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A strong brand can be a 
source of extraordinary 
sustainable competitive 
advantage

The Davy Global Brands 
Fund aims to invest in 
40-60 quality global 
stocks which have strong 
brand characteristics 



overview
 

A strong brand can be a source of sustainable competitive advantage. This is often referred to as a “moat” as it 

forms an obstacle/barrier through an associated brand loyalty that makes it more difficult for other companies 

to compete effectively in the market place. This can lead to superior pricing power which in turn is reflected in 

higher than average profitability and returns.  

We believe branding is one of the few sources of such long-term competitive advantage. The power of brands 

is often under appreciated by the market. This presents investors with an opportunity for profitable investment 

through the Davy Global Brands Fund over the medium term. 

The Davy Global Brands Fund (the ‘Fund’) invests in 40 to 60 quality global companies with strong brand 

characteristics. The investment manager seeks to reduce risk by investing across a broad range of sectors and 

geographies.

“The single most important decision in evaluating a business is 
pricing power. if you’ve got the power to raise prices without losing 
business to a competitor, you’ve got a very good business.” 

Warren Buffett,
Chairman & CEO, Berkshire Hathaway



Why invest in Brands? 
 

Companies with strong brand characteristics have a sustainable competitive advantage which is 

often difficult to replicate. The power of brands is often under appreciated by the market. This 

presents investors with an opportunity for profitable investment over the medium term. Strong brand 

recognition tends to be driven by innovation (Apple), advertising (Nike), customer loyalty (Diageo), 

copyrights (Microsoft) and distribution networks (Amazon.com).

Examples of Brands Standing the Test of Time

One of the key characteristics of strong successful brands is that they have withstood the test of time with a 

track-record of consistent profit generation.
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1 Brands indicate a certain level of quality and 

consistency which differentiates them from their 

competitors. This creates an emotional bond 

which inspires loyalty and repeat purchase.

2 Brand loyalty and repeat business act as a barrier 

to entry for competitors.

3 Purchasers of branded goods and services are 

relatively less price sensitive than those of 

unbranded goods or services.

4 Over time, successful brand owners tend to achieve 

superior profitability and returns due to this 

pricing power.

5 Strong brand characteristics often deliver superior 

profitability and cash flow that can be reinvested 

in the brands to further strengthen their market 

position.



 1. http://fortune.com/2012/10/05/apple-from-1980-to-2012/

 2. http://www.forbes.com/sites/markrogowsky/2014/03/25/without-much-fanfare-apple-has-sold-its-500-millionth-iphone/

 3. http://www.forbes.com/sites/gordonkelly/2014/03/21/the-majority-of-iphone-users-admit-to-blind-loyalty-why-this-a-problem-for-apple/

Example: Evolution of a Brand

Apple was once a largely unknown brand within the technology sector. The company was founded in 

1976 and first listed in 1980 with a market capitalisation of just $100 million1. Today there are few people 

on the planet who have not encountered an Apple device. Apple has evolved over the last 30 years to 

become one of the largest companies in the world.

Building on its iconic brand, Apple has achieved a dominant position in its market through continuous 

innovation and design over the last 30 years. The journey first started with the Macintosh/Apple 1 

computer in the 1980s to today’s version of the iPhone. Apple sold its 500,000,000th iPhone in  

early 2014.

Apple has an unmatched following and customer loyalty; its brand promises advanced functionality and 

customer experience. The emotional bond generated by its brand and repeat business is demonstrated  

by the success of the iPhone. Apple’s market share of the smartphone industry is twice that of its  

closest rival3. 

Apple continues to re-invest in its brand image to further differentiate itself from competitors.

WARNING: Please note this example has been provided for informational purposes only. The 
investment manager has discretion to choose which stocks the Fund holds.
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We use a proprietary quantitative screen to filter the investable universe. In our view, the lack of a common 

market definition of a brand provides an opportunity to those who can identify and assess the key attributes of 

a brand’s strength. We have created a bespoke metric of brand critical success factors to identify and assess the 

key attributes of a brand strength. Potential investment candidates are further assessed against a checklist of 

desired brand attributes.

The investment manager then undertakes fundamental research of the highest ranked names and develops an 

investment insight based on the key growth drivers of the business, the competitive landscape, the strategic 

outlook for the company and the associated risks. 

