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Not just what you tell Perce >
consumers about your eva“d pb
brand or what the

consumer does with

your brand.

Brand Relationships are defined by
the combination of Brand
Perceptions and Brand Experiences.

The combination of the two
components is “emergent” - it is
more than the sum of its parts

But also what your

brand tells consumers
about themselves - and gb
what it does with the h d

consumer

]
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Brand Relationships are defined by the

combination of Brand Perceptions and
Brand Attitudes or Experiences
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Mexico & USA

BRAND ATTITUDES/EXPERIENCES

Self-Esteem / | Self-Expression | Mentoring There For Me Pleasure
Values me

BRAND
PERCEPTIONS

Performance/ [Ratllgl{s]ge=10l=Te1n
Satisfaction Your brand of choice
makes you
look and feel good

Emotional Identification
AttaChment Let the brand you love
tell the world who you
are

Role Model

Charisma Be empowered by
brands

that lead the way
Positive or Self-
Active Differentiating

Differentiation Let a brand with a

difference
make a difference to you

Relaxed & Stylish SEW ]

Fun brands that are
just to enjoy

A Brand Relationship is defined by the conjunction of one dimension of
brand perception and a dimension of brand attitude or experience BLACKBAR
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1.Reinforcement

The brand is seen as
having superior perfoni/ce and
providing better custgmer satisfaction

[brand perception).
rchas e brand makes

tter and smarter

in is‘/her‘ own eyes
ers = strengthening
: nd.
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2.ldentification

experienced as expressing the

customer’s own values and aspirations.

N entificatioad
Expres 5LACKEAR
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3.Role Model

with tbe b(‘and - Is. invited to share in.

fﬂ'[ﬂﬂtl

Mentoring
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4 Self-Differentiating

it A

The brand is seen as distinctive and unigue

- but not in a distant or iconoclastic way.

The brand’s difference is inclusive of the

customer, who therefore feels distinctive
and unigue too.
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o.Playful

it demands nothing of the .consumer

Fe—
ob)
The brand /s liked for its relaxed style; =
)
=
=~

other than to experience the pleasure it gives.
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Not just what the consumer does with
Thebrandisse?s your brand - but also what your brand

having superior performance and .
providing better cusw satisfaction d oes Wlth th e consumer
(brand perception).

e br'c'l\l\d_makes

There is a very strong affection

or because) it is

The b Hm‘fr‘ad for its charisma -
a standard of Ieadershlp and innovation

which the customer - by allying him/herself]
with the brand -is lnvn:ed to share in.

w ’“"M“HM' [

he brand is seen as distinctive and unique
- but not in a distant or iconoclastic way.

. The brand is like lts relaxed style;
The bl inclk: of the N Ot ]u St Wh at yO u te ” it de d |ng the c m%cher
custol feels distinctive an expetienc re itWives.
and unique t0o. consumers about your brand o ”" y ‘

— but also what your brand
tells consumers about
themselves
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Relative Importance of Relationships in determining
Brand Relationship Equity (all categories and brands]

"Reinforcement  "ldentification "~ Playful "Role Model " Self-Differentiation

70%

64.2%

37.0%

20%

10%

Mexico
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Market Cap.
/Sales
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Operating
Profit MgrkEt
ap.
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0.04

Reinforcement Identification Role Model Self-Differentiation

® Consideration by Non-Users México W Consideration by Non-Users USA
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0.04

Familiarity Reinforcement Identification Role Model Self-Differentation

W With Relevance ™ Without Relevance
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Reinforcement Identification Role Model Self-Differentiation

W Mexico WUSA
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Reinforcement Identification Role Model Self-Differentiation

B Mexico WUSA
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Index vs Country Average Relationship Strength

The Credit Card category has different
relationship profiles in each market

Relative Strength of Brand Relationships Mexico vs USA - Credit Card

Category Role Model in
H Reinforcement M |dentification " Role Model H Self-Differentiation ¥ Playful M eXl CO' S Ca Se is
140
the most
- important

category
relationship.

=
o
o

o]
o
1

The self-
differentiating
relationship is
prominent as well,
in the USA

fea}
o
1

B
o
1

N
o
1

Mexico USA
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The brand relationships of American Express
are quite different in México and USA.

In the case of México the
Relative Strength of Brand Relationships Mexico vs USA - Amex brand appears as a
* Reinforcement - Bdenfcanon - Role Model - seffldentfication 7 eyl charismatic mentor,
1w encouraging consumers
120 v N o to think in alternative
ways, and empowering
% " * them.

80

140

96
100 92

In the USA the brand
allows consumers to
differentiate
themselves, but also
has a mentoring role
for some consumers.

40

20

Mexcio UsA
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140 1

120

=
o
o

Index vs Country Average Relationship Strength

20

ol
o
1

60

40 -

Digital Brands are a source of
empowerment and differentiation

Relative Strength of Brand Relationships Mexico vs USA - Digital Category

"Reinforcement  ®ldentification " Role Model ™ Self-Differentiation ™ Playful

Mexico

111

USA

112
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In the USA the
mentoring ability of
the brand as a role
model is as
prominent as the
capacity of the
brand to create
differentiated value
for the consumer.

