An Image Research
[image: image58.jpg]



Brand Image
An Image Research
[image: image57.jpg]



Brand Image

Table of contents

Chapter 1: Introduction                                                                                          Page
1.1
The situation








2
1.2
Motivation








2

1.3
Auto Emoción 







3
1.4
Central Question







3
1.5
Research Methods







4
1.6
Contents








4
Chapter 2: Corporate profile Seat








2.1
History of Seat







5
2.2
Mission statement







5
2.3
Organisational Structure






6
2.4
Target audience







6
2.5
Field of forces








7
2.6
Swot-analysis








10
2.7
Conclusion








11

Chapter 3: Brand identity









3.1
Branding








12
3.2
The importance of brands






12

3.3
The brand Seat







13
3.4
Brand identity








14

3.5
Brand identity of Seat







15
3.6
Corporate identity







17
3.7
Conclusion








17

Chapter 4: Brand image









4.1
Image forming








23
4.2
Introduction to the survey






24
4.3
Brand knowledge







25
4.4
Car model familiarity 







27
4.5
Survey conclusions







28
Chapter 5: Conclusion and recommendations






5.1
Analysis








30

5.2
Conclusions








30

5.3
Communication goals







32
5.4
Objectives








32
5.5
Organisation and timetables






33

5.6
Recommendations







36

5.7 
Final conclusion







39

Bibliography









40
Appendices

Appendix I: Interviews

Appendix II: Survey and results

Chapter 1: Introduction

1.1The situation
Seat is a Spanish car manufacturer, that belongs to the German Volkswagen Group. Seat distributes their cars in the Netherlands through Pon cars, the central importer for the Seat dealerships. The dealerships sell their cars to the clients and potential clients on behalf of Seat. Seat is a young and ambitious brand and intends to reach a Dutch market share of 2.0% for 2006. At the start of 2006 the market share was 1.7%. 
In 2005, Seat International S.A. generated a net loss of €62.5 million.
 According to Seat this happened because of a ‘difficult, highly competitive environment with marked changes in demand in the countries where the brand sells its products’. The retail sales have dropped in 2005.  Retail sales totalled 422,246 units in 2005; this is a decrease of 4.5 % over the previous year.
 As a result of this, all the Members of the Board of Directors resigned from their posts. In order to improve sales figures all over Europe, Seat introduced at the end of 2005, in its annual report, ‘Nueva Seat’. A plan to get the brand Seat out of the dead end, ‘Intensification of commercial activity targeted at raising the profile of the brand’s image and awareness, particularly in export markets, is one of Seat’s priorities.
 The brand’s growth strategy envisages adding to its current range of products by entering new segments so as to increase both competitiveness and profitability.’ 
 
The Dutch management interpreted ‘Nueva Seat’ as ‘new design with higher quality in higher segments’. For the Dutch market, the management team of Pon Cars created the following targets for 2006: 

· Higher spontaneous brand familiarity (now 24%)

· Higher car model familiarity

· A clear and unambiguous brand image
· Different and more target groups

· Market share grow of 1.7% to 2.0%

1.2 Motivation
I am not particularly interested in cars, so it might seem strange to choose a car brand as a subject for my thesis. However, due to my experiences with Seat I became interested in the possible image problems this young car brand is facing. I was present at the introduction of the new Seat Leon. The introduction was a well organised event, with stylish and trendy scenery. The director of Seat Netherlands, Xeno Grimmelt, presented Seat’s performances, the desired image and the plans and strategies for the future to improve the awareness of the brand among its target group. 
A commercial, designed by the management, with aspects and fragments of other brands, companies and commercials was broadcast. It was claimed that Seat would like to be perceived by its target groups, as these brands and products are perceived by their target groups.  The commercial was amongst others composed of McDonald’s and Coca Cola fragments. Especially emphasised was the new ambiance of the McDonald’s restaurants. It was stated that Seat wanted to create comparable scenery in their stores, the dealerships, as in the McDonald’s restaurants. 
Due to my communication education and my personal interest in the communication aspect of management, I was very interested in the image of Seat and how it could possibly be improved. Seat just introduced the strategies of ‘Nueva Seat’ to increase customer awareness for their cars. I chose the brand image of Seat as the topic of my research, because I became interested in the possible image problems this car brand faces and because I am a fan of the new Leon car model. 

1.3 Auto Emoción
A brand is more than a product; a brand is a product plus an emotion. Something is only distinctive, when you can form an image to a name.  Strong brands know this and take advantage of this fact. Strong brands connote mainly a feeling. 

Consumers are likely to associate deep feelings or emotions such as joy, fear, love, hope, sexuality, fantasy and even a little ‘magic’ with certain purchases and possessions. These feelings or emotions are likely to be highly involving.
 Consumers will always buy the brand which makes them feel good about themselves. 
 
Cars are products that can be important for people’s lifestyles, identities and levels of prosperity. People identify themselves with certain brand names and lifestyles. 
 Seat produces cars for people who would like to distinguish themselves through driving sporty. Other aspects that people value in their cars, according to Seat: emotional feeling, distinction, individuality, sporty design, reliability, emotional feeling, classic and affordable price. 
 Seat aims for drivers who value ‘emotion’ in their cars. The slogan of Seat, Auto Emoción, fits therefore perfectly in the desired image that Seat would like to create in the minds of the target groups. Since there is a lot of competition in the car market in the Netherlands, it is necessary to try and be distinctive from the competition and therefore focus on a specific target group and create a unique image.
 A unique and easily recognizable identity projects or raises corporate profile above the mass of other corporations. A well-known company has an advantage over an un-known company.
 However, creating a unique image means people will make assumptions about the company and the products it produces: ‘Corporate image is perception’.
 
1.4 Central Question
In this thesis I would like to research the brand image of Seat as it is perceived by the target group in the Netherlands. Do customers think that Seat produces cars that are ‘Young, innovative and trendy’, give them ‘sporty driving pleasure’ and ‘value for their money’?  
The central question of my research is:
Does the brand image, as perceived by the Dutch target group, correspond to the desired brand image of Seat Netherlands and how can possible discrepancies be minimised?  

In order to find the answer to my central question, I have formulated the following sub-questions:

- What is the Dutch target audience of Seat?

- What is the brand image of Seat among its Dutch target group? 

- What is the desired brand image of Seat Netherlands?

- Is there a gap between the perceived brand image and the desired brand image?
- Which improvements or recommendations can be made to minimise this gap?
1.5 Research Methods
In order to answer the presented questions in this thesis, I used different research methods. Firstly, I performed extensive desk research. It is necessary to obtain a clear view of the subject and it is important to have knowledge about the brand image and brand identity. 

Secondly, I conducted several interviews. I interviewed three Seat drivers about their cars, the driving performances and their opinions about Seat. Furthermore, I interviewed the Senior Account Manager Dealerships of Seat, Remco van der Meer, who is responsible for the performances of the dealerships in the Netherlands. The last interview I conducted with Colin Sweens, a Seat Sales Manager at Seat dealership De Rooy, which is situated in Bergschenhoek. He is responsible for the overall performance of this particular dealership.

Thirdly, I received useful information from the Senior Account Manager Dealerships. He presented me with Seat documents, describing the target audiences, the mission, the desired brand identity and the brand image. He also presented me with a CD-Rom on seat guidelines for corporate communication. 
Finally, I conducted a survey amongst 200 respondents.  The survey results present a general idea about the perceived brand image of Seat amongst the target group. 
1.6 Contents
This thesis consists of five chapters. In the first chapter, the introduction, I explained to the reader my motivation to write this thesis, the research methods and the inducement of this thesis. In the second chapter I will describe the company of Seat, explain the target group, make a swot analysis, and describe the stakeholders in the field of forces. In the third chapter I will describe the brand Seat, the brand identity, the corporate identity and the promotional activities of the company. In the fourth chapter I will explain the brand image and present the survey results. Finally, in the fifth chapter I will make a gap-analysis and give conclusions and recommendations.
Chapter 2: Corporate profile
This chapter contains information on the company of Seat Netherlands. The company profile starts with a brief history of the company. The target audience will be examined and the players in the field of forces will be described. Finally, the swot analysis will show the strengths and weaknesses of the organization.  

2.1 History of Seat 

Seat is part of the Volkswagen Group and one of the leading car makers in Spain. It was founded in the year 1950 as a subsidiary of Fiat, with an important share owned by the Spanish Government under Francisco Franco. The acronym ‘Seat’ means Sociedad Española de Automóviles de Turismo (Spanish Corporation of Private Cars). 

Initially, Seat manufactured rebadged Fiat models which differed very little visually from the products of the Italian parent. The Seat Panda (later restyled as Marbella) for example was based on the Fiat Panda. The Seat 600 (based on Fiat 600) was the first car for many Spanish families. The first car under the new Seat logo without Fiat involvement appeared in 1982, and was called the Seat Ronda. After the withdrawal of Fiat in 1981, the Volkswagen Group, through its parent company VAG, signed a cooperation agreement with Seat, becoming the major shareholder in 1986, and owner of 100% of the company in 1990.













Seat has its manufacturing plant in Martorell. The Martorell plant is one of the newest in Europe. Each year more than 450,000 cars are manufactured in this plant. Its legal headquarters are in Barcelona.








Seat has its own sales and distribution facilities in 50 countries. The number of employees is 14,000. Additionally, 1,250 people work in the research and development center in Martorell.










The company develops and designs its own models of cars in accordance with the policies of the Volkswagen Group. Some of its cars have been sold as Volkswagen, such as the Seat Ibiza hatchback, known in South Africa as the VW Polo Playa, the Seat Inca van as the VW Caddy or the Seat Cordoba also known as the VW Polo classic. For the purposes of model strategy, Since 2002, together with Lamborghini and Audi itself, Seat is a member of the Audi Brand Group. The company offers a modern range of products comprising six models: the Alhambra, Altea, Cordoba, Ibiza, Leon and Toledo. 
2.2 Mission Statement

A mission statement is a formal definition of the mission of the organisation. This statement forms the core of the organisation and it reflects the targets the organisation has set for itself

The formal mission of Seat: ‘Seat is dedicated to producing cars that excel in design and radiate sporty character. Something we sum up as 'Seat Auto Emoción'
. Seat wants its products to stand out between its competitors. Seat would like to be ‘distinctive’; ‘sporty’, have an ‘unconventional design’ and ‘athletic technique’.  
2.3 Organisational structure
The company of Seat is part of the Audi Brand Group and this group belongs to the German Volkswagen Group. The company of Seat operates independently. Seat’s parent company is situated in Spain. The Dutch central office and importer of the cars of the brands of The Volkswagen Group is called PonCar Netherlands. The Seat central office of PonCar is situated in Leusden and is composed of the following main departments: 
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2.4 The target audience
According to Verhage the definition of target group is: ‘The segment of customers that the organisation chooses for her operating market and develops marketing activities for’.
 As stated in the mission of Seat, the products have to appeal to a sporty audience. The current official stated target group: ‘People who would like to distinguish themselves through sporty driving’. Seat aims for potential buyers ‘young of spirit’ who value to design and sporty driving pleasure. Seat is the young, trendsetting and sporty car brand. According to Seat their potential buyers value these aspects in a car: 

· The car has to be distinctive 

· The car has to be trendy and modern

· The car hast to fulfil my (young) self image

· The car stands for my individual choice….my identity

· The car hast to drive nicely, enjoyable

· The car has to ‘sound solid’ when closing the door

· The car hast to have a sporty, manoeuvrable road ability

· The car has to have a sturdy, manly character 

The target description for the new Seat Leon, the ambassador of Seat’s brand’s sportiness
, claims that the buyers appreciate both the exterior and interior designs of the car. These buyers also attach great importance to the dynamic behaviour of the car on the road. The New Seat Leon has to have a sporty approach. The technological innovations and their performances are highly important features for Seat’s target group. Seat aims for a wide range of buyers: ‘It would be unfaithful to the fundamental values of the New Seat to only define one single type of buyer. This car has been created to match the desires of a wide range of present and future customers. ‘ 

Seat divides its target group according to three characteristics: Early Stages, Established and Determined Practical. 