We combine our bottom-up stock picking approach with a top-down thematic methodology. These themes 

offer exposure to long-term structural growth trends and allow us to invest in brands that we believe are 

winners. Attractively valued higher-quality companies with superior long-term track records of growth with 

exposure to our themes provide, in our view, the best opportunities for investors. 

Finally, from the list of these candidates the investment manager selects 40-60 global companies, which will be 

structured to provide broad diversification across geographic regions and industry sectors.

davy Global Brands Fund - investment Process
 

Investment Objective

The Fund invest in companies which own some of the world’s strongest brand names together with companies 

which own brands that, in our opinion, may become the next great global brands. We believe that companies 

with strong brand characteristics can deliver strong risk-adjusted returns due to more sustainable growth 

profiles, global footprint, and high barriers to entry. Whatever the environment, we believe that investing in 

attractively valued, high quality brand characteristics that are financially sound and highly cash generative can 

form a key part of a successful investment strategy.

The Fund uses a disciplined and structured investment process.

WARNING: Please note the factors listed are neither comprehensive nor exhaustive. There may be 
other factors that influence the investment process.
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INVESTMENT PROCESS

Quantitative Screen

Proprietary screening tool 

that ranks companies 

by desired key brand 

attributes.

Fundamental Analysis

Identification of key 

themes.

Rigorous bottom up 

analysis of filtered 

universe.

Portfolio Construction

Selection of 40-60 powerful 

global brands.

Diversification on a 

geographic and sector basis.

Risk management is integral 

to the process. 



Through original and rigorous fundamental analysis of companies we focus on:

   understanding what a company does differently, 

   sources of competitive advantage, 

   the company and its industry’s position over the medium term, and

   an evaluation of the company’s Return on Capital.

After this analysis, we build an investment thesis on the critical insights that we believe differ from the market view. 

By their very nature, brands are mainly present in Consumer sectors, but not exclusively so. Powerful brands 

resonate with their relevant consumers in sectors such as Healthcare and Technology where the 

boundary between technology and consumer is increasingly blurred. We retain the flexibility to invest in a 

broad range of sectors and themes across the market. 

Notwithstanding the robustness of brands across the market, the Consumer sector will remain a key driver of the 

Fund given the preponderance of strong brands in this area. 

Example of a Theme: Consumer Spending
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Consumer Appetite as a Driver of Global Growth

The Fund will look to take advantage of trends in consumer spending. Some of the key growth drivers are 

Emerging Market Consumers, Ageing Consumers and Digital Consumers. 

   Emerging Market Consumers 

  The Emerging Market consumer provides a rich source of growth for companies with strong brand 

characteristics. Consumer spending in Emerging Markets has outpaced that of Developed Markets 

every year since 2000. Growth in consumer spending in Emerging Markets is set to be three times 

that of Developed Markets between 2013 and 20204. Companies with strong brand characteristics 

are targeting disproportionate growth among these consumers. But, differentiation is key to avoiding 

the problem of intense competition which can be seen in many areas of Emerging Markets related 

consumption today. We look to invest in areas with high barriers to entry and where brands have a 

identifiable competitive advantage.

 4. Source: “Reaching the Emerging Middle Classed beyond Bric” Euromonitor International 2013.  



   Ageing Consumers

  Both the Developed and Emerging Market consumer profile is ageing quickly. The share of older people  

(60 years and older) increased globally from 9.2% in 1990 to 11.7% in 2013 and will grow to 21.2% by 

20505.

  Some brands play increasingly to the needs of this demographic. This covers a broad range of offerings -  

from servicing the increased demand for leisure activities that suit the older consumer (e.g. Cruise Line 

Companies; Hotels) to brands and franchises that cater for increased Health & Wellness demands of the 

ageing consumer. 

   Digital Consumers

  Transformative consumption patterns offer growth potential for both new and existing brands.  

The world of the internet is changing the way we consume. Some branded good companies have  

been investing ahead of others to anticipate the evolving needs of the digital consumer, for example  

the switch to mobile consumption.

 5. Source: World Population Ageing 2013, United Nations 2013

Fund Structure
The Fund is a unit linked fund of Irish Life available through a life assurance policy. The value of an investor’s 
policy is linked to the performance of the Fund.

Fees & Charges
Please contact Irish Life for information on all applicable fees and charges.

Investor Suitability & Risks
The Irish Life policy documentation will contain information on the relevant risks. Potential investors should read 
these documents carefully and seek independent financial advice based on their personal circumstances prior to 
any investment decision.

