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| MEANINGFUL
BRANDS

‘ TWELVE YEAR STUDY EXPLORING HOW BRANDS TANGIBLY IMPROVE \
PEOPLES’ LIVES FUNCTIONALLY, ENHANCE THEIR PERSONAL WELL-BEING,
AND CONTRIBUTE TO WIDER SOCIETY.
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BRAND KPI's

PILLARS

DIMENSIONS

Groups of attributes

ATTRIBUTES

Indicating expectations
within a dimension. Once
idenftified, brands can
leverage it to meet
customer expectations.
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BE - SECTOR

Meaningful Brands ranking

Relatively stable in view of the entry of new brands! VW and Volvo are going strong, while Citroén and Opel are in

decline.
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MEANINGFUL’
CONSUMER'’S EXPECTATIONS FOR THE AUTOMOTIVE INDUSTRY: [gi]{®{;V.%]-
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MEANINGFU’
CONSUMER’S EXPECTATIONS FOR THE AUTOMOTIVE INDUSTRY: [gil{®{;V.%-

Importance vs. Performance for brands that are the most expected on the functional or personal pillar: Efforts
need to be done on both sides to reach the level of importance.

FUNCTIONAL PERSONAL

Select a Pillar KPlimportance Brand performance Select a Pillar KPlimportance Brand performance

Functional ~ Repurchase purchase ~  Citroén, Opel, Volkswagen ~  Personal ~ Repurchase purchase v DS, Hyundai, Volvo
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MEANINGFUL '

DIMENSIONS IN THE NORTH VS. IN THE SOUTH: [:17:\\IoR=e]l]ip{
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Compared with the north, the south is less mature on collective pillar.
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MEANINGFU’
CONSUMER’S EXPECTATIONS FOR THE AUTOMOTIVE INDUSTRY: |5\ d{[ed5 ™

Relevant attributes to activate in order to overcome the price barrier, especially for electric vehicles.

PERSONAL COLLECTIVE

Select a Pillar KPlimportance Brand performance Select a Pillar KPlimportance Brand performance
Personal ~  Premium price ~ Peugeot, Volkswagen, Volvo - Collective ~  Premium price ~ Peugeot, SsangYong, Volvo -
@ importance of Premium price Peugeot performance .Volkswagen performance @ Volvo performance ® Importance of Premium price @ Peugeot performance (@) SsangYong performance @ volvo performance

5
. Healthy L f Poverty & hunger

Personal dimension Connecting 120% Self expression Collective dimension nnovative, sustainable and ethical solutions A30% Integrity

Control Ecology v/-.‘y‘xzoc\a
) Good feeling ] Wealth £ . : p ‘\\
Expression conomy Benefits the Economy ' Par\! Sust. consumption
Identity Ethics : @
. 8
Inspiration Public Health \ N
Peace of Mind Attractive R e
= Society ) I\ .\ A\
Transparent \\ Sust. Innovations
®
= 2 /,' | &
Confidence Best interests Fic| I
[ /‘ \
| Good employer N = Respects Nature
{ 4
o« /
Happiness Special
Causes Sust. Products

Control Escape

New ldeas Culture and education

DE&I Well-being

HAVAS A



MEANINGFUL'
CONSUMER'’S EXPECTATIONS FOR THE AUTOMOTIVE INDUSTRY: L'

Attributes to prioritize for establishing a frustworthy relationship, essential for the long-term success on the
electric vehicles market.

FUNCTIONAL

Functional v Trust ~  Renault, Suzuki, Volkswagen v
@ importance of Trust Renault performance Suzuki performance () Volkswagen performance
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