Early stages

88% of the buyers are men. Their main characteristic is ‘youth’. The average age is around 30 years. The age span is mainly between 18 and 30 years (69%). 63% are single, 50% live with their parents and only 13% live by themselves. This group consists of mainly labourers (37%) or administrative workers (24%). A lot of these clients like football en motor sports. The buyers who belong to this group are willing to spend more on a car than any other profile group. (Approximately €20,000) 

67% of this group values the design, 27% the price, 25% the performance. Only 17% of these customers are loyal to a car brand. 

Established

78% of the buyers are men. Their main characteristic is ‘matureness’. The average age lies around 45 years old. The age span is mainly between 35 and 48 years old (29%). A majority of 70% are married or live in couples. 23% have children living at home. Apart from football, they have hobbies such as walking, music, opera and reading 

34% of this group values the design, 18% make a point of brand loyalty and 17% find the relation between quality and price important. These customers are loyal to a brand. 29% will buy a new car of the same brand as the old one. They are willing to spend about €18,700 on a new car.

Determined Practical

75% are men, so in this group the highest per cent of woman buyers can be found. The average age is around 38. The most represented age span is between 23 and 34 years old. Almost 50% of them are married or live in couples (49%). Close to the third part are single or live with their parents. 79% of them do not have any children. They have intermediate or high professional standards. They are interested in football, music/opera, walking and fitness. 


67% of this group value the design and 25% the price. In comparison to the two previous groups, this group finds the size of the vehicle and the booth, and the safety and dynamics of driving more important. 25% of the customers of this group will buy their new car of the same brand as the old one. They are willing to spend about €19,000 on a new car.  

2.5 The Field of forces
Organisations such as Seat operate in a complex field of forces. For their functioning, they depend on numerous stakeholders having their own interest, such as consumers, companies, institutions, competitors, shareholders, etc. 
 The stakeholders of the Field of Forces of Seat are:

Consumers








                            The most important stakeholders are probably the customers, without customers the car brand Seat cannot exist. Customers can find information about the closest Seat dealer and can also find information about the different models in the models gamma of Seat: Ibiza, Leon, Alhambra, Toledo and Altea. Consumers can also apply for a test drive through the website. Moreover, one can find information about special offers and discounts on the site and one can search for a second-hand car. Also, upcoming events which are powered by Seat are stated on the website. On the international website of Seat costumers can find general information about the company, the annual report and strategies, 

Employees
Seat international company has in total 14,000 people working in Spain. In the central office of Pon Netherlands, 47 people work, including the executives. All employees receive trainings about the new marketing/ communication strategy ‘Nueva Seat’ and about the objectives of Seat. 
The media 
Seat has a special page on the Dutch website reserved to publish news about the company. (http://www.seat.nl/home/actueel/seat_nieuws) Journalists can find information here. However, the resource is limited, only positive news is stated on the website. Journalists can find on the international Seat website annual reports, company results and general information about the company. Moreover Seat presents here the new corporate policies and strategies. Seat organises in all important capitals of Europe, ‘Press Days’ where journalists can acquire information on all Seat’s activities. 
Car magazines write their own car reviews and the management of Seat can only hope that these reviews are going to be positive. The reviews can have an influence on the opinion of the target groups and potential customers. 
Competitors
Seat has a lot of competitors on the Dutch car market. The top 10 best selling brands in 2006 are:  (total sales until the month September)
1) Volkswagen (42,039) 

2) Opel (36,446) 

3) Renault (31,251) 

4) Peugeot (31,207) 

5) Ford (30,801) 

6) Toyota (30,175) 

7) Citroën (17,992) 

8) Hyundai (14,751) 

9) Fiat (14,206) 

10) Volvo (13,346)

Total sales 2006 until the month September: 381,859
Seat sold up until the month of august 2006, 4,354 Leon cars, 2,932 Ibiza cars and 1,397 Altea cars. The new Seat Leon belongs to the most sold segment on the increasingly large and competitive car market: the compact cars. According to Seat, compact cars are sporty and agile looking cars, designed to give driving comfort in any type of environment.  In this segment, Seat’s direct competitors are: Alfa 147, Ford Focus, Fiat Stilo, Mazda 3, Opel, Astra, Peugeot 307, Renault Mégane, Volkswagen Golf and Citroen 4.  
 


In the following graphs one can see the top 5 selling brands on the Dutch market and the upcoming competitors of Seat, the ‘price fighters’. 
Figure 2.1: Strong competition of top 5 brands in the Netherlands
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Figure 2.2: Strong growth of competition of cheap car brands, (middle) large European brands under pressure
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Governments







                           Seat tries to build and keep good relationships with government agencies and local communities in their operating area.  Seat Netherlands operates under the Dutch law. Seat International performs under the Spanish law. These offices both have to suffice to regulations and standards of the European Union. As in the annual report of Seat International is stated: ‘This version sets forth the Management Report, the Auditors’ Report and the Annual Accounts of Seat, S.A. for the year 2005, compiled according to the criteria and rules established by Spanish law. This means that Seat is obliged to produce cars that have to suffice to all kinds of regulations, such as environmental legislations and safety regulations. Before 2005, PonCar Netherlands was able to buy car models below the cost price, because of the Dutch high tax rates on cars. In this way, the Seat car models were the same price in the Netherlands as in other European countries. A result of this was that the Netherlands could export cars cheaply to other countries.  However, in 2005 the European Union decided that all cars in all European countries have to cost the same amount of money, regardless of the per cent of taxes on top of the cost price.  This is an example of the influence governments can have on the car market.       
2.6 Swot-analysis

The swot analysis, also known as a situation analysis, is of great importance for an organisation when setting the targets, aims and objectives. These objectives have to be reachable and based on the strengths and weaknesses of the company. I have made a Swot-analysis for Seat Netherlands.

Intern analysis

Strengths









· The Seat car models have the same technique that one uses in the Volkswagen and Audi car models and are sold for a cheaper price.  Seat is therefore value for money.
· The Seat Altea car model is the only MPV (Multi Purpose Vehicle) on the market with a sporty driving nature and appearance. Other MPV cars usually give the feeling of driving in a van. Seat calls the Altea car a MSV: ‘Multi Sports Vehicle’.  
 

· Creativity in communication activities. Seat is the only car brand that sponsors for example a DJ. (DJ Armin van Buuren) 
· Seat is the only car brand that has a joint venture with a navigation manufacturer: Tom Tom. The navigation systems of Tom Tom can be integrated in the Seat car models.   

Weaknesses

· Not all the sale-points, the dealerships, use the set budget for local promotional activities. 

· Since 1986, Seat operates on the Dutch market and therefore had in comparison to other car brands, less time to build up positive credit. 
· Not all the Seat dealerships look the same: there is no uniformity amongst the dealerships. 
 The car brand Seat would like to have a certain image. The dealerships also have to portray the desired image. 
· Seat does not have a lot of car models in comparison to other brands, for example Volkswagen and Peugeot. The choice in Seat car models is limited for the customers. 
· Seat does not sell commercial vehicles. Seat could attract new customers with a ‘value for money’ commercial vehicle. 
Extern analysis

Opportunities

· Clearer communication between the central importer and the different dealerships 

· Expansion of model gamma, for example the introduction of a commercial vehicle, a station car or a sedan car. In this way, new customers can be reached. 
· Increasing the brand name and the organisation familiarity among the target group and other potential buyers

· Seat is the only Spanish car brand on the Dutch market. In this view, Seat is unique. The Spanish identity could be used to emphasise the uniqueness of the brand in order to sell more cars.
Threats

· Strong growth in market of cheap car brands, such as car brands Hyundai and Kia 

· Growing competitors pressure of top 5 sale brands: Volkswagen, Opel, Ford, Renault and Peugeot
· Seat is not the only car brand that aims on sportsmanship and young minded drivers, for example Mini, Audi and Fiat aim for the same target group. 
· With the introduction of the ‘Nueva Seat’ communication plan at the beginning of 2006, Seat changed its target group. Seat used to be a cheap car manufacturer with reliable Volkswagen technique.  Nowadays, Seat is a sporty brand for young minded drivers who value design and quality in a car. Customers who are looking for a reliable cheap car probably will not buy a Seat car model anymore. These customers do not fit the target group. Seat will lose these customers.

· Seat belongs to the Volkswagen Group. Therefore Volkswagen determines the policy of Seat. The interests of the Volkswagen Brand Group concern mainly the Volkswagen brand. This implicates that Seat is Volkswagen’s second choice. Problems could arise in the future when Volkswagen could decide that Seat should position its brand differently. 
2.7 Conclusion
Seat is part of the Volkswagen Group and one of the leading car makers in Spain. It was founded in the year 1950. In 1986,  the car brand was introduced on the Dutch market. Seat’s official target group: ‘People who would like to distinguish themselves through sporty driving’. Seat divides its target group according to three characteristics: Early Stages, Established and Determined Practical. The brand distinguishes itself from other car brands by aiming for young minded drivers who value to design and sporty driving pleasure. Seat is the young, trendsetting and sporty car brand. The car brand depends on various fields of forces, namely: customers, employees, media, government and competitors. 

Chapter 3: Brand identity

In this chapter I will explain the characteristics of a brand and importance of a specified brand identity for an organisation. Secondly, I will discuss the brand Seat and the brand identity. Finally, I will explain the corporate identity of the organisation, as well as the communication activities.  

3.1 Branding
Branding has a rich and long history. In the Greek and Roman age shopkeepers already used signboards with references to their products. The word ‘brand’ comes from the Old Norse word ‘brandr’, which literally means ‘to burn’. 
There are many definitions of brand. The definition given by Kotler, describes the term ‘brand’ from a manufacturer’s point of view: ‘A brand is a name, term, sign, symbol or design, or a combination of them which is intended to identify the goods or services of one seller or a group of sellers and to differentiate them from those of competitors’. 
 Another definition, by Rik Riezebos, describes brand as the meaning it can have to the customers or the target group. ‘A brand is any sign which is capable of creating distinction of goods or services of an organisation and can have a significant meaning to customers whether in material sense or in immaterial sense.’ 
 

