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Definition of a brand

Brands are non-tangible assets. They are based on customers’ perceptions and experience of a product or service. These perceptions are subjective, and can be associated with 
quality, taste, technological superiority, or any other immaterial quality.

Birth and rise of a brand

Brands arise primarily from significant marketing investments over time. Due to the immaterial nature of brands, it is hard to prove a direct relationship between marketing outlay, 
such as advertisement, and the increase in value of a company’s production. Accordingly, these marketing efforts end up as operating expenses in the income statement instead of 
being capitalised as intangible assets. 

As a result, long-term balance sheet quality and earnings power improve.

Definition and origin of Brands
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Pricing power 

Numerous studies1 have shown the power of brands in 
giving the company long-lasting competitive forces that 
are hard to replicate. Firstly, the pricing power achieved 
by brands secures higher margins for the company than 
its competitors. This is partly because of the subjective 
attributes that consumers associate brands with. These 
qualities differentiate the branded products or services 
from their competitors, moving the former in a 
monopolistic direction. 

Monopolistic market position

Lately, many brands have emerged as a biproduct of 
disruptive technologies. Modern brand creation moves 
oftentimes in lockstep with network effects, where the 
company that first popularises a product or service 
becomes synonymous with it. The more the platform 
attracts users, the more valuable it becomes. Examples of 
such technology-driven brand creation include Amazon 
(e-commerce), Facebook (social media) and Google 
(search engine). When monthly active users of a service 
are measured in billions, the network efforts create long-
lasting barriers to entry that benefit the first-mover 
brand.

The Power of Brands: competitive advantages
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Negotiation power vis-à-vis stakeholders

Thirdly, the brand will help the company to wield 
considerable negotiation power vis-à-vis its suppliers and 
other stakeholders. An example of this is LVMH whose 
Louis Vuitton stores get considerable discounts from 
landlords for retail space in city centers because Louis 
Vuitton as tenant increases the value of the real estate. 
Another example comes from Alphabet as Google can 
practically dictate the costs of online advertising due to 
its dominance in internet searches.

Brands also give companies advantages that may be hard 
to quantify and pinpoint to the brand: hiring and 
motivating talent may become easier, cost of financing 
lower and customer loyalty rise because of brand 
recognition.



Selection criteria for companies

Winning brands is a basket of 15 shares. 10 shares are chosen by 
following an Amplia developed, rule-based selection of companies 
that possess valuable brands and that have seen a considerable 
growth of their brand’s value lately. The remaining five shares are 
hand-picked from the same population of companies with 
valuable brands but qualitative analysis is applied to derive these 
five names.

Leverage and currencies

Small leverage is applied to improve the long-term growth 
prospects of the portfolio and take advantage of the historically 
low borrowing rates in the euro area. The leverage is set at 15% of 
the portfolio’s value and the proceeds are re-invested in the 
shares. The borrowing level stays constant over time. 

The strategy certificate is denominated in euros. Investments are 
done in equities of the developed world but may also include 
rising, dominant brands from emerging markets. No currency 
hedging is used, as we believe that a weakening currency should 
improve the operating margins of the company in the affected 
country over the long term.

Concept and backtesting results
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Backtesting results

Below graph illustrates results from backtesting from 1st January 2020 – 28th August 2020. 
The strategy’s qualitative element (10 shares) has been plotted against the benchmark 
(MSCI All Country World, net dividend, in USD). Figures are gross of fees and taxes but 
include net dividends. No leverage has been applied.
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MSCI All Country World Net Dividend Winning brands (net dividends)



Certificate key information and initial portfolio
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Initial portfolio

Company Sector Country Currency
AMAZON.COM INC Consumer Discretionary United States USD
MICROSOFT CORP Information Technology United States USD
LVMH MOET HENNESSY LOUIS VUI Consumer Discretionary France EUR
ACCENTURE PLC-CL A Information Technology Ireland USD
AMERICAN EXPRESS CO Financials United States USD
WALT DISNEY CO/THE Communication Services United States USD
SAP SE Information Technology Germany EUR
APPLE INC Information Technology United States USD
HERMES INTERNATIONAL Consumer Discretionary France EUR
ALPHABET INC-CL A Communication Services United States USD
ADOBE INC Information Technology United States USD
FACEBOOK INC-CLASS A Communication Services United States USD
ORACLE CORP Information Technology United States USD
KERING Consumer Discretionary France EUR
JPMORGAN CHASE & CO Financials United States USD