In Mexico the fun
and cool aspects
are also important
to build a brand.
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140

Index vs Country Average Relationship Strength
8

N
o
1

100

o]
o
1

60 -

40

Apple is an iconic reference to follow in both

Relative Strength of Brand Relationships Mexico vs USA - Apple

countries.

H Reinforcement M |dentification ™ Role Model M Self-Differentiation ¥ Playful

Mexico

127

USA

CAPITALIZING ON BRAND RELATIONSHIPS.

The orientation of the
relationship is similar
in both countries

It combines a
charismatic perception
with an attitude of
bringing people new
content.

People feel empowered
by the brand and
motivated.

In USA Apple is a way

to express
differentiation also.
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Google develops different kind of relationships.

140 1

=
N
o

=
o
o

Index vs Country Average Relationship Strength

20

o5
o
1

60

40

Relative Strength of Brand Relationships Mexico vs USA - Google

114

"Reinforcement  ®ldentification " Role Model ™ Self-Differentiation ™ Playful

112

Mexico

114

USA
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In the USA Google
Is a charismatic
leader followed
for the
experience It
brings.

In México the
brand is an
exemplar of high
performance
which boosts the
self confidence.
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In both countries the haircare category has an
orientation toward Playful and Reinforcement

140

120

=
o
o

ndex vs Country Average Relationship Strength
[e)) 0
o o
L

Ind
IS
o

20

Relative Strength of Brand Relationships Mexico vs USA -Haircare

Category

" Reinforcement  ®Identification

Mexico

119

“Role Model ™ Self-Differentiation

CAPITALIZING ON BRAND RELATIONSHIPS.

" Playful

USA

Haircare is a
category oriented
to generate fun
and moments of
enjoyment for
consumers.

In the USA and
Mexico as well
performance-
based
reinforcement of
the consumer is
important.

BLACKBAR
AT




Index vs Country Average Relationship Strength

140

120 +

100

80

60 |

40 -

20

Dove is a good example of consistency
across borders

Relative Strength of Brand Relationships Mexico vs USA - Dove There is a consistent

pattern in the

structure of the

brand’s relationships in
114 both countries.

" Reinforcement ¥dentification “Role Model ¥ Self-Differentiation " Playful

120

117

“Real Beauty” is matter
of confidence-building
performance for some
consumers, but
develops a more
pleasure-based,
liberating relationship
with others.

Mexico USA
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Playful and Self Differentiation are the key retail
brand relationships in USA and Mexico

Relative Strength of Brand Relationships Mexico vs USA - Super/Hyper
Market Category

140

=
N
o

=
o
o

Index vs Country Average Relationship Strength

20

o]
o
1

60 -

40 -

" Reinforcement

Mexico

¥ |dentification

108

110

“'Role Model

" Self-Differentiation ™ Playful

The category is
characterized by
an active
differentiation
(Mexico more
than USA) and
shopping as a fun
and liberating

112

experience .

USA
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Index vs Country Average Relationship Strength

Walmart is a source of Identification in the

140

120

100

80

60

40

20

Relative Strength of Brand Relationships Mexico vs USA - Wal-Mart

" Reinforcement

106

Mexico

¥|dentification

107

" Role Model

USA.

" Self-Differentiation

120
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" Playful

USA

In the USA the brand
has an strong
emotional link with
the consumers and is
a way for them to
express themselves.

In México the pattern
of the relationships is
orientated to
differentiation
through
empowerment.
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Consumer Communication about Brands (cbc)

80.0 ~*Any Communication =®=Net Positive Communication
76.1
7507 72.2
70.0
65.0 - 63.7 62.9
60.0
55.0 -
50.0 - ®
—
45.0 -
40.0 . . ; .
Traditional media Social Media Website or internet From a Friend

Type of Media in which exposed to brand
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% of Consumer Brand Comminication which is Positive

Positive Consumer Brand Communication - USA

~—*=Traditional Media —&—=Spocial Media ee\Website or internet =e==wWord of mouth

90%
80%
70%
680%
50%
40%
30%

§

20%

10%

2

lowest BRE Quartile 2nd BRE Quartle 3rd BRE Quartile Highest BRE Quartile
Brand Relationship Equity
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Consumer Brand Communication in Mexico - by type of Media

200 | ~——Any communication ~Net Positive Communication
73.5
71.8
69.3 —
5 700 -
c
o
o
=]
>
S
59.1
© i
up 600
c
F=
©
L2
c
]
£
€ 50.0 -
o
: 45.2
o
41.2
40.1
40.0 -
30.0 T T T )
Traditional Soc. Media Website/Other Internet From a Friend

Media in which exposed to Brand
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% of Consumer Brand Communication which is Positive