For this thesis I will use the definition given by Riezebos: a brand represents the meaning it can have for customers and a brand is a sign that is capable of creating distinction between competitors. 
3.2 The importance of brands
Brands are important to brand owners at three different levels. Firstly, the brand is important for the recognition of the customers and therefore can be developed into assets which generate reliable streams of cash flow. Brands therefore introduce stability into businesses and help guard against the competitors.
 Secondly, the brand serves to capture the promotional investment put into it. This ability to capture promotional investment is in direct contrast to what happens with goods or services, which have no brand or image. The benefits of past media spend accrue to brands for years afterwards.
 Finally, brands can be of critical strategic importance to their owners. In particular, brands enable manufacturers to communicate directly with the consumers regardless of the actions of the middleman. 
 

The first important role of the brand is a sign of recognition. This is of course important for Seat, as it is for any other organisation, which wants to stand out between competition. People can recognise the brand by its slogan, logo etc. The logo and the slogan should fit the desired identity. A modern and trendy brand has to choose a modern and trendy logo, a logo that can portray the values of the brand.       

The second role of the brand is the ability to capture promotional investment. This is also of importance to Seat. Seat is in comparison with other car brands, for example Volkswagen, a relatively young car brand. Volkswagen was introduced to the Dutch market in 1937
, while Seat sold its first cars in the Netherlands in 1986.
 This means that Seat had of course less time to advertise and to build ‘positive credit’ in the minds of the target group. 

Especially the last level is very important for Seat. Seat Netherlands consists of a central importer and dealerships, which are situated throughout the Netherlands. These dealerships have their own way of handling management and conduct business. Seat uses, for example, national radio and TV campaigns in order to generate media attention. The dealerships communicate through advertisements in the local papers. It is the task of the management of Seat PonCar Netherlands to create the right image in the minds of the target group. A dealership of Seat is more or less a store for the cars and is in that function, the ‘middleman’ for the customers.  The people in the target group of Seat and the potential customers, who are interested in a car model of Seat, can only visit a Seat’s dealership for information or the actual purchase of the car. They do not have contact with the central importer PonCar.  PonCar Netherlands can only influence the opinions of these people by making use of communication tools, such as national campaigns or the sponsoring of events. 
3.3 The brand Seat

There are a lot of different types of brands, the most important ones for my research are: ‘corporate brands’ and ‘product brands’. When the name of the company is the same as the name of the brand and the consumer associates the brand also with the company, one speaks of a corporate brand. In this view, Seat could be seen as a corporate brand. However, in my opinion Seat is not a corporate brand, but a product brand. The average consumer will have a stronger feeling about the specific products of the brand, the cars, than of the company itself. 
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Figure 3.1: Ronald van Kralingen’s brand division 

Another division in branding is made by Ronald van Kralingen. He defines four different brand types. One of these brand types are the ‘mythical brands’. Mythical brands apply to products such as cars, fancy clothing, jewellery, cosmetics and fancy holidays. As one can see in the figure above mythical brands have a high financial- and social risk. Usually there is an important role for design, high-performance and ego. The products that belong to the mythical brand are distinctive. The customer and the product have to be a perfect fit. Customers have an ‘antenna system’ about which product is acceptable. 
 Seat is a sporty brand for drivers who value design and innovation in a car. 
  Seat would like to be distinctive from the competitors by creating sporty, high-qualitative cars, which will appeal to the ‘young of spirit’ target audience. There are emotions involved in the purchase of a car. Consumers will usually buy the brand that makes them feel good about themselves. 
 
Car manufacturers know this and adapt to the feelings and emotions of their target audience. Some car manufacturers sell all sorts of lifestyle products, such as socks, perfume, watches and jackets with their brand name.
  
In this view the brand Seat can also be seen as a ‘concept brand’.  Concept brands represent a range of ideas, motivations, language-wavelengths, interest fields, world images and ‘worlds’ that have meaning for consumers.
  The brand means something for the consumer, who wants to join in. The base is formed by the emotions and the ideas behind the brand. These brands do not aim for a specific target group, but they create ‘following groups’ which originate from consumers which join the concept of the brand. 
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Figure 3.2:  Concept brand

Since Seat is not deliberately trying to create a Seat lifestyle or a Seat ‘world’ amongst the people of the target group, I will consider Seat more a product brand than a concept brand. Seat uses brand-personality to describe its brand, words as original, provoking, trendy, young of spirit, dynamical, sporty driving pleasure and ‘value for money’. The Seat brand is therefore a product brand which tries to evoke emotions in the minds of the target group. Seat’s brand personality is further described in paragraph 3.7. 

3.4 Brand identity
In order to research a brand image, one first has to define the brand identity. As the terms image and identity are very closely linked, it’s not a strange thing that they are often “misused”. To clarify the relation between the two aspects of an organisation or brand: image is the way the identity of a brand is perceived by the relevant target groups. In other words, the image is a reflection of the identity of an organisation
. If the management would like the brand to be perceived differently by its target groups, the brand’s identity must be changed. 

There are several ways to explain the brand identity. Different authors have different meanings when it comes to the term brand identity.  According to Giep Franzen and Marieke van der Berg, brand identity could be viewed as it is internally constructed by the management of the company. 
 However, this represents only a self- image, or an ideal situation. In this case, it only represents a vision of the sender.  However, a brand operates in an environment and can only be indirectly influenced by the management. The image of the sender is only one way to look at the brand identity, just as the image of the receiver, the consumers, is another way to look at it. 

According to Kapferer identity means: ‘to be as you are, to follow your own individual plan’. The identity is specified by the sender. The task of the sender is to specify the meaning and the mission of the brand.
 
It appears that there is not a clear and easy way of describing the brand identity. In this view, I choose to use the description of brand identity that is used by Kapferer. In my opinion it is the most appropriate definition of the brand identity to use in this thesis. The brand identity is specified by the management of an organisation. The management determines which values contribute to the brand and how it should be positioned in the market.   
Another term which is important to understand the brand positioning of Seat is ‘brand-personality’. According to Giep Franzen and Marieke van den Berg the definition is: ‘Brand-personality is the experience and/or description of a brand in terms of human personality characteristics, which are the result of a (autonomous or constructed) process of personalizing the brand on basis of the whole of brand-characteristics in the memory and which are accompanied with an emotional response.’ 

Or to put this in other words: brand personality is the use of human characteristics as manly, sturdy and honest as a characterization of the brand. Brand personality is usually a result of the brand identity. ‘In order to show others who you are, you first have to know yourself what you exactly stand for and who you are. The same counts for brands.’ 

3.5 Brand identity of Seat
Seat uses ‘brand personality’ to express its identity. In other words: the use of human characteristics to describe the brand or identity. According to Seat its identity consists of the following characteristics: 

· Innovative 
Provoking
Assertive
· Original 
Passionate 
Credible 

· Progressive
Guts 

Honest

· Rebellious
Mischievous
Powerful

· Dynamic
Daring

Uncomplicated

· Surprising
Extrovert
Explicit

· Differentiated
Sensational
Open-minded

· Youthfulness 


Mature

· Impact



Masculine

· Enthusiastic


Individual
Furthermore, other core characteristics of the brand Seat are: 

· Sporty driving pleasure

· Gives value for money, Clever

Moreover Seat claims: ‘Seat is the only car, which combines an innovative design with sporty appearance, athletic (Audi) technique and is reliable because of the Volkswagen quality for a friendly price’ 
 
The identity of the organisation can relatively easily be portrayed through the logo, the company clothing or the decoration and scenery of a company. Symbols fulfil two functions: Internally in the organisation the solidarity with the company is emphasized and the symbols have to enhance the ‘we’ feeling. Externally, the symbols have the function to increase the instinctive recognition of the organisation with the stakeholders.

The logo should be designed from the core beliefs and values of the organization; the corporate identity.
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The ‘Seat Mark’ is made up of two unique elements, the “symbol” and the ‘logotype’.  This relationship, called the “lockup”, is fixed and must never be changed.  The slogan ‘auto Emoción’ reinforces the emotional content of the brand values. 

The typefaces Seat Meta and Seat Eurostile have been specifically created for Seat. Used consistently with the other core identity elements it will help to establish a strong visual identity. 

Kapferers’ brand identity prism 
 is a means to schematically show the aspects of a brand identity.
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Another figure that can be used to show the brand identity schematically is the identity radar of Van Kralingen and Maathuis. The identity radar shows the characteristics of the brand. It also shows the strong and weak aspects of a brand. The four basic dimensions of the identity radar are:

· ego versus we
· introvert versus extrovert (also used: inside world versus outside world)

· masculine versus feminine

· ambitious versus satisfied
After thoroughly studying the characteristics of the brand Seat, the identity, the car models and the safety level of the cars, I filled out the two schemes below. I also used the information I received from the different interviews I conducted. 
The characteristics used in the schemes of Van Kralingen and Maathuis are typically well suited to research the brand positioning of a car brand. It is important to have a clear view of the brand positioning and the identity in order to research the image of the brand. After all, the image is a reflection of the identity.  

[image: image9]
Figure 3.5 Identity radar  (Van Kralingen en Maathuis,1999) Basic dimensions
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Figure 3.6 Identity radar, basic dimensions and domain specific dimensions

Active safety versus passive safety: Passive safety level of the car indicates the safety options of a car to prevent an accident.  Active safety level indicates the options of a car to protect the driver in case of an actual accident. Since the Seat car models are cheaper in comparison to other car brands, the passive safety options on the car are not standard. Seat car models have a lower passive safety level than an active safety level. 

Functionality versus design: Seat produces design cars, so there is less space for functionality. Because of the round shapes of the car, there is less space inside the car.

Comfort versus low comfort: Seat cars are value for money. Basically, for the same amount of money the buyer receives a complete, luxurious car in comparison to other car brands.  In this view, Seat cars have a high comfort level. 
Roadability versus roadability/ sporty:  Sporty cars have good road ability for relatively short distances and in case of speeding. However, the Seat car models are less suited travel cars for very long distances.    
Satisfied versus ambitious: The management of Seat is not satisfied with the current sales figures. Seat would like to sell more cars. In order to sell more cars, the management introduced the ‘Nueva Seat’ communication plan. This plan has to increase brand awareness amongst the target audiences and potential customers. Seat is therefore more ambitious than satisfied. 

We versus Ego: Seat cars do not represent the ‘we’ feeling. Seat produces ambitious and sporty cars. Seat does not specifically aim for families. There is not a special car model for elderly. Seat aims for a specific target group, while for example Volkswagen produces cars for everybody. 

Expressive versus impressive: Seat car models are more focused on the outside of the cars than on the inside. Seat has a distinctive design in comparison to other cars. The interior of the car is relatively simple. 

Masculine versus feminine: Seat does not specifically aim for men, but do nothing to attract women. The commercials show a sturdy, manly car. Moreover, the aspects masculine, sturdy and manly are also part of the brand’s personality. 
One can define further and describe the associations behind the basic dimensions. For Seat this could be:
· Ambitious: Passionate, sensational, daring, differentiated

· Ego: Powerful, impact, dynamic, individual 

· Masculine: Sturdy, manly, fast, firm road ability, sporty
· Inside world: Credible, uncomplicated, 

· Satisfied: Credible, honest, original, innovative

· We: Rebellious, Surprising

· Feminine: Mischievous, youthfulness, sporty
· Outside world: Extrovert, explicit, design 

If the brand Seat would like to attract new customers the management could make improvements to the following aspects: ‘passive safety level’, ‘functionality’, ‘road ability’,’   ‘we’ feeling’, ‘impressive’ and ‘feminine’. 
3.6 Corporate identity
There are a lot of different definitions for corporate identity. For my thesis I will choose the definition given by Vos:  ‘Corporate identity is the whole of distinctive characteristics of an organisation; how the organisation truly manifests itself and what all its essential characteristics are.’ 
 
