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James Bond 
effect sees 
Aston MartinAston MartinAston MartinAston Martin 
named UK’s 
coolest brand  

 

 

Prestigious car marque proves classic British brand s can 
retain their cool ahead of stiff international comp etition 
***Strictly embargoed for publication until 00.01 a m 29th September 2008*** 
 

Aston MartinAston MartinAston MartinAston Martin has been named the UK’s number one Coo lBrand for 
2008/09, by influential CoolBrands opinion formers and a public poll, 
beating off stiff competition from online high-tech  brands such as 
YouTubeYouTubeYouTubeYouTube, GoogleGoogleGoogleGoogle and FacebookFacebookFacebookFacebook. 
 
The top CoolBrands of 2008 clearly demonstrates tha t heritage and long-standing brands are considered just 
as cool as the high-tech brands that have only hit the headlines over the past ten years.  
 
Aston Martin  epitomises high quality design and exceptional per formance, which can be clearly seen in the 
current three car line-up including the flagship DB S, DB9 and the V8 Vantage. Once again, James Bond  will 
continue his relationship with Aston Martin that be gan in 1964 when the DB5 featured in Goldfinger when he drives 
the DBS in Quantum of Solace, and this association has helped lead the car marq ue to the top spot in the 
prestigious CoolBrands  list for the third year running. 
 
This is evidence that cool isn’t ‘here today gone t omorrow’ – if a brand gets its qualities right then  a brand’s 
cool status can be long-lasting. The resurgence of the Bond brand followed the huge success of Casino 
Royale which updated the much-loved spy series, and has s een products and brands becoming cool by 
association. The anticipation around Quantum of Solace, which promises to be another dark, brooding and 
cool box-office hit for 007 helps ensure that Aston Martin  remains as cool as Daniel Craig himself. 
 
The top twenty is dominated by the giants of the wo rld of technology such as Apple, YouTube  and 
Facebook . But there is clear evidence that both the cool ex perts and the UK general public still score the 
upmarket consumer brands highly; Bang and Olufsen , Rolex  and Dom Perignon  - all notable leaders in 
their field for quality and excellence – are all rated as among the very coolest brands for 2008/09. 

CoolBrands 2008/09  
1. Aston Martin   11. Dom Perignon 
2. iPhone    12. Virgin Atlantic 
3. Apple    13. Ferrari 
4. Bang & Olufsen   14. Ducati 
5. YouTube    15. Playstation 
6. Google    16. Sony 
7. Nintendo    17. Nike  
8. Agent Provocateur   18. Bose 
9. Rolex    19. Facebook 
10. Tate Modern    20. Lamborghini  

 
Quantum of Solace © 2008 Danjaq, United Artists, CPII. 007 TM and 
related James Bond Trademarks, RM Danjaq 



 

 

 
The CoolBrands 2008/09 programme will be launched at the official CoolBrands event, held at Proud 
Camden on Tuesday September 30 th. 
 
Chief Exec of The Centre for Brand Analysis, and Chairman of the CoolBrands council, Stephen Cheliotis  
commented on the ‘James Bond effect’ resulting in Aston Martin’s  cool status: “There’s no doubt James Bond is 
one of the UK’s most recognisable icons and the rec ent update has seen 007 come back cooler than ever before. 
With excitement surrounding the release of the new film reaching fever pitch it is clear this is really contributing to 
Aston Martin’s cool status.  
 
“The brand is indelibly linked with James Bond beca use of the past success of the films and not only how they’re still 
hugely popular – but how the film and James Bond su ms up a lot of what it means to be smooth, stylish and cool.”  
 
Stephen added: “Of course, there is much more to As ton Martin’s cool status than just the ‘Bond effect ’. The brand 
represents elegance, quality and a certain Britishness that the public and the CoolBrands council clea rly see as being 
key. It also represents a hugely aspirational product, something people look up to.” 
 
Dr Ulrich Bez, Chief Executive Officer at Aston Mar tinAston MartinAston MartinAston Martin, explained why he thought Aston Martin  could 
consistently maintain its cool status: ‘‘ Aston Martin is a cool Brand because it has cool ca rs and cool people 
and a hot soul. The cars balance technology and aes thetics and in the end they are a piece of art. 
 
‘‘An Aston Martin demonstrates high quality design, exceptional performance and attention to detail. We have a true 
understanding of the soul of the machine. This keeps our brand strong and desirable. Achieving CoolBrand status for 
a third consecutive year confirms that Aston Martin  is still at the forefront of contemporary manufact uring, a brand 
that has transcended the automotive sector to becom e an integral part of modern culture.” 
 
Trevor Nelson, broadcaster, said: “Aston Martin is a hugely aspirational brand for everyone who’s into ‘cars’ – like 
myself!.  It’s the ultimate dream car, it really defines everything that is good about the British mot or industry. I think a 
lot of people still love the idea of its ‘Britishne ss’  the fact it’s James Bonds car makes it even more desirable. 
 
