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Automotive Brands

In any fiercely contested industry, BERA
the emotional relationship between

a brand and its target audience is

pivotal in determining its financial
contribution to the business

overall. It’s also the starting point

for pinpointing a brand’s strategy
imperative. The polarization of brands
in the auto industry is a great example.

The brands on the left (Tesla, Audi, and Lincoln) have
relatively low familiarity and regard with a broad
audience, but they have relatively strong meaning
and uniqueness for consumers who know them

(see table on next page). This gives these brands strong
pricing power and loyalty with their
customers. The strategy imperative
for these brands is to dominate
their sizeable niches by preserving
what makes them so special to their
customers. Their biggest risk is to
lose their uniqueness in pursuit of
a bigger audience.

The Mazda and Chrysler brands on the right are in a
completely different situation. They are well known
and regarded, but have lost a meaningful and

unique connection with consumers (see table on next

page). So, their pricing power is shot; their customer
loyalty is terrible; and the number of consumers
open to the brand is anemic compared to how many
consumers are not open to it. They must revitalize
their brands with a new positioning if they are to find
higher, more sustainable and profitable growth.
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Boredom

Ford, Toyota, and Cadillac are in a position that is
both enviable and challenging. They are among the
most loved brands in the world with familiarity
and meaning that far exceeds other auto brands
(see table on next page). This gives them fantastic
headroom for growth (with many
more consumers who are open to
the brand than those who are not)
and funnel metrics (awareness,
consideration, usage, preference,
and advocacy). That’s the good
news. But as challenging as it is
to get to the top, staying at the
top is even harder in a world where every brand
competes with all other brands for consumers’ affinity,
attention, and wallets. The strategy imperative

for these brands is sustaining investment in
driving brand love and avoiding complacency.

All this makes clear that optimizing your brand
strategy starts with knowing where your brand stands
today in terms of the relationship with your target
audience. There is no single strategy prescription

that is right for every auto brand. That goes for
corporate brands like Ford, but also product brands.
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Auto Brand Equity Familiarity Regard Meaningfulness Uniqueness

Tesla 63 68 63 T

Audi 68 79 67 30

Lincoln 6T 2 2 o7

Toyota 20 95 93 39

Ford 94 920 920 79

Cadillac 79 384 73 85
71 I£S 66 63
73 64
2 63
Average of All
Auto Brands

World’s Most
Love Brands

What ?

How do your auto brands compare? What does that say about their
strategy imperatives and growth potential? And how much is that
worth to your revenues, enterprise value, and marketing ROI?

Answer these questions and more with BERA. Our digital platform is
powered by the world’s richest data, metrics, and decision-oriented analytics
to help brand owners drive faster brand growth, quantify their brands’
financial contribution, and amplify that contribution over time — all backed
by customer suppo rt and ProServ with world-class brand expertise.
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