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AIDED AWARENESS
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BRAND ATTRIBUTES
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BRAND & PURCHASE INTENTION
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BRAND ADVOCACY
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SOCIAL BRANDING
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BRAND CHARACTER
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BRAND CHARACTER
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BRAND ASSOCIATION OVERVIEW
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BRAND ASSOCIATION OVERVIEW
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BRAND ASSOCIATION OVERVIEW

RANK  TOP OF MIND
%

ATTRIBUTES

FOR 3I’d .
PRUKSA
- @ e L oo 14%
Wurdhduthunoulou wWuruhawuudanssuuazinAtuladigua "
* 0
usSHIslasumisipaswlaagvio 14%

218w uddadscuainfiKua Wurnauuiuaed 12%

oA WApvMsUnavnuldneE
+ 14%
unvsv

lwganga nuadeaaoaldan
18%

$nlantatatudoudaasu
12%

18%

UDUAUKIHSDaS0assAuiHLA

[htoAWAaVMSRADASTADE1D
NSV 11%
15%

. JuSnsHavmisuiena
liwgHgalv Usutdagudiov

aaoaan
10%

15%

- WaWAU uaztdotusiga:zldsa
Js:uuUIASTIWADUAUATUNAIWAIS

Aoasontasumssusov

9%
16%

youasoAdIwLanciv uazlaatautkinAu
3u

a=Aoundududiov

%

$&nAUNANDIOAIAASDUASDY
16%

Udo ua=unise

E

B Pruksa

t&dtoyuUBUHRSDAUSDUTIVY B Median Value

Wuruihdunouladibeu

TERRABKK®

E
=)
~
o
w
o
>




—
BRAND ASSOCIATION OVERVIEW
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BRAND ASSOCIATION OVERVIEW

ATTRIBUTES
FOR

aloyuBUHSDAUSDUTTY

wWuduihdwnauladidou

13%

JusmisHavmMsUIeNa
iiiaAudaomsunaonuldaeing
urinso

ihisAwdaomsygnaAgldotio
urivso

usHislasemisfiaasoldoeais
oidw uFasoouLatifniHuG

Js=uULNOSTIUAIUALATUNIWAIS
foasionldsumssusag

uda wa=uni3ia
snlanta>iudonsadau

aiauALdudaY

RANK
litreHgady UsuWEasudioonaaalan

luireonen Auadgoaaadan

sanAumAndianldasauAsa

WAWHU waddolusieandan
wuguihdwudanssunazinaluladtkia

BRUAUHIHS2aswassAduiHu=

youaswAILLancY nazlaoawduHdaau
au

wWugihdudumadiau

Wuguirdudiude

TERRABKK®

TOP OF MIND
6%

9%

Im
=
—
[=x]
=

ERELE
s 2 2
s 2

o

E

=
=

&=
=

NN

e

E

W LPN

W Median Value



BRAND ASSOCIATION OVERVIEW

ATTRIBUTES
FOR

ihiaAnudasmsunavnuldasouiase
Wuguhdwdumadiau

luineHgads JsullSsucdaoaazanan

Tuiwreansa AUATsOaDOLA
utEa wa=uniita
soUAUHIHS2asoassaaulHL=a

iisAzwdaomsgioiAgldasiounasa

Js=UULNOSTIUAIUALATUATWANSAIES N
Idsunissusag
usHisTAsomisioaswoldosodoondw uas

[FSDOUAIRATHUG

a=faunududEy

— .

!
A
=

24%
2%

22%

22%

22%

A%

19%
23%

n D B
2s 83

2%

17%
21%

16%
16%

RANK
5%

wWudihduaauladideu

souasoauLonce nacloowkuHdaau
du

wWuguhduudanssuna:inAluladitia
WhWU nafdisiusieamnaea
ganAumARDio fldAsauAsav
fuSnisHSonstena
taloyusuHSaAUSaLTTY

SnlantdlatuFoudadau

Wuurdudiudes

TERRABKK®

4

- =l
E &
F =

= =
F

TOP OF MIND

15%
13%

14%
16%

=

15%

=
=

16%

5 =
=
=

8%
15%

EE‘?‘

m AP

W Median Value



—
BRAND ASSOCIATION OVERVIEW
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BRAND ASSOCIATION OVERVIEW
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BRAND ASSOCIATION OVERVIEW
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BRAND ASSOCIATION OVERVIEW
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AVERAGE PERFORMANCE OF CAR BRANDS
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Data represents 2001 image attribute scores,
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Source: Allson-Fisher Barometer of Automotive Awareness and Imagery Study;
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BRAND IMAGE

REAL ESTATE vs CAR BRANDS
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BRAND IMAGE

REAL ESTATE vs CAR BRANDS (Heat Map)
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Anke Kleinschmit, Director, Powertrain Electronics, on “The best or nothing™

“What I see all around me at Mercedes are
just lots of people in love - with technology.”

Gottlieb Daimler's maxim “The best or nothing” drives each and every employee
at Mercedes-Benz. It Is an aspiration that Is brilliantly reflected in the S-Class -
with kts Adaptive Highbeam Assist and Intelligent Light System. Together they
regulate light distribution according to the traffic situation and Hluminate your
field of vislon just as far as necessary without dazzling other drivers. Learn more
at www.the-best-or-nothing.com

“The best or nothing”
interpreted by Prof. Gorden
P Wagener, Head of Design
Mercedes-Benz Cars

0

Mercedes-Benz

The best or nothing.

O—\\I Mercedes-Benz
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5™ GENERATION (5G)

Mobile data
Gigabytes
\5) in a second
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BRAND BUILDING
ACTION POINT
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TALK
BE ABOUT THINK
ORIGINAL THE FUTURE DIFFERENTLY

Customer wants to Think about

Need to review

what you know that the how the property
stand for, house they brand fills
what your purchase today a particular
represent in will be worth consumer need
style and value something

tomorrow
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It's very easy to be different,
but very difficult to be better

Jonathan Ive
Apple's Chief Design Office




THANKYOU

www.terrabkk.com