“Clearly an Aston Martin is out of the price range of a lot of enthusiasts, but this doesn’t stop the respect people have 
for the brand.  It really is a beautiful, stylish car and they’ve been very clever in keeping the classic look while 
consistently innovating to stay ahead of the field.” 
 
The top 20 also contains a clear technological infl uence --- evidence that computers, gadgets and inte rnet are 
now seen as essential to stay cool and ‘ahead of th e game’. 
 
Stephen Cheliotis explained: ‘‘On the one hand we’ve got established brands maki ng the cool list because of 
their heritage and status. But we can also see the most modern and high-tech brands hitting the dizzy 
heights at the top of the CoolBrands list because t hey offer an avenue for escapism and fun as evidenced by 
YouTube or Nintendo. There is one unifying key to all of the brands that have consistently innovated, refused 
to stand still and are at the top of their game. 
 
‘‘There is one unifying key to all of the brands at  the top of the CoolBrands top 500 --- they’re all brands that 
have consistently innovated, refuse to stand still and are at the top of their game.’’ 
 
 

Further angles 
 
Travel --- London is now the world’s coolest city 
London keeps New York City off the top spot in the run-down of the world’s coolest cities. Manchester also ranks 
highly in CoolBrands list with Liverpool moving up in its year of Capital Culture too. 
- For more information or the full release contact Anna Hartley, on 0207 749 6855 or annah@ideageneration.co.uk 
 
Media --- KAPOW!! Comic books are officially cool 
The past twelve months has really seen the re-birth  of superhero comic cool with publishers Marvel Com ics and DC 
Comics being voted into the top 10 of the 2008 Cool Brands media list. 
- For more information or the full release contact Anna Hartley, on 0207 749 6855 or annah@ideageneration.co.uk 
 
Food --- Indulgent foods are now the coolest 
In these credit crunch times, more expensive and in dulgent brands are the coolest with Brits defining luxury 
foodstuffs as some of the UK’s coolest brands. 
- For more information or the full release contact Daniel Lipman, on 0207 749 6855 or 
Daniel.lipman@ideageneration.co.uk 
 



 

 

Visitor attractions --- Britain’s old ‘white elepha nts’ have turned themselves around 
Wembley Stadium and the o2 were once thought of as embarrassing white elephants as construction proble ms and 
rows dogged the early days of both venues, but now they have turned themselves around to become two of  the 
UK’s coolest attractions 
- For more information or the full release contact Daniel Lipman, on 0207 749 6855 or 
Daniel.lipman@ideageneration.co.uk 
 
Cars --- Aston Martin and other luxury marques defi ned as the coolest 
Despite concerns about the credit crunch and the en vironment, people still see the upmarket car brands  as being 
the coolest. 
- For more information or the full release contact Paul Drury, on 0207 749 6855 or pauld@ideageneration.co.uk 
 
Fashion --- Sex and the City defines cool fashion i n 2008 
Several of the leading fashion brands on the 2008 CoolBrands list are featured or associated with the smash-
hit film Sex and the City. At the top of the list i s upmarket lingerie brand Agent Provocateur. 
- For more information or the full release contact Anna Hartley, on 0207 749 6855 or annah@ideageneration.co.uk 
 
Accents --- Brummy has been named as the least cool  accent! 
The CoolBrands poll found the Birmingham accent to be the least cool. But it’s ‘howay the lads’ for th e 
Geordie nation as the UK’s coolest accent is judged  to be the Newcastle one. 
- For more information or the full release contact Paul Drury, on 0207 749 6855 or pauld@ideageneration.co.uk 
  
Two of the top 4 brands join together! 
Aston Martin (No. 1 CoolBrand 2008/09) and Bang & O lufsen (No. 4 CoolBrand 2008/09) announce a new 
bespoke audio system  
Aston Martin and Bang & Olufsen are proud to announ ce the new BeoSound DBS audio system designed 
specifically for Aston Martin. The result of a crea tive partnership between Aston Martin and Bang & Ol ufsen, the 
BeoSound DBS is one of the finest in-car audio syst ems on the market. Engineered to exceed all expecta tions, the 
BeoSound DBS embodies the essence of sound and moti on, demonstrating conclusively that high fidelity i s 
perfectly compatible with high performance. The col laboration between Aston Martin and Bang & Olufsen marks the 
coming together of two innovative companies with a longstanding proud tradition in technology and desi gn. 
Blending an unrelenting quest for technical excelle nce with an uncompromising commitment to quality an d style, 
both companies have the courage to go far beyond th e conventional. Further information is available via 
www.astonmartinmedia.com   and http://www.bang-olufsen.com/astonmartin  or alternatively please contact: Kevin 
Watters, Aston Martin Press Officer Corporate ,Tel:  +44 1926 644850, Mobile: +44 7764 36683 

 

Editor’s Notes 
 
How do you define a CoolBrand? 
The definition of cool, is of course, entirely subj ective.  However, CoolBrands research has shown the re to be six key factors inherent in identifying a 
CoolBrand, and so The Council and consumers were asked to consider the following in making their decis ions: 
 

·  Are they stylish? 