100.0

700

500

400

300

200

10.0

0.0

Positive Consumer Brand Communication - Mexico

~*=Traditional Media ~®-Social Media “*Website,/Other Internet ~>*From a friend

Lowest BRE Quartile 2nd BRE Quartile 3rd BRE Quartile Highest BRE Quartile
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Reinforcement B
* Pantene
¢ L'Oreal

¢ Dove Hair Care

s ¢ Head & Shoulders
? ¢ Johnson & Johnson
f
E
S
t
g # amazon.com
e * WalMart
# Target ¢
Apple
¢ Home Depot * Facebook
# Best Buy * Visa

ewalmart
* MacterCard “’S{HE&GC“ Steakhouse + Gooale

Performance/ Satisfaction

BLACKBAR
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Reinforcement

+ walneapdh
® Li Facebook ¢ ¢ pan Bimbo
+ Telcel ‘ Liverpool ® Bonafors an Bim

‘E‘ ¢ Sam’s Club
Q ¢ Google
Z
w | Palacio de hierro
o . S%ntégff's ¢ Apple
7] e
v Twitter . \ﬁs: o Papas Sabritas
g i Mast:el'callqa"e orona
- CarlosV_ ,Nutella

.®
3 Gansito  Kinder
g ¢ Comex

+ Rufles

Performance/Satisfaction
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SO=--NNO=TXM =-~—0W

Identification

¢ Home Depot

o \h
* Target Visa

* Lowes

°
General Electric

rrrrrr
vvvvv
******
* *

* *
******
ttttt
******

* WalMart amazon.com

¢ Goaogle

¢ Facebook

¢ Apple

¢ Johnson & Johnson

Emotional Bonding

BLACKBAR
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Identification
¢ Facebook
* Telcel
¢ Wal-Mart
¢ Gandhi
c
g # Pan Bimbo
§ ¢ Sam s Club + Bonafont
& onafon
i ¢ Visa ¢ Apple
- * Liverpool
% ¢ Twitter rpo
wn
’h%\‘n's
¢ co"frpapas Sabritas
¢ L oreal _
* Garg‘t
Palacio de hierrd * C er“a
¢ Dove
* Netflix
* Rufles
Love/Fit
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Role Model s

*

lE * Lowese Home Depot: YouTube
L * amazon.com
0 ¢ Best Buy
r
|
3 ¢ lowes.com * WalMart * Facebook
¢ walmart.cog Target ¢ General Electric
¢ JC Penney
* \isa N * SM
¢ MasterCard Johnson & Johnson
# American Express
® D&
* L'Oreal Pfizer
¢ Pantene

Charisma

BLACKBAR
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Mentoring

Role Model

+ Facebook \@3}
* Google
¢ Bonafont
¢ Telcel .
+ Wal-Mart Pan Blml)o
¢ Apple
°
¢ Twitter orone

¢ Despegar.com

° Palacio de hierro

* Heineken Aeroméxico » Papas Sabritas

¢ Best BliyVisa
+ MaStEPeXEd
¢ Costco
¢ Banamex

¢ BBVA Bancomer+ American Express

Charisma

BLACKBAR
AT

CAPITALIZING ON BRAND RELATIONSHIPS.




o< =0~ OO —

* WalMart

******
*****
tttttt

Self-Differentiating EE

¢ Johnson & Johnson

******

¢ amazon.com

* Google
¢ General Electric
Oli
A 3 %ﬁ%%gk Steakhouse ¢ Apple
* Target ¢ Best Buy
* Applebees
¢ 3M

® Head & Sb%!adc? E?obin
# Panten® L'Oreal

Positive Differentiation
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Self-Differentiating

¢ Liverpool o Teloal
elce
acebook ¢
¢ Apple
¢ Bonafont

o ¢ Despegar.com
£ + Visa
[
2 ¢
(] Best Buy
[N
4 Palacio de hierro # Hoteles.com
= %, Costco ¢ Corona

+ Papas Sabritas
¢ Mo‘"swﬁlolaris

¢ Twitter
¢ Heineken

Differentiated
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Playful

T e waruen gutback Steakhouse
¢ Applebees amazon.com

¥ouTube
G
g * Friendly's
S Denny® gogt Buy + Bed Bon
P saraam ¢ Facebook
& * JCPenney * Agple
g * WalMart ° Tar\get
u
r
e
* Google
walmart.com
o oo lopmp Depot
Pantede * ¢ Herbal Essences
Dove Hair Care

Relaxed & Stylish
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Gives Pleasure

Pla.%ful

al-Mart

¢ Carlos V ¢ Liverpool
¢ Gandhi
¢ Gansito
¢ Sanborn's

, Papas Sabritas ¢ Despegar.com, Google

¢ Facebook
¢ Telcel ¢ Sam s Club
¢ Kinder
# Hoteles.com # Bonafont
4 Burger King ¢ Apple
Pizza Hut Palacio de hierro
Hupupbu # Corona .
bﬁﬁ F ¢ Superama
L
" & ¢ Best Buy
* j * . Volaris
B l(':‘ms Netflixg, o)
¢ Levite ¢ Heineken
.Tecgtz'dio
Deportes Marti

Fun/Stylish
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