company assumes no obligation to update any information or forward-looking statement contained herein, save for any information required to be disclosed by law. 
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