·  Are they innovative? 

·  Are they original? 

·  Are they authentic? 

·  Are they desirable ? 

·  Are they unique? 
 

 
How were the CoolBrands selected? 
 
SUMMARY 
The 2008/09 CoolBrands list reflects the combined o pinions of an Expert Council and over 2,500 members  of the public who selected this year’s 
CoolBrands from an initial list of thousands of bra nds. 
 
DETAIL 
The CoolBrands selection process was independently administered by The Centre for Brand Analysis Ltd. 
 
A comprehensive database of the UK’s coolest brands  was compiled using a wide range of sources, from s ector reports to blogs. From the 
thousands of brands initially identified, approxima tely 1,100 brands were short-listed. 
 
An independent and voluntary Expert Council scored this list, with members individually awarding each brand a rating from 1-10. Council members 
were not allowed to score brands with which they ha ve a direct association or are in direct competitio n to. 
 
The lowest-scoring brands (approximately 40 per cen t) were eliminated. A nationally-representative group of more than 2,500 UK consumers on the 
YouGov panel are asked to vote on the surviving brands. The opinions of the Expert Council (70 per cent) and the British public (30 per cent) were 
combined and the 500 highest-ranking brands are awa rded ‘CoolBrand’ status. 
 
Who are Superbrands? 
The CoolBrands programme has been running annually since 2001. 
 



 

 

It is administered by Superbrands (UK) Ltd, the UK arm of a global organisation which presents expert and consumer opinion on the world’s leading 
brands. Since its launch in 1995, Superbrands has gone from strength to strength and now operates in o ver 55 countries worldwide. The 
programmes run by Superbrands are recognised as a b enchmark for brand success. 
 
The CoolBrands programme pays tribute to the UK’s c oolest brands and is accompanied by a book, nationa l media supplement, and website – all of 
which list the 500 qualifying brands, offer a profi le on each member brand, and provide expert insight  and information pertinent to the world of 
branding.  
 
Who are the Council? 
·  Stephen Cheliotis, Chief Exec of the Centre for Brand Analysis, Chairman of the CoolBrands council 
·  Pardeep Sall, Editor-at-large, Trace Magazine 
·  Tom Savigar, Trends Director The Future Laboratory 
·  Michael Acton, CEO, Smith Mind Candy  
·  Ed Bartlam, Founder/Co-Director, Underbelly 
·  Sandra Halliday, Beauty & News Editor, WGSN 
·  Wale Adeyemi 
·  Lauren Laverne, Radio and TV Presenter, Independent Talent 
·  Chris Lightfoot, Director, Whitstone International 
·  Newby Hands, Associate Editor & Director of Health & Beauty, Harper's Bazaar 
·  Roger Wade, Director, Brands Incorporated 
·  Kate Creasey, Editor, Cosmopolitan.co.uk 
·  Jess Search, Channel 4 British Documentary Film Foundation 
·  Katrina Larkin, Co-founder & Director, The Big Chill 
·  Nicolas Roope, Creative Director, Poke London 
·  Neil Byrne, Board Director, Camron 
·  Dylan Williams, Strategy Director, Mother London 
·  Lisa Paulon, Managing Director, Traffic/ The Camden Crawl 
·  Jack Horner, Creative Director & Founder, FRUKT Music 
·  Bob Sheard, Co Founder and Creative Chairman, Fresh 
·  Dolly Jones, Editor, Vogue.com 
·  Trevor Nelson, DJ, Radio One & MTV 
·  Lee Farrant, Partner, RPM 
·  Patrick Burgoyne, Editor, Creative Review 
·  Lauretta Roberts, Editor, Drapers 
·  June Sarpong, Presenter 
·  Niku Banaie, Vice President startegy & innovation, Isobar 
·  Andrew Harrison, Editor, MIXMAG 
·  Ben De Lisi, Fashion Designer, Ben De Lisi 
·  Eleanor Forster, Director, Forster Gallery 
·  Damian Barr, Freelance journalist & author 
·  Gerry De Veux 
 
 
 
 
 

Contacts 
 

For further information / Use of pictures / Intervi ews 

Idea Generation: +44(0)20 7749 6855 
Paul Drury: pauld@ideageneration.co.uk  
Daniel Lipman: Daniel.lipman@ideageneration.co.uk 
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Websites 

  

  

www.ideageneration.co.uk  
For: 
·  Online Press Office 
·  Client list 
·  Company contact detail 
 

www.superbrandsuk.com   
For: 
• Programme Information 
• Downloadable list 
• Company contact detail 

  

 