It is important because it is the prime interface between an organization and its key audiences.
 The first contact people have with an organization, whether they are looking at an advertisement, buying a product or going to a job interview, will usually bring them into contact with the corporate identity. Identity can help a company to put across clear messages, about what is does, what it exactly stand for and who it is. If properly used, corporate identity can be an important strategic asset in order to achieve long-term communication goals. 
 

In view of Seat’s numerous dealerships it is important that there is a recognisable company logo. It is compulsory for dealerships to use the logo, font types and exact colour types described in the ‘Corporate Identity Guide’ of Seat. In all promotional campaigns these features must be used in the proper way, to ensure the corporate image is rightly perceived by the groups in the field of forces. Moreover, all written communication between dealers and customers must be printed on Seat’s stationery. Business cards, faxes, letters, etc., everything has to suffice with Seat’s standards for communication with customers.  

Every dealership receives a budget for commercial activities. All commercial activities, such as advertisements in newspapers, have to be approved by Seat Netherlands. If the management of a dealership has its own ideas for an advertisement an official advertising agency should create the advertisement, completely in line with Seat’s standards for colours, fonts and interfaces. Every promotional activity has to fit in with the desired image of Seat. The dealerships can view all communication of Seat Netherlands, such as which advertisements can be ordered. 

   
It is important that there is coherence between the actual corporate identity and the desired identity of a company. If there is not a broad conformity between these two aspects of an organizations’ communications, serious image problems can be the consequences. If the image is clear and conforms to the identity of the organization, the public knows what the organization stands for. If the actual identity is less positive than the desired identity, management must take other measures aimed at changing the corporate identity. 

The desired identity is the set of actual characteristics of the organization by which the company would like to be perceived by customers, hence the target group. 

Each company is unique, and its evolving identity has to reinforce its external image. Uniqueness is also a key to reputation building and competitive advantage among professional service firms. Being unique, credible and consistent breeds imitators and spurs competition. 


[image: image11]
Figure 3.7: (from: Birkigt and Stadler, 1986) Relation organisation identity and corporate image

Personality

The personality of an organisation consists of its mission and general objectives/goals
.

Seat would like to be perceived as ‘distinctive’; ‘sporty’, have an ‘unconventional design’ and ‘athletic technique’. Seat gives value for money. Seat is a young, innovative and trendy brand. These characteristics should distinguish Seat cars from other cars. As mentioned before the general goals of Seat Netherlands are: 
· Higher spontaneous brand familiarity (now 24%)

· Higher car model familiarity

· A clear and unambiguous brand image
· Dutch Market share growth from 1.7 to 2.0

All characteristics of the organisation of Seat, such as typefaces, specially designed colours, slogan, logo and communication activities are being used to carry out the message of sporty, young, innovative and trendy cars. These communication activities should increase the name familiarity and help to create the desired identity in order to sell more cars. 

Behaviour

This element is very important, because this is the aspect that the external target groups witness and on which they base their opinion of an organisation
. The behaviour is the way an organisation manifests itself to the public. This can be in several ways, for example, products and services that are offered, the prices of the products and the social behaviour of the employees
.
Because Seat Netherlands sells cars through its dealerships, the customers do not have contact with the central organisation. Seat Netherlands uses various communication tools, such as national TV- and radio campaigns, advertisements, the sponsoring of events and ‘special offer’ materials presented at the dealerships. In order to maintain and increase the perceived image it is important for Seat that the dealerships create trendy and sporty scenery in the showroom to support the desired image.  
Furthermore, it is of crucial importance that there is sufficient and clear communication between the central importer of Seat and the dealerships. The dealerships have to be informed of all Seat’s promotional activities, strategies and short term and long term targets. In this way the management of the dealerships can feel involved in the company and management of the central importer of Seat. Seat Netherlands organises a yearly dealer meeting, to keep the management of the dealerships informed of the strategies and goals for the future. Moreover, with every introduction of a new car, the sales manager of the dealerships receives training about the car features and its performances. 
Visual identity
This element is also referred to as ‘symbolism’. This is the way the corporate identity is expressed visually: the house style, logo, advertisement and packaging of the products etc
.


Not all Seats’ dealerships look the same, every dealership is different. Seat has a lot of guidelines for architecture and materials that may be used. New Seat Centers, as Seat calls the dealerships, must be built by the set architecture and materials part of the Corporate Identity Programme, thus creating better visual recognition amongst the target group. The Corporate Identity Programme is designed to carry the brand into the future, based on its strategic positioning, ‘Automotive joy of life’, by enhancing the characteristics most directly associated with the programme:

– Expressive design

– Bold, friendly appearance.

In short, to convey the brand claim ‘Auto Emoción’ through the dealer architecture. 
  Below on the pictures one can see the exterior and interior that has to be perceived by the target audience as trendy, sporty and innovative. W
 SEAT Corporate Architecture guideline
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Communication activities
The communication activities of an organisation are all the messages sent, in order to accomplish the organisations objectives
. The different communication/ marketing tools are being described:
National television campaign

Seat Netherlands operates under Seat S.A. in Spain. Therefore the image building mass- campaigns are created in Spain. These campaigns are being launched in all 66 countries
 in which the car brand Seat is active. The marketing office in Spain makes decisions about the right commercials to fit the desired image. 
Advertisements in magazines and papers
Seat advertises in car magazines. These advertisements are usually part of a national campaign. These national campaigns are created and approved by the management office in Spain. 
Sponsoring events

As a reason to sponsor specific events, Seat gives the following reasons:

· They ‘fit’ with Seat 

· A lot of visitors

· Customers experience Seat

· Differentiated vs. standard commercials

· To obtain customer data (personal address information of potential customers)
The Seat events stand for: 

· ‘goose bumps’
· guaranteed quality

· Events offer first rate opportunity to ‘hitch in’

· Some of the dealerships have used this opportunities to the fullest

A few of the events Seat sponsors are: Seat Godo Open Tennis Tournament, 
A Seat car participates in the Dakar Race, DJ Armin van Buuren Parties, End of the year party at the Dam in 2005 and Shell Helix SEAT Cupra Cup Trophy of the Dunes Zandvoort. In the Fast Forward Dance Parade, a dance parade with different music trucks, a special Seat truck with DJ Armin van Buuren will participate in the parade.  The parade in Rotterdam is visited by 350.000 visitors. The sponsoring of the events has as goals to increase the spontaneous brand familiarity, portray the brand image as young, sporty and innovative and increase traffic to the seat website and the dealerships. 

Events organisation for loyal customers

Seat organises each year the so-called ‘relation day’ for loyal customers. On this event the manager of the fleet of cars of a company receives a birthday present. Since this event takes place once a year, all managers have already celebrated their birthdays. Seat also buys a lot of tickets for special events and these tickets are divided amongst the dealerships. The management of the dealerships can invite their biggest customers and accompany them to the event. In this way, the relation between customer and dealership is being strengthened.  Some of the events the dealerships can invite their customers to: Bavaria city racing, DJ Armin van Buuren Parties, Live! in concert, Fast Forward Dance Parade and the BP Ultimate Masters of Formula 3 (racing at Zandvoort). 
Dealerships 
All Dealerships have their own internet site, which is designed by Seat and is according to Seat’s standards for corporate image.  The dealerships can order advertising material to announce special offers. Moreover, the dealerships are obliged to keep the showroom up to Seat’s standards with commercial material, banners and flyers. 
Direct Mail
Direct mail is another tool that Seat makes use of.  Seat e-mails their customers about new products and special offers. They obtain these e-mail addresses through the RDW, the Dutch royal traffic services. (Dienst wegverkeer) The British equivalent of this organisation is called the ‘Driver and Vehicle Licensing Agency’. 
 All Dutch car owners are registered here and it is specified in which car brand they drive. Seat sends e-mails or regular mail to all the registered Seat drivers. The Seat drivers are being kept up-to-date on Seat news and activities. 
Moreover, Seat sends special offers and promotes its new car models through direct mail. During the Seat events a promotion team also tries to obtain as much e-mail addresses as possible. Direct mail is an important tool for Seat, since a lot of Seat drivers can be relatively easily reached with a limited budget. Seat also sponsors events and one of the reasons to do this, is to obtain as much data as possible from potential customers.
Internet
The final communication tool the Seat uses is the website www.seat.com. The Dutch equivalent of this website is www.seat.nl. This website includes all the Seat Dealerships around the country, products and special offers that can also be found with the dealerships. Customers and members of the press can obtain information about upcoming Seat events and activities. Customers can also request a test drive of all Seats car models with a near dealership.   

3.7 Conclusion

In order to research a brand image, one must first define the brand identity. The image is a reflection of the brand’s identity. Seat uses ‘brand personality’ to describe its identity. Brand personality is the use of human characteristics to describe a brand or the identity, for example ‘sturdy’, ‘rebellious’ and ‘masculine’.

 The brand is a product brand, because the average consumer will have a stronger feeling about the specific products of the brand, the cars, than of the company itself.

It is important to obtain a clear view about the type of brand, in order to research it. Since the brand is not a corporate brand, the opinion of the respondents concerning the organisation is not important. The respondents probably do not have knowledge about the central importer. 
Seat PonCar Netherlands uses different communication tools to attract consumers: national advertisements campaigns and the sponsoring of events are the two major ways in which the brand communicates to the public. In the following chapter can be read if the target group and the potential customers of Seat can confirm the characteristics that were defined in this chapter.
Chapter 4: Brand image
In this chapter I will describe the desired brand image of Seat. Secondly, I will present the survey results.  Finally, my conclusion of the survey results.
4.1 Image forming
Brand image is the totality of consumer perceptions about the brand, or how they see it, which may not coincide with the brand identity. Companies have to work hard on the consumer experience to make sure that what customers see and think is what they want them to.
 
Brand images are networks elements stored in long-term memory. The core of such a network is a brand name, which is linked to a number of other knowledge elements, or associations.
 
As schematically shown in the diagram below, there are three aspects that can influence the brand image:

[image: image15]
Figure 4.1: A summary of the process of inductive inference on brand image 

Marketing communication

Marketing communication is a very important instrument to give content to the brand image. A barely profiled image is susceptible to all kinds of influences. The management can directly influence the image by making use of communication tools. The tools used by Seat, to create the desired brand image in the minds of the target group and potential customers, are shown schematically in the diagram below. 

[image: image16] Figure 4.2 Seat Strategically building stones of brand image

Seat mania is a programme that presumably will start at the end of November 2006: to create the ‘Seat’ feeling at the dealerships. The subject of the Seat Mania Guide is the brand positioning of Seat. Seat Mania is a programme that is designed to explain the brand values and the identity of Seat to the salesmen. The other communication tools are described in the previous chapter. 

Consumption experiences
The experiences that consumers have with the brand Seat can indirectly be influenced by Seat through the dealerships: for example service level, after sales and sales can play an important role in the experiences of the consumers with the brand Seat.  

