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“Although many brands are undertaking new and exciting
initiatives, particularly in terms of product/service

development or ethical behaviour, there tends to be a
prevailing attitude amongst consumers that brands which

have ‘been there and done that’ are the ones that excel.”
– Richard Hopping, Senior Brand and Household

Analyst

This report looks at the following areas:

Although many brands are undertaking new and exciting initiatives, particularly in terms of product/
service development or ethical behaviour, there tends to be a prevailing attitude amongst consumers
that brands which have ‘been there and done that’ are the ones that excel.

This suggests that until a brand can illustrate that its message is authentic and durable, consumers will
remain faithful to those they already know and trust. Not only does this cover factors like ethicality, but
also aspects like innovation or proving to consumers that brands care about people’s health and
wellbeing.
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Most recommended brands are completely different

Specific purpose gives basis for recommendation
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Samsung’s strengths in technology are evident

Figure 23: Brand usage in the automotive sector, January 2016-October 2018
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Figure 24: Key brand metrics for the automotive sector, January 2016-October 2018
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Figure 25: The AA rainbow flag vans to celebrate Pride, 2018

Figure 26: Brand attitudes in the automotive sector, January 2016-October 2018

Figure 27: Brand usage in the BPC sector, January 2016-October 2018
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Figure 28: Key brand metrics for the BPC sector, January 2016-October 2018
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Figure 29: My Little Sudocrem, November 2018
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Figure 47: Brand usage in the food sector, January 2016-October 2018
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Lindt Excellence
Figure 50: Brand attitudes in the food sector, January 2016-October 2018
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Figure 53: Key brand metrics for the foodservice sector, January 2016-October 2018

Subway
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Figure 55: Brand attitudes in the foodservice sector, January 2016-October 2018

Figure 56: Brand usage in the household care sector, January 2016-October 2018

Fairy
Figure 57: Key brand metrics for the household care sector, January 2016-October 2018

Dyson
Figure 58: Brand attitudes in the household care sector, January 2016-October 2018
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Figure 59: Brand usage in the retail sector, January 2016-October 2018

Amazon
Figure 60: Amazon Black Friday pop-up, November 2018

Figure 61: Key brand metrics for the retail sector, January 2016-October 2018

Dunelm
Figure 62: Brand attitudes in the retail sector, January 2016-October 2018

eBay

Boots
Figure 63: The Niomi Smart range at Boots, November 2018

Figure 64: Brand usage in the technology products sector, January 2016-October 2018

Apple
Figure 65: Key brand metrics for the technology products sector, January 2016-October 2018

Samsung
Figure 66: Samsung Modern Masterpieces, October 2018

Figure 67: Brand attitudes in the technology products sector, January 2016-October 2018

Figure 68: Brand usage in the technology services sector, January 2016-October 2018

Sky
Figure 69: Key brand metrics for the technology services sector, January 2016-October 2018

Spotify
Figure 70: Brand attitudes in the technology services sector, January 2016-October 2018

Netflix

Figure 71: Brand usage in the travel sector, January 2016-October 2018

TripAdvisor
Figure 72: Key brand metrics for the travel sector, January 2016-October 2018

British Airways
Figure 73: Brand attitudes in the travel sector, January 2016-October 2018
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Benefit’s fun image is leading to high positivity
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Airbnb is a major disruptor, but has room to grow
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What the brand is doing

What consumers think
Figure 74: Top ranking of brands, by agreement with “A brand that is innovative”, January 2016-October 2018

Why it’s successful

What the brand is doing
Figure 75: Benefit Extreme Brow Bar, April 2018

What consumers think

Why it’s successful

What the brand is doing
Figure 76: Patagonia’s mobile repair truck, August 2018

What consumers think

Why it’s successful
Figure 77: Clothing shopping behaviours, August 2018

What the brand is doing

What consumers think
Figure 78: Attitudes towards hotels versus Airbnb, September 2018

Why it’s successful

What the brand is doing

What consumers think

Why it’s successful
Figure 79: Attitudes towards price and shopping at discounters, June 2018
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