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Allianz once again named the world’s #1 

insurance brand in Interbrand’s Best 

Global Brands Ranking 
• The ranking confirms Allianz’s growing brand strength and 

relevance in people’s lives 

• Allianz’s resilience and focus on customer centricity is reflected in 

the success of the brand 
 
Munich, October 20, 2020 – For the second consecutive time, Allianz has emerged as the 
top insurance brand in the world, according to Interbrand’s Best Global Brands Ranking.  

The positive news comes at an especially uncertain time for markets and industr ies across 
the globe, as they attempt to navigate the challenges of a worldwide pandemic.  

“Our focus on resilience, integrity and customer centricity is paying off. Allianz has once 
again been recognized as #1 insurance brand globally, which is fantastic news and confirms 
that we are on the right track,” said Oliver Bäte, Chief Executive Officer of Allianz SE. 
 
“We are immensely proud to be the #1 insurance brand, and to have secured our place on 
the Top 40 Best Global Brands list. In just ten years, Allianz has moved from 67 th place on 
the list with a value of $4.9 billion in 2010, to 39th place with a value of almost $13  billion in 
2020. While half the brands in the Top 100 failed to grow this year, Allianz’s brand valuation 
increased by 7 percent despite the crisis, taking it to $12.935 billion,” said Christian 
Deuringer, Head of Brand & Partnerships at Allianz SE. “We have set ourselves a goal to 
become a Top 25 brand by 2025.” 

For Allianz, the ranking is more than an encouraging sign of the brand’s growing strength. It 
also points to Allianz’s increasing role in people’s lives. 

“During Covid-19, we worked extremely hard to deliver on our promise and beyond, taking on 
an even greater role in the lives of our customers, our employees and ou r communities, 
helping secure the future, and giving our customers courage in these difficult times,” stated 
Serge Raffard, Group Strategy, Marketing, Distribution Officer at Allianz SE. 

“Our customer centricity and resilience allow us to benchmark ourselves against brands 
across industries. The diversity of what we offer, for example, with health services like Doctor 
on Call, or Chat with Allianz Partners, had an immense impact during the pandemic and 
made the difference,” Raffard added. “We are now up to higher summits with our Olympic 
partnership kicking off worldwide on January 1st, 2021. And we look forward to many more 
milestones.”  
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Interbrand publishes the Best Global Brands report on an annual basis.  Each year's report 
aims to identify the world's 100 most valuable brands. Interbrand’s brand valuation method 
was the first to receive ISO 10668 certification.  

To qualify, brands must be publicly listed and have a global presence. Brands are then 
evaluated following the economic profit that can be allocated to branded sales, the role of 
brand, i.e. the extent to which the brand influences the buying decision, and finally the 
brand’s strength, which is established over ten different internal and external factors of brand 
performance. 

For the complete Top 100 ranking and report with comprehensive analysis of growth, sector, 
and industry trends, visit www.interbrand.com/best-global-brands/.  

 
 
For further information please contact: 
 
Aurika von Nauman Tel. +49 89 3800 16052, e-mail: aurika.von-nauman@allianz.com 
 
About Allianz 

The Allianz Group is one of the w orld's leading insurers and asset managers w ith more than 100 million retail and 

corporate customers in more than 70 countries. Allianz customers benefit from a broad range of personal and 

corporate insurance services, ranging from property, life and health insurance to assistance services to credit 

insurance and global business insurance. Allianz is one of the w orld’s largest investors, managing 766 billion 

euros on behalf of its insurance customers. Furthermore, our asset managers PIMCO and Allianz Global 

Investors manage 1.7 trillion euros of third-party assets. Thanks to our systematic integration of ecological and 

social criteria in our business processes and investment decisions, w e hold the leading position for insurers in the 

Dow  Jones Sustainability Index. In 2019, over 147,000 employees achieved total revenues of 142 billion euros 

and an operating profit of 11.9 billion euros for the group. 

 

These assessments are, as alw ays, subject to the disclaimer provided below . 

 

Cautionary note regarding forward-looking statements 

This document includes forw ard-looking statements, such as prospects or expectations, that are based on 

management's current view s and assumptions and subject to know n and unknow n risks and uncertainties. Actual 

results, performance figures, or events may differ signif icantly from those expressed or implied in such forw ard-

looking statements. Deviations may arise due to changes in factors including, but not limited to, the follow ing: (i) 

the general economic and competitive situation in the Allianz Group's core business and core markets, (ii) the 

performance of f inancial markets (in particular market volatility, liquidity, and credit events), (iii) the frequency and 

severity of insured loss events, including those resulting 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, most notably the 

EUR/USD exchange rate, (ix) changes in law s and regulations, including tax regulations, (x) the impact of 

acquisitions including and related integration issues and reorganization measures, and (xi) the general 

competitive conditions that, in each individual case, apply at a local, regional, national, and/or global level. Many 

of these changes can be exacerbated by terrorist activities. 

 

No duty to update 

The Allianz Group assumes no obligation to update any information or forw ard-looking statement contained 

herein, save for any information w e are required to disclose by law . 

Privacy Note 

Allianz SE is committed to protecting your personal data. Find out more in our Privacy Statement. 
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