Social Influence
The opinion of consumers can be influenced by the opinion of others. This aspect of the image forming cannot be influenced by Seat. Before consumption experiences and social influences can play a role, the management should try and steer the brand image in the direction of the brand identity as much as possible. 
 
4.2 Introduction to the survey
In order to research Seat’s brand image I conducted a survey amongst 200 respondents. I distributed the survey through the internet. In this way I could reach habitants from different provinces. I also asked the customers of Seat Dealership Bergschenhoek to fill in my survey. Moreover, I asked some members of a Seat Club to fill in my survey at a meeting and visitors of the Autoweek.nl forum. I also asked friends, family and students to fill in the survey. 122 surveys were filled out by respondents through the internet. I asked visitors of the Autoweek.nl forum and visitors of Studentonderzoek.nl to fill out the survey through the internet. Some acquaintances and colleagues also filled out the survey through the internet.    Friends, family and students at the Higher Institute of The Hague filled out 35 surveys. I asked random people in the city centre of The Hague to fill out the survey and I received in total 22 surveys from these respondents. 12 members of a Seat Club filled out the survey and 9 customers of Seat Dealership Bergschenhoek. 
The two age groups that applied mostly to the participants are: 18-25 and 26-35. The majority of 72% belong to these age groups. The other participants belong, in overall, to the age category 36-45 and 46-55.  The group consists of 53% men and 41% female. 71% never owned a Seat car. The respondents that do or have own a car from the Seat brand (19%) are almost all satisfied.  10 % of the respondents did not answer this question. In the survey I asked the participants about the brand Seat, the logo, the car models, the internet site and the core values of the identity of Seat. 
Since I only had the means to question 200 people, this research is not representative for the Netherlands. In this view, this research can be seen as a pre-research and these results give a roughly view of the opinions of the target groups and potential customers. The division in respondents are shown in the graphs presented below:
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4.3 Brand knowledge
The brand image refers to the associations it evokes within the minds of the target group. Since first impressions can be really important I asked how the respondents first came in contact with the brand. The first contact of 46 % of the respondents with Seat was ‘cars on the streets’. 15% first learnt about Seat through TV commercial. The other participants came first in contact with Seat through radio commercials, internet and car magazines.   
In order to find the spontaneous brand awareness I asked the following question: ‘Do you link the word ‘Seat’ directly to the car brand?’ 86% of the respondents answered that they linked ‘Seat’ directly to the car brand. 
 In the survey I asked the respondents what the first thing is that comes to their minds, when hearing the brand name Seat. Moreover, I showed the respondents the logo of Seat and asked their opinion. The logo is being used in national advertising campaigns, on the website and is printed on the cars, on the Seat stationery and the dealerships. The logo is a symbol that can play an important role in the recognition of the brand by the potential customers and the target group. The logo should fit the brand identity. It is therefore important to ask the respondents about the Seat logo.  
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The respondents could fill in several answers, as shown in the graph above. The distribution code is 345 answers of the respondents. As one can see, three aspects are named often when thinking of Seat: ‘car’, ‘to drive’ and ‘sporty’. As Seat is of course a car brand it is not surprising that the majority of the respondents think of cars and driving when hearing the name Seat. A very interesting point is however, that ‘sporty’ is also named by 65 people. This is very positive point for Seat, since the term ‘sporty’ is one of the core characteristics of the brand identity. 

The logo is also perceived by a majority as ‘sporty’. The second aspects that are named often are the colours of the logo. Moreover, the characteristics ‘trendy’ and ‘modern’ are also chosen a lot. 73% of the participants in this survey think that it is a fitting logo for Seat.
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In order to find out what associations the brand Seat evokes, I asked the respondents to give their opinion about some statements.  As one can see in the graph below, the majority of the participants (40%) do not think Seat has a unique design, 4% even highly disagrees. 

37% of the respondents agree that Seat is ‘differentiated’ and has its own unique identity. 35% disagrees with this statement. The claim ‘Seat has a sporty driving nature’ is agreed by 46% of the participants. 
To measure the core elements of Seat’s identity, I asked if the participants agreed on Seat being sporty, young and innovative. Moreover, I asked the opinion of the respondents about several aspects, such as the amount of advertising and the amount of car models Seat produces.
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Seat is being associated with sporty, young and innovative. The association of ‘innovative’ and ‘young’ is not as strong as ‘sporty’.  This is deducible of the graph ‘What comes first to mind, when hearing the brand name Seat?’ This also appears of the graph with associations: ‘Young and innovative’ and ‘Do you think that the terms Young, daring and sporty fit the brand?’ To the statement ‘young, daring and sporty’ significant more participants agree to than to young and innovative. Also Innovative (3%) and young (2%) were less chosen as associations to the brand name. Very interesting is the fact that woman think Seat is not so young and innovative, while men mostly agree with Seat being innovative and young. 36% of the women participants even highly disagree with Seat being innovative and young. 
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4.4 Car model familiarity 
In order to research the image of the brand, it is also important to have knowledge about the car model familiarity. If people do not know the products of Seat, they cannot make proper associations of the brand.  Moreover, a well known car model can be used in the advertising campaigns in order to create the desired identity. 67% of the respondents know the car models of Seat. The Seat Ibiza is mostly named first. 105 respondents named this car first when asked to name the known Seat car models; in total 169 respondents named this car. The Seat Leon is the second best known car model; 125 respondents named the Seat Leon, of which 78 respondents named this model first.   

In order to find out the spontaneous car model familiarity I showed a picture of the new Seat Leon in the survey, only 46% recognised the car. This means that a lot of people do not have much knowledge about the new Seat Leon model. In order to increase the brand awareness of the brand, people first need to know what type of car models Seat produces.  
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51% of the respondents would consider a car of Seat if they were to buy a new car. It is not clear, how many of them would actually buy a car.  It is a positive point for Seat, that at least half of the respondents will take a car model of the brand Seat in consideration. That still leaves 59%, of which 13% of the respondents will not even consider the brand Seat. The other 36% did not give an answer to this question. So probably they do not know whether to consider the brand Seat. In overall, one could say the image of Seat is positive.  The majority agrees that Seat is value for money. This is a positive point for a Seat. 
As a result of extensive desk research and discussing the brand Seat with family, friends, colleagues, students and acquaintances, I thought that people considered Seat as a cheap substitute for a Volkswagen car. However, 40% of the participants disagree with this statement. 28% do agree to this statement, but this is less than I anticipated before my research. It appears that Seat is getting more and more its own identity and is not being linked directly to the other brands of the Volkswagen Group: Volkswagen, Audi and Skoda. 
4.5 Survey conclusions
The brand name Seat evokes different associations among the target group of Seat. Most people associate Seat with the products it produces and the use of these products: cars and driving. Since Seat is a car brand it is not surprising that people think about these aspects. Another aspect people tend to associate Seat with is ‘sporty’. This is a very positive development for Seat, because ‘sporty’ is one of the core values of the identity. The other two values of the core identity: ‘innovative and young’ are also being attributed to the brand, although to a lesser extent. Remarkable here is, that men associate Seat more often with ‘young and innovative’ than women. Since Seat is not aiming for the feminine buyer this could be a positive development. 


A very small group of the respondents think of Seat’s slogan when hearing the brand name. Somewhat more than half of the respondents are familiar with the slogan; ‘Auto Emoción’. The slogan is an important recognition sign for the brand. It is important that a lot of people are familiar with the slogan. Almost half of the respondents do not recognise the slogan as Seats’.  


The majority of the respondents came in first contact with Seat though ‘cars on the street’, through acquaintances or by reading car magazines. Only 15% of the respondents first learnt about Seat through an advertising campaign. This can be a disadvantage for the brand Seat, since social influence can have an effect on the brand image. 

The majority does not think Seat has a unique design. Moreover, a small majority disagrees with the statement: ’Seat is differentiated and has its own unique identity’. Since there are also a lot of people who do agree, one cannot conclude much from these answers.    

More than half of the respondents have never visited a Seat dealership. The people who visited a dealership do not really have an opinion about the scenery of the dealership. 33 respondents think Seat looks just like any other car brand dealership. Only 12 people describe the showroom as sporty. One can conclude from this that Seat’s dealerships are not being perceived as sporty.

 I also asked the respondents in an open question whether they were of the opinion that the dealerships fit in the identity of Seat. 42 people answered this question; the majority do not think the car showroom and the dealership in overall fit the identity of Seat. Only six respondents think that the visited dealership fits the identity of Seat. One cannot tell of course which dealership and showroom have been visited by the respondents. Among the respondents of the survey was a Seat salesman, who also had his internship for his bachelor degree at Seat Pon International. He claims that there is no uniformity among the dealerships. Simple aspects such as lighting, floors, arrangement of the cars and the presentation of special offers are different in every dealership. One can conclude from his answer and the adding up of all the other answers of the respondents that the scenery and the decoration of the dealerships do not really fit the desired identity of Seat. 
The Seat Ibiza is the best known car model among the respondents. The majority named this car first. Almost all respondents know this car. The Seat Leon is the second best car model. 

One third of the recipients would consider a car of the Seat brand if they were to buy a new car.  Obviously, this does not mean that these respondents would actually purchase a car of the brand Seat, although it is positive that they are willing to consider it. The majority of the respondents do not know whether to consider a car of the brand Seat or simply do not consider a Seat car.

Another important outcome of this survey is that the majority never visited the Seat website. This is an important marketing tool for Seat. An important goal for the sponsoring of events is even to obtain e-mail addresses in order to generate traffic to the website. One can conclude that not many people are informed about the Seat website or simply are not interested in visiting the website.  

Another outcome of the survey shows that not a lot of people are familiar with the Seat events. 72% of the respondents are not aware of these activities, while all the respondents fit in one of the target groups, as described in chapter 2, paragraph 2.5. Actually, every potential buyer fits in the ‘target group’ because Seat is of the opinion that it would be ‘unfaithful’ to define one single type of buyer and exclude potential customers from the target group. 
Chapter 5: Conclusions and recommendations
In this chapter I will first make an analysis. Secondly, I will give the conclusion of my research and answer my final question. Thirdly, I will describe the communication goals and the objectives. Furthermore, I will make a time table to reach the objectives. Finally, I will give recommendations. 

5.1 Analysis
In order to find out if there are any discrepancies between the brand’s desired image and the actual perceived brand image, I will make an analysis between these two elements.    
Figure 5.1: Brand image analysis


As one can see in the analysis, a gap has been identified between the actual perceived image and the desired image. Half of the respondents perceive the brand seat as young, innovative and distinctive. Half of the respondents think that Seat has its own unique identity. This implicates that also half of the respondents does not associate Seat with young, innovative, distinctive and ‘own unique identity’. Moreover, Seat does not have a unique design. 
It is obvious that the aspects young, innovative, distinctive, ‘own unique identity’ and especially ‘unique design’ are not well enough expressed through the identity.  After all, the image is a reflection of the identity. If the management would like to influence the image, the elements of the identity have to be changed. The elements of the identity are: communication, visual identity, personality and behaviour.  The management could, for example, change the communication towards the target audiences and the potential customers. 
A positive thing for Seat is that the public do associate these aspects with the brand: sportive, modern and trendy.  
Since a part of the perceived brand image does not correspond to the desired brand image, Seat should bring these two elements closer together.  The management should use communication to minimise the discrepancies. In order to achieve this, several recommendations can be made, which are discussed in section 5.6.