WARNING: The value of your investment may go down as well as up.

WARNING: if you invest in this product you may lose some or all of the money you invest. 

WARNING: Past performance is not a reliable guide to future performance.



contact details 

For further information please contact your Irish Life Broker Consultant or Davy Asset Management at:
Ann O’Connor – Investment Sales Manager
Leinster & South East
T 086 821 2282
E ann.oconnor@davy.ie

Alan Wiley – Investment Sales Manager 
Munster and West
T 086 415 8822
E alan.wiley@davy.ie

Fearghal Lawlor – Investment Sales Manager
Dublin and Ulster
T 087 989 4120
E fearghal.lawlor@davy.ie

IMPORTANT INFORMATION 

The information contained in this document does not 
purport to be comprehensive or all inclusive. It is not 
investment research or a research recommendation 
for the purposes of regulations, nor does it constitute 
an offer for the purchase or sale of any financial 
instruments, trading strategy, product or service. No one 
receiving this document should treat any of its contents 
as constituting advice. It does not take into account 
the investment objectives or financial situation of any 
particular person. It is for informational and discussion 
purposes only. References to past performance are for 
illustration purposes only. Past performance is not a 
reliable guide to future performance. Estimates used are 
for illustration purposes only.

This information is summary in nature and relies 
heavily on estimated data prepared by Davy Asset 
Management as well as other data made available by 
third parties and used by Davy Asset Management in 
preparing these estimates. There can be no assurance 
that the entities referred to in the document will be able 
to implement their current or future business plans, or 
retain key management personnel, or that any potential 
investment or exit opportunities or other transactions 
described will be available or consummated. Statements, 

expected performance and other assumptions are based 
on current expectations, estimates, projections, opinions 
and/or beliefs of Davy Asset Management at the time 
of publishing. These assumptions and statements may 
or may not prove to be correct. Actual events and 
results may differ from those statements, expectations 
and assumptions. Estimates, projections, opinions or 
beliefs are not a reliable guide to future performance. 
In addition, such statements involve known and 
unknown risks, uncertainties and other factors and 
undue reliance should not be placed thereon. Certain 
information contained in this document constitutes 
‘forward looking statements’, which can be identified 
by the use of forward-looking terminology, including 
but not limited to the use of words such as ‘may‘, ‘can‘, 
‘will’, ‘would‘, ‘should’, ‘seek’, ‘expect’, ‘anticipate’, 
‘project’, ‘target’, ‘estimate’, ‘intend’, ‘continue’ or 
‘believe’ or the negatives thereof or other variations 
thereon or comparable terminology. Due to various risks 
and uncertainties, actual events or results, the actual 
outcome may differ materially from those reflected or 
contemplated in such forward-looking statements.
 
There can be no assurances that projections are 
attainable or will be realised or that unforeseen 

developments or events will not occur. Accordingly, 
actual realised returns may differ materially from any 
estimates, projections, opinions or beliefs expressed 
herein. Economic data, market data and other 
statements regarding the financial and operating 
information that are contained in this Update, have 
been obtained from published sources or prepared by 
third parties or from the partners, developers, operators 
and sponsors involved with the properties and entities 
comprising the Investment. While such sources are 
believed to be reliable, Davy Asset Management shall 
have no liability, contingent or otherwise, to the user 
or to third parties, for the quality, accuracy, timeliness, 
continued availability or completeness of same, or 
for any special, indirect, incidental or consequential 
damages which may be experienced because of the 
use of the data or statements made available herein. As 
a general matter, information set forth herein has not 
been updated through the date hereof and is subject 
to change without notice. Our conflicts of interest 
management policy is available at www.davy.ie. This 
document and its contents are proprietary information 
and products of Davy and may not be reproduced or 
otherwise disseminated in whole or in part without 
Davy’s or Davy Asset Management’s written consent.
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Davy Asset Management  
Davy House, 49 Dawson Street, Dublin 2, Ireland.  
T +353 1 614 8874  assetmanagement@davy.ie

Davy Asset Management is regulated by the Central Bank of Ireland.

THIS DOCUMENT HAS BEEN PREPARED FOR USE BY FINANCIAL ADVISORS ONLY. 

IT IS NOT INTENDED FOR DISTRIBUTION TO RETAIL CLIENTS OR CONSUMERS.