Key information

Issuer UBS AG, Zurich (Moody's: Aa2 / S&P: A+)
Lead Manager UBS AG, Zurich
Portfolio Manager Amplia & Co. AG, Zurich
ISIN number CH0547926060
Valor number 54792606
Issue size EUR 15'000'000 (initially)
Issue currency EUR
Currency hedging No
Denomination EUR 1'000
Liquidity Daily (provided by issuer)
Secondary market orders Central European trading hours
Bid-ask quoting Mid Price +/- 0.5%1, or +/-0.1% if pre-agreed
Management fee Issuer: 0.23% p.a., Portfolio Manager: 1.00% p.a.
Leverage 15% of NAV, constantly re-invested in shares
Performance fee 10%, subject to high-water-mark
Transaction fees 0.05% on transaction volume (est. 0.03% - 0.05% p.a.)
Number of securities at outset 15
Hedging / market exposure changes Long-only, no currency hedging
Benchmarks index MSCI World Net Total Return (USD)



Portfolio management team

Juho Kivioja, CFA

Juho graduated as Master of Economics from the University of 
Turku, Finland, in 2009. He started his financial career in St. Gallen, 
Switzerland, where he worked in the investment method and 
portfolio management at Wegelin & Co (nowadays Vontobel) from 
2010 until January 2011, when he moved on to UBS Switzerland AG 
in Zurich. From 2011 until 2018 Juho held various positions at UBS 
Wealth Management at the UHNW UK resident-non-domiciled (RnD) 
desk and was building up the UK RnD franchise that focuses on 
clients relocating to the UK from emerging markets. Juho is a 
Chartered Financial Analyst (CFA) charterholder.

Iiro Salonen

Iiro, born 1977, has 15 years experience in international private banking. He 
graduated from Arizona State University in 2003 with a BSc in Global Business 
majoring in Finance. Iiro started his career at Fides Asset Management in 
Helsinki where he worked as Sales Manager towards institutions and private 
clients between 2003 – 2005. Between 2005 and 2008 Iiro worked for 
Kaupthing Private Bank in Helsinki, from where he moved to Danske Private 
Bank, acting as Senior Private Banker responsible for private clients between 
2008 – 2014. In 2014 Iiro moved to Switzerland where he as Director at UBS 
Wealth Management Nordics was responsible for Finnish High Net Worth 
and Ultra High Net Worth clients. Iiro is a Finnish citizen.
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Disclaimer

Investment risks

In accordance with FCA requirements, it is to be noted that the value of your investment may either rise or fall over time. Your capital is therefore at risk and subject to market 
movements. Past performance is no guarantee for future returns. Furthermore, the Certificate is not suitable for every investor. We recommend  that you contact your financial 
adviser to see if an investment in the Certificate is suitable  for your individual risk profile.

No guarantee and no liability

Neither Julius Baer nor Amplia give any guarantee or assurance as to the actuality, accuracy or completeness of the information contained within this presentation. Any investor 
pondering an investment in the Certificate should refer in the first place to the official factual information: the PRIIP KID (in accordance with the EU’s Markets in Financial 
Instruments Directive II) and and the Termsheet for a complete view of the product and its risks.

Target group of investors

Amplia & Co. AG (herein after called “Amplia”) Strategy Certificates are exclusively meant for qualified investors as defined by the country of residence or incorporation of the 
investor. The certificates may not be suitable for non-qualified investors either in Switzerland or within the EEA area. Moreover, the certificates are not meant to be distributed to 
persons in the United States of America or US Persons outside the USA.
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Juho Kivioja
Chief Investment Officer

Tel. +41 44 515 31 14 (office)
Tel. +41 78 916 32 74 (mobile)

juho.kivioja@amplia-co.com 

Mikael Rosenius
Chief Executive Officer

Tel. +41 44 515 31 11 (office)
Tel. +41 79 757 85 82 (mobile)

mikael.rosenius@amplia-co.com 

Contact information

Iiro Salonen
Executive Director

Tel. +41 44 515 31 13 (office)
Tel. +41 79 153 23 59 (mobile)

iiro.salonen@amplia-co.com 
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