5.2 Conclusions
For clarification reasons I repeat my central question:

Does the brand image, as perceived by the Dutch target group, correspond to the desired band image of Seat Netherlands and how can possible discrepancies be minimised?  

I can conclude after making the analysis, that there is a discrepancy between the perceived brand image and the brand identity. 
Seat introduced at the beginning of the year the new marketing and communication strategy ‘Nueva Seat’. Since I have not measured the image of Seat before the introduction of the new brand positioning of Seat, I cannot exclusively conclude that this strategy is working and is the reason for the positive development the brand Seat is going through. I can conclude that the term ‘sporty’ is being attributed to the brand name Seat, as well to the logo. This is a very positive development for Seat since it is the most important core value of the brand. 
The other core values, ‘Innovative and young’ are also being attributed to the brand, but not to the same extent. However, this means Seat is perceived by the target group as it is described in the brand identity. 
The most interesting part is that women do not attribute the characteristics ‘young and innovative’ to the brand. A majority of the women even chose in the survey ‘I highly disagree’ that Seat is young and innovative. Previous research shows that women buy more cars than men and have a saying in up to 85% of the car purchases made by men. 
 The influence of women on the purchase of a car is also mentioned by Colin Sweens, Sales Manager Dealership Bergschenhoek, in the interview. 
Moreover, the public is of the opinion that Seat does not have a unique design. The opinion is divided concerning the ‘distinctiveness’ aspect of the brand and Seat’s unique identity.  As mentioned before in the SWOT-analysis, Seat is the only Spanish car brand on the Dutch market. This aspect of the brand’s identity could be emphasised more in national advertising campaigns in order to create distinctiveness amongst competition and to create a unique identity.   
 There is a lack of uniformity amongst Seat Dealerships. I can conclude this from the interview conducted with Senior Account Manager Dealerships, Remco van der Meer. This is also an outcome of the survey. The dealerships are in cases described as sporty, although usually ‘just as any other car dealer’. This implicates that the dealerships do not fit the brand identity of Seat. Communication tools should be used to create the desired identity amongst the dealerships. 

Furthermore, there is not much awareness of the ‘Seat events’ amongst the target group. Seat is the only car brand that sponsors for example a DJ. This emphasises the uniqueness of the brand. It is creative and expensive to sponsor a DJ and therefore important that this is noticed by the target audience. 
I can conclude from the survey results, that the majority of the respondents do not visit the website. The website is a relatively easy and cheap tool to reach the target group and potential customers. On the website, interested customers can find information concerning different car models, Seat’s activities, news and information about the events. If customers are not interested in visiting the website, the website has to be improved. 

Moreover, People are not aware enough of the slogan of Seat or the fact that it is a Spanish brand. Seat is the only Spanish car brand on the Dutch market. Seat claims that it has a unique, Spanish design and is distinctive from other car brands
. The slogan ‘Auto Emoción’ fits the desired identity perfectly, because Seat produces cars for the emotional driver. Therefore it is important that customers and potential customers know the slogan of Seat. The slogan is also important, together with the logo, as a recognition sign of the brand


The Ibiza is the car model that is best known to the public. In the interview Colin Sweens mentioned that the car model ‘Ibiza’ is better known than the brand name of Seat itself. This is the conclusion of previous research done by Seat and was presented to him during the training for the introduction of a special Ibiza model. Almost all respondents know the Ibiza car model, the second best known car model is the Seat Leon. It is positive for Seat that the majority of the public knows these car models. It is not surprising that these models are Seat’s top selling models. 

The second part of my central question: ‘How can possible discrepancies be minimised?’ will be answered in the following sections.
5.3 Communication goals
A gap has been identified between the actual perceived brand image and the desired brand image. In order to minimise this discrepancy, communication tools should be used. The first important step towards the solving of the problem is to determine the communication goals. These goals are general aims that need to be achieved when trying to solve the problem
.  

· Increase brand awareness
· Increase awareness of brand identity; the core values of the organisation 
· Increase car model familiarity
· Increase awareness for Seat events 

· Create the desired brand identity amongst dealerships
5.4 Objectives
To reach the stated communication goals, the awareness of the brand Seat and the core values of the identity have to be increased amongst the target audiences and the potential customers. Moreover, there has to be created more uniformity amongst the dealerships and therefore collaboration between the central importer, PonCars Netherlands and the dealerships has to be improved. This implicates that there are several target groups that have to be reached in order to solve the problem of the discrepancies analysed with the help of the gap instrument.

The next step in minimising the discrepancies is to establish objectives to reach the communication goals. These objectives provide as accurately as possible what one wants to achieve with a certain target group in the future.
 Communication objectives have to be concrete, quantified, timed and measurable.
 By sticking to these criteria, one can measure the success of the communication that was used.
  By studying the available figures of the Seat dealer meetings and the figures and conclusions of this research, I made these reachable objectives for the brand. In the figure below one can see the target groups for the communication goals and the determined objectives. 
	Communication goals
	Target group
	Objectives
	Time Table

	Increase brand awareness


	Seat’s target audiences and potential customers
	35% of the target audiences and the potential customers have to be aware of the brand Seat
	January 2007
-

January 2009

	Increase awareness of brand identity
	Seat’s target audiences, the potential customers and the dealerships
	25% of the target group and the potential customers have to be aware of the three core values of Seat: sporty, young and innovative
75% of all the dealerships are aware of the core values of the identity
	January 2007
-
January 2009

	Increase car model familiarity


	Seat’s target audiences and potential customers
	50% of the potential customers and the target audiences have to be aware of all seat car models
	January 2007
-

January 2009

	Increase awareness for Seat events


	Seat’s target audiences and potential customers
	25% of potential customers and target audiences have to be aware of the Seat events.
	January 2007
-

January 2009

	Create the desired brand identity among dealerships


	Dealerships
	The appearance of 75% of the dealerships has been adjusted to fit the desired brand image.
	January 2007
-

January 2008


5.5 Organisation and timetables
In this paragraph I will make time tables for the different communication goals and its objectives. The three different target groups of Seat: Early stages, Established and Determined practical have been specified in the table per activity. The characteristics of the different target groups are described at paragraph 2.5. 

The first scheme has been made for the first four communication goals, since these goals all benefit from the activities presented below. The goals are: 
· Increase brand awareness
· Increase awareness of brand identity; the core values of the organisation 

· Increase car model familiarity
· Increase awareness for Seat events 

The seat events ought to be mentioned in the national advertising campaigns. Preferably, all different media used in the campaign could promote the Seat events. If this is not a possibility, due to deadlines of the events, only one media could promote the event, for example radio. This media would also cost less than for example television.   
	Activity
	Instrument
	Target group
	Date
	Frequency

	Research brand familiarity amongst target groups and potential customers
	Surveys/

Interviews

communication bureau
	-Early stages
-Established
-Determined practical
-Potential customers

	January 2007
	1x

	Research interests of target groups
	Surveys/

Interviews

communication bureau
	-Early stages
-Established
-Determined practical

	January 2007
	1x

	Analysis Research
	Communication bureau
	-Early stages
-Established
-Determined practical

-Potential customers
	February 2007
	1x

	Communicate research outcome
	Intranet
	-Dealerships
	March 2007
	1x

	Design national campaign and determine which media to be used
	Communication bureau
	-Early stages
-Established
-Determined practical

-Potential customers
	March 2007-

April 2007


	1x

	Run national campaign
	Television,

radio, magazines, internet
	-Early stages
-Established
-Determined practical

-Potential customers


	May 2007-

October 2007
	1x

	Research effectiveness national campaign
	Surveys/

Interviews

communication bureau
	-Early stages
-Established
-Determined practical

-Potential customers


	November 2007 and November 2008
	2x

	Evaluate effectiveness national campaign
	Communication bureau

-PonCar management
	-Early stages
-Established
-Determined practical

-Potential customers


	December 2007 and December 2008
	2x

	Communicate results national campaign
	Intranet
	Dealerships
	January 2008 and

January 2009
	2x

	Design new national campaign/

or adjust campaign
	Communication bureau

-PonCar management
	-Early stages
-Established
-Determined practical

-Potential customers


	January 2008-April 2008
	1x

	Run national campaign
	Television,

radio, magazines, internet
	-Early stages
-Established
-Determined practical

-Potential customers


	May 2008-

October 2008
	1x


The second scheme has been designed in order to increase awareness for the Seat events.
	Activity
	Instrument
	Target group
	Date
	Frequency

	Research interests of target groups
	Surveys/

Interviews

communication bureau
	-Early stages
-Established
-Determined practical

	January 2007
	1x

	Research events to sponsor per target group
	Surveys/

Interviews

communication bureau
	-Early stages
-Established
-Determined practical
	January 2007
	1x

	Analysis Research
	Communication bureau
	-Early stages
-Established
-Determined practical

-Potential customers
	February 2007
	1x

	Communicate research outcome
	Intranet
	-Dealerships
	March 2007
	1x

	Determine which events to sponsors
	-PonCar management

-Communication bureau
	-Early stages
-Established
-Determined practical

-Potential customers


	March 2007-

April 2007


	1x

	Determine which media should be used in order to create awareness for the events per target group
	PonCar management

-Communication bureau
	-Early stages
-Established
-Determined practical

-Potential customers


	March 2007-

April 2007


	3x

	Advertise for the event
	Television,

radio, magazines, internet
	-Early stages
-Established
-Determined practical

-Potential customers


	Two weeks prior to the event
	6x

	Sponsor event
	Event
	-Early stages

	May 2007-December 2007

and June 2008-December 2008
	2x

	Sponsor event
	Event
	-Established
	May 2007-December 2007

and June 2008-December 2008
	2x

	Sponsor event
	Event
	-Determined practical
	May 2007-December 2007

and June 2008-December 2008
	2x

	Research effectiveness of sponsoring events
	- Surveys/

Interviews

-Communication bureau

-PonCar management
	-Early stages
-Established
-Determined practical


	January 2007 and directly after the date of the event/ January 2008 and directly after the sponsored event
	4x

	Evaluate the  effectiveness of the events
	-Communication bureau

-PonCar management
	-Early stages
-Established
-Determined practical


	February 2007

January 2009
	2x

	Communicate results
	Intranet
	Dealerships
	March 2007

February 2009
	2x

	Determine new events to sponsor
	-Communication bureau

-PonCar management
	-Early stages
-Established
-Determined practical
	April 2007-May 2007
	1x


The last table contains the organisation and a timeline to reach the last communication goal: ‘create uniformity amongst the dealerships’. 
	Activity
	Instrument
	Target group
	Date
	Frequency

	Research of decoration and scenery dealerships
	communication bureau/
Seat stylist
	-Dealerships
	January 2007-
May 2007
	Visit all  dealerships

1x

	Research knowledge brand identity of sales employees
	Communication bureau/Surveys and interviews
	-Sales employees
of dealerships
	May 2007-
June 2007

And

October 2007-November 2007
	2x

	Adjust scenery of  dealerships
	Seat stylist
	-Dealerships
	May 2007-
August 2007
	1x

	Train sales employees if not familiar with Seat’s brand identity
	PonCar management/

Flyers/Brochures/Intranet/Possible meeting
	-Sales employees dealerships
	August 2007-September 2007
	1x

	Check knowledge brand identity Seat
	Communication bureau/Surveys and interviews
	-Sales employees dealerships
	December 2007-January 2009
	4x per year

	Check scenery and decoration of dealerships
	communication bureau/

Seat stylist
	-Dealerships
	December 2007-January 2009
	2x per year


5.6 Recommendations
In this paragraph I will present the recommended activities for Seat to minimise the discrepancy between the desired brand image and the actual perceived brand image. 
1) Research on brand familiairity amongst target group and potential customers

· As already mentioned in this thesis, the means to research the opinion of the target group were limited. I conducted 200 surveys, however a more accurate view of the overall opinion of the people of the brand Seat, will be presented in a research among for example 2000 respondents. It is advisable that the company of Seat would research the brand awareness and the awareness of the core values of the brand identity more thoroughly.  
2) Increase brand awareness amongst target group/ Increase awareness of the brand identity
· Advertise more on a national level; the majority of the people are of the opinion that the brand Seat does not advertise enough. Preferably an advertisement in the Dutch language, because this is easier to understand for potential customers and the target audience. It is shown in previous research that people tend to attribute advertising messages to brand names. It is therefore important that the brand creates a commercial that people tend to remember. 

· Communicate better on the Seat events: advertise for the events.

· Advertise at places or events where you can reach your target group and a lot of potential customers: people of Seat’s target audiences are interest in football. Advertise at football matches, preferably at matches of the Dutch National Team. In this way Seat does not have to choose between soccer clubs or teams. 

· Seat’s core value is ‘sporty’; however the brand only sponsors racing events. It could sponsor for example a national team of a popular sport. Telecom Company Telfort sponsors a national ice skate team. Seat could also sponsor a team, such as a hockey team or perhaps a beach soccer team. 

· Create a Seat ‘lifestyle’, with special Seat gadgets, clothes etc. The products all have to fit the brand identity of ‘young, innovative and sporty’.
· Create special editions of the car models. Seat could also cooperate with for example a company such as Red Bull, which sponsors a lot of extreme sports events, or Adidas, which aims for ‘young of spirit’ and sporty people. 
3) Increase car model familiarity
· More national advertising campaigns: create a simple, remembering commercial for the new car and emphasise the slogan of Seat and the brand’s Spanish background.
· Rent-A-Seat: people can cheaply rent a Seat, completely covered in advertising messages. Preferably, messages of the latest campaign or images of the TV commercial. The cars customers will lend of the dealerships should also be covered in advertising messages. Not in the usual way, however in a more creative way, so that the cars will really draw attention.
4) Increase awareness for Seat events 
· Advertise more obvious on the Seat website for the Seat events. On the website is a small part reserved for the events, where people who are already interested can find information about the events.  Visitors of the website should see, for example, a promotion banner of the event on the front page of the website.  
· Mention the upcoming Seat events in the national advertising campaign.
· A new marketing tool has been introduced in Australia
: stamp your brand name literally on the skin of the target group. In nightclubs and at big events people are being stamped as a recognition sign for paid fares, paid toilet use etc. It is also possible that the attendants of the party do not have to pay for the toilet if they give their e-mail addresses to Seat. 

· Seat already has a flyer team, but this could be improved by creating more teams. The costs are relatively low to hire some students who would like to distribute flyers at parties as a side job. The teams could also distribute flyers in advance in the city centre where the event is being held to create more awareness.  
· Create free-publicity: invite journalists to the events to write an article in the paper about the event.
5) Create new target groups
· Seat does not aim for women in particularly, although women buy more cars and have a saying in up to 85% of the car purchases of men. 50% of the car customers are women.
 The brand’s communication tools could be used to aim for women and men. The core values of the brand ’sporty, young and innovative’ could easily apply to women as well. This could be done in several ways:
· Advertise in magazines designed for women, such as Cosmopolitan or Linda. The target group of these magazines: women in age category 20-40, ‘beauty meets brains’ and sexy women who usually make enough money, to be able to afford a new Seat car model.  A lot of readers are students and will be earning enough money to be able to buy a new car in the future. Another positive point of these women is that they spend their money easily. 

· Advertise in the hit series ‘Gooise Vrouwen’ at television station Talpa with an average of 1.7 million viewers per show. Seat could also sponsor this show and a star of the show could drive a Seat in the show.
· Create a limited edition of a car model, such as the ‘Cosmopolitan Seat Leon limited edition’ with a special space reserved for her make-up and docking station for her I-Pod or cellular phone.
· Be present at events that are especially designed for women. Seat could also make a partnership with, for example, the Bijenkorf. This is a store where a lot of women from all age categories shop and usually have the right income to be able to afford a new car. The car could be on display in the store on a special podium with light and sound effects etc. to create a sporty, young and innovative identity for Seat. 
· Train the salesmen of the dealerships in selling to women. 
· Try to enter different car segments with new car models, for example a sedan, a station car, a SUV (Sports Utility Vehicle), or a convertible car. 

· Extensive research on competitors and potential customers. Why do potential customers buy a car of another brand? Which characteristics are these people looking for in a car? By researching these aspects Seat can design new car models that fit the needs of potential customers or find a new target group, with the help of communication tools that are suited for the current car models.  
6) Create the desired brand identity among dealerships
· Clearer and more transparent communication to the dealerships. There is no uniformity among the dealerships. Seat has to work with different managements and of course the own ideas and feelings of the owner(s) of the dealership. Create a ‘we’ feeling, a feeling of connection to the brand; educate the salesmen and the directors of the dealerships about the core values and the mission of Seat. A start to educate the Seat salesmen has already been made in the Seat Mania Guide. However, in my opinion a guide alone is insufficient to teach the salesmen about Seat’s brand identity. Training is in this case more appropriate for several reasons: the management makes sure that the guide is actual read by the salesmen and the management can test if they understand the values and can take possible actions to ensure the knowledge of the salesmen in the future.  
· Create the right scenery in the showroom of the dealerships. The decoration of the showroom has to be ‘sporty, young and innovative’ in order to create the desired brand identity. This could be achieved by making use of banners and other promotional materials. The new Seat Leon should be presented at a special podium and be displayed at a special place in the showroom, preferable with spotlights on it etc.  
7) Create more different car models

· With the production of other car models, a completely new model, instead of redesigning the old models, new potential customers and new target groups can be reached. For example, a sedan car, a station car or a SUV (Sports Utility Vehicle).  

8) Generate more traffic to the website
· As I already recommended as a tool to increase the awareness for the Seat events, flyer teams could be used to increase the amount of e-mail addresses of potential customers and the teams can give information about the website to potential customers and the target audience.
· Keep the website up-to-date and easy searchable; it is important for the customers to find exactly, directly what they would like to know about a Seat car model or an event. 

· Mention the website in the national advertising campaigns. 

· Create links to the Seat website on the car portals, such as Autoweek, Autozine, Autotrack, Autotelegraaf etc. 

· Nowadays, Pod Casting is very popular.  This is a usually free, online broadcast of a music event or television show. Place a pod cast on the website of, for example, the DJ Armin van Buuren Parties: ‘Experience the Seat feeling again!’ Seat could also place a pod cast of the introduction parties of a new car model. The new Leon was very spectacularly presented at its party, with a light show and a car ‘dance’ show with four new Seat Leon models. However this event is only accessible for members of the dealerships, usually the directors. A short movie could also be made accessible on the website for the customers or could be placed on the dealership intranet for re-experience purposes. 
· Sell cars online. People who already know which car model they would like to buy can save time by ordering the car through the internet. Seat could also make more colours and ‘tune’- possibilities available for the car on the web. 
· Visitors can create their own favourite car online, with the preferred colour, alloyed wheels and special options, such as radio and air-conditioning. A computer programme could send an offer for the exact composed car to the person through e-mail.    

· Create a special offer, which is only accessible for people who make arrangements for a test drive with a dealership through the internet.  

5.7 Final conclusion
In spite of the fact that there have been discrepancies identified between the elements image, identity and desired identity, one could say that the overall image of the brand Seat is quite positive. The core values of the identity: young, innovative and sporty, are attributed to the brand. Improvements can me made by increasing the brand-awareness, the car model familiarity and the awareness of the values of the brand. The sponsoring of events could also be an opportunity, as well as generating more traffic to the website.  Moreover, Seat is a young, modern and trendy brand and should be able to reach new target groups, such as for example women or customers in higher car segments. 

The introduction of the new marketing and communication strategy ‘Nueva Seat’ has a positive influence on the brand Seat. The anticipated growth of the market share, has exceeded the expectations. At the end of 2005, Seat anticipated a market share growth of 1.7% to 2.0% in the Netherlands. In September 2006 they adjusted this figure to a growth of 2.0% to 2.5% market share for the year 2006.
 In the future Seat could grow further in order to belong to the best sold brands in the Netherlands. Seat certainly has the potential to reach this as a young and modern brand. 
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Appendix I

In order to have a general idea about the opinion of the people of the brand Seat, I conducted three interviews with Seat drivers. The first interview is with Bernabé Polhuis (35 years old) Mrs. Polhuis works as a manager at Cannock Chase B.V., a financial company in Leidschendam. She lives in Amsterdam with her husband and does not have any children. She drives a new Seat Leon since two months, which is leased by the company for her. She uses the car for business purposes only. Before she chose the new Seat Leon, she drove the old version of this car model. The interview is in Dutch, since this is much easier for the interviewee.    

Hoe lang rijdt u al Seat?  

Sins ik twee jaar geleden bij het incassobureau als manager aan de slag ging. Ik heb toen zelf niet gekozen voor de Seat Leon. Deze leasewagen was over en vandaar dat ik de auto toegewezen kreeg. Ik heb er met veel plezier ingereden. De Seat Leon is een mooi model, hij rijdt ook erg lekker. Vandaar dat nu ik wel zelf de auto mag uitkiezen, ik weer voor Seat kies. 

Heeft u overwogen om een ander merk te kiezen?  

Ik mocht zelf bepalen welk merk ik koos, ik kon kiezen uit elk merk. Ik heb inderdaad even overwogen om een ander merk te kiezen. Het is altijd leuk om weer in een andere auto te rijden, maar ik heb goede ervaringen met Seat. Vooral het nieuwe Seat Leon model vind ik erg mooi. Het is echt een zakelijke auto waarin je gezien mag worden. 

Welke andere merken heeft u overwogen?

Ik heb Volkswagen en Kia overwogen. Veel medewerkers in de detachering rijden in een Kia. Dit vind ik ook leuke auto’s. Ik heb echter Seat nooit buiten beschouwing gelaten. Het nieuwe Seat Leon model spreekt me erg aan. Ik vind het een elegante, maar toch een stoere auto. Daarnaast is Seat ook een van de goedkopere merken om te leasen en ik vind het een goed merk. Zoals ik al eerder aangaf, is de Seat Leon een auto waarin je gezien mag worden. Ik heb verder nooit problemen ondervonden met deze auto. Hij heeft mij nog nooit in de steek gelaten. Als ik tevreden ben met een bepaalde auto, dan stap ik niet zo snel over op een ander merk. Hoewel ik wel laatst las in de krant dat veel automerken te kampen hebben met ontrouwe klanten, ben ik daar niet een van.    

Heeft u ook een ander model van Seat overwogen?

Niet echt, Ik rijd nu in de Leon en dat vind ik het mooiste model van Seat. De Ibiza vind ik meer een recreatie auto, of in ieder geval een auto voor het prive rijden, ook al zou ik deze auto nooit kopen voor persoonlijk gebruik. Het model spreekt me gewoon niet zo aan. Dan vind ik de Volkswagen Golf mooier en zou ik deze auto eerder overwegen om te kopen. De Seat toledo vind ik echt vreselijk. Het is een hele lompe auto, daarbij zijn er op dat model niet veel extra’s te verkrijgen, zoals wel het geval is op de Leon. 

Waarom zou u de Volkswagen Golf kiezen boven de Seat Ibiza?

Zoals ik aangaf, vind ik de Seat Ibiza gewoon niet zo leuk. Ik houd van wat robuustere auto’s, auto’s met een stoere uitstraling. Ik wil geen typische vrouwen auto. Ik vind de Seat Leon wel een beetje te vergelijken met de Volkswagen Golf. Ik vind de Volkswagen Golf een robuuste, sportieve auto. De Seat Ibiza vind ik daarentegen een auto die erg veel lijkt op de Leon qua vormgeving en dan verliest dit model het toch echt van de Leon. De Seat Leon is mijn model.

Wat spreekt u nu precies zo aan in de Seat Leon?

Ik gaf al eerder aan, dat ik het een robuuste, stoere auto vind. Vooral voor zakelijk gebruik is het een erg goede auto. Je kan erin gezien worden. Verder vind ik de vormgeving van het nieuwe model erg chique en stijlvol. Ook de vele extra’s die ik kan krijgen bij Seat voor een relatief lage prijs spreken mij erg aan. Ik heb mijn Leon besteld met het ‘bussiness pakket’, dit pakket bevat vele handige extra’s, zoals bijvoorbeeld parkeer sensoren. Bij een ander merk had ik dit niet kunnen bijbestellen voor het maandelijkse leasegeld. Bovendien is de man van een collega mede-eigenaar van een Seat Dealer. Daarom is het dus niet moeilijk voor mij om de beste prijs te krijgen. Ik heb ontzettend veel korting gekregen. Daarnaast weet ik wat ik krijg, ik rijd nu ook Seat en ik weet dat het een goed en degelijk merk is. Ik heb nooit problemen gehad met de auto en hij is altijd netjes onderhouden. Ik ben best merkentrouw, ik weet wat ik krijg, dus waarom veel moeite doen om een ander merk te kiezen, als de Leon gewoon goed is?

Wat vindt u van het merk Seat op zich? Vind u dit onderscheidend?

Nou, ik hou me niet zo bezig met automerken eigenlijk. Ik vind Seat een goed merk, het is wel degelijk. Verder vind ik Seat en Volkswagen wel wat op elkaar lijken. Verdere automerken zeggen mij niet zoveel, behalve dan Ferrari en Porsche.

Seat wilt graag onderscheidend zijn en een sportief karakter hebben. Vind u dat Seat een sportief karakter heeft?

Ja, ik vind wel dat een Seat sportief rijdt. Maar ik vind Porsche en Ferrari dan wel iets sportiever. Verder vind ik het niet echt onderscheidend. Naar mijn weten heeft het dezelfde techniek als een Volkswagen en een Skoda. Toch vind ik de Seat Leon wel een eigen karakter hebben. 

Seat is een Spaans merk, was u daarvan op de hoogte?

Nee, dat wist ik niet, maar nu begrijp ik ineens waarom de modellen  ‘Ibiza en ‘Leon’ heten. 

Als Seat meer de nadruk zou leggen op haar Spaanse achtergrond, zou dit volgens u een positive ontwikkeling kunnen beteken in de ontwikkeling van een eigen identiteit van het merk? 

Ja, ik denk zeker dat dit wel een positief punt is voor het merk. Ik dacht dat alleen de Italianen en de Fransen auto’s maakte. Het lijkt me dus wel uniek voor een automerk om uit spanje te ‘komen’. 

Wat zijn uw hobby’s?

Ik vind het erg leuk om uit eten te gaan. Daarnaast ben ik een groot muziekfan van bijna elke muzieksoort. 
I conducted the second interview with Charlene Rompa, (26 years old). Mrs. Rompa is a police officer, a mother of two children and lives together with her partner in Nootdorp. She owns a Seat Leon, the old car model. This car has been ‘tuned’ with bigger alloyed wheels, sport seats, a special, sporty gear-shift and has blind-full windows at the back of the car. I conducted this interview in Dutch, because this is easier for the interviewee.  

Hoe lang rijdt u in deze auto?

Ik rijd nu ongeveer 8 maanden in de Seat Leon. Normaal rijd ik niet zo lang in een auto, want ik hou van het hebben van steeds verschillende auto’s. Ik ben ook van plan om deze auto nu redelijk snel in te ruilen, zodra ik een auto zie die mij bevalt, ruil ik deze in. 

Bevalt de auto niet? 

De auto bevalt me wel, maar er is te weinig ruimte voor mijn kinderen. Ik moet erg veel vervoeren als ik met mijn kinderen op stap ga, want ik heb twee jonge kinderen. Ik sta er elke keer weer versteld van hoeveel je mee moet sjouwen voor ze! Maar verder vind ik de auto lekker rijden en ik vind het ook leuk dat de vorige eigenaar er een soort van sportauto van heeft gemaakt, maar dit is zoals ik al aangaf niet erg handig met twee jonge kinderen.

U gaat dus een groter auto kopen? Misschien is een Seat Alhambra een idee?

Nou, die auto ken ik niet, dus dat weet ik niet. Maar volgens mij vond ik alleen de Leon leuk van Seat, want de Ibiza vind ik ook niet veel. Maar ik moet zeker een grotere auto kopen, dus dat zal wel een station worden. Ik vind de stationwagen van Volkswagen wel mooi. Maar eigenlijk interesseert het me niet zoveel van welk merk het is.  Deze nieuwe auto zal echt alleen bedoeld worden, als gezinswagen, dus hij moet zeker wel veilig zijn. Verder zou ik ook wel willen dat het een beetje hippe auto is en niet zo’n ‘oude-lullen-bak’, want ik wil niet voor gek rijden. Ik vind het uiterlijk best belangrijk van de auto, hij moet er ook mooi uitzien en lekker rijden.
Waarom vindt u de Seat Leon een leuk model?

Ik vind de Leon mede leuk, omdat de vorige eigenaar er een sportmodel van heeft gemaakt. Ik vind het leuk om een sportieve auto the hebben, ik ben tenslotte nog jong. Alles zit erop: stuurbekrachting, rembekrachtiging, centrale vergrendeling en airbags. Allen mis ik airconditioning. Ik ben pas bevallen van mijn tweede kind, een zoon, en in juli, tijdens de hittegolf, was het aardig afzien met die dikke buik in de hitte. 

Vindt u Seat een sportief imago hebben?

Ik weet dat niet echt. De Leon ziet er sportief uit, maar ik zie Seat niet als een sportief merk. Ik denk eerder aan een ferrari of een porsche bij sportiviteit in auto’s.  

Vindt u dat de begrippen innovatief en jong bij het merk passen?
Er zitten niet veel speciale aspecten aan de auto. Hiervoor reed ik in een Smart, en die vond ik wel innovatief qua uitstraling en functionaliteit. Jong vind ik het merk wel, want de Leon is een auto voor jonge mensen. 

Vind u Seat een modern en trendy merk?

Het model wat ik nu rijd vind ik niet erg modern en trendy, behalve dan de speciale sportstoelen in mijn Leon. De nieuwe Leon, die ik in de showroom  heb zien staan, vind ik wel modern en hip. Dat is echt een mooie auto.

Hoe vaak bezoekt u auto dealers?

Niet erg vaak. Maar ik ben een poos geleden meegegaan met mijn vriend. Wittebrug zit hier vlakbij, dit is een hele grote dealer, met verschillende merken, ook Seat. 

Wat vindt u van de uitstraling van de showroom?

Ik houd niet zo van auto dealers. Ik vind het niet echt een uitstraling hebben, het is naar mijn mening meer één grote lichtzee, met heel veel auto’s er in.

Ziet de Seat showroom er anders uit als die van de andere merken bij de Wittebrug dealer?

Nee, dat vind ik niet, Wittebrug heeft één pand op verdeeld in delen voor de verschillende merken. Vanaf de snelweg gezien, is Seat het eerste automerk.  Daarna volgt volgens mij direct Volkswagen. Het geheel toont als één grote showroom. 

Bent u op de hoogte van de speciale evenementen die Seat organiseert, zoals de Armin van Buuren feesten?

Nee, nooit van gehoord. Daar houd ik me niet bezig mee, een auto moet rijden. Het is maar een auto, het moet er leuk uitzien en moet lekker rijden. Daarbij heb ik geen tijd om uit te gaan.

Wist u dat Seat een Spaans merk is?

Nee, daar was ik niet van op de hoogte.

Seat wilt graag onderscheidend zijn en een uniek design hebben, vind u dat Seat onderscheidend is en een uniek design heeft?

Ik heb eigenlijk niet zo verstand van automerken, ik vind de meeste auto’s op elkaar lijken. Ook de auto reclames lijken vaak veel op elkaar. Ik denk niet dat Seat erg onderscheidend is ten opzichte van andere merken. Ik denk ook niet dat Seat een uniek design heeft. Ik vind de vormgevign van de Leon wel erg mooi, maar of dit echt uniek is? Ik ben daar niet zo zeker van.  
Ken u de slogan van Seat?

Nee, deze ken ik niet.

Ken u de verschillende modellen van Seat?

Ik kende alleen de Leon en de Ibiza, maar nu ook de Alhambra, omdat u het daar eerder over had. Al zou ik ze niet direct herkennen op straat, afgezien van de Leon dan misschien. 

Zou Seat onderscheidender worden als ze hun Spaanse achtergrond meer zouden benadrukken?

Ja dat denk ik wel, volgens mij worden er niet veel auto’s in Spanje gemaakt en Spanje is een mooi land met een hele eigen cultuur. Dat zou wel uniek zijn aan Seat, als ze dat zouden benadrukken.

Wat zijn uw hobby’s?

Ik hou erg van muziek en ik vind sporten erg leuk om te doen en het is goed voor mijn lijf. Daarnaast vind ik lezen erg leuk en televisie kijken. 

Wat voor sport of sporten bedrijft u?

Ik fitness en ik geef les in spinning bij het fitnesscentrum.

The last interview I conducted with a Seat driver is with Paul Lensink (43 years old). Mr. Lensink is the owner of a small couriers company. He is married and lives with his wife and two children in The Hague. For the transportation of products he mainly uses his two Mercedes buses. He drives a Seat Altea, for private use, however sometimes also for commercial use.     

Hoe lang rijd u in deze auto?

Ik heb deze auto in 2005 gekocht en rijd er dus met plezier bijna 1 jaar in.
Wat sprak u aan in de Seat Altea?

Wat mij aansprak in de Altea, is dat het een niet alledaagse vormgeving heeft en hij heeft een lekkere hoge instap, voor een zeer concurrerende prijs. Ik heb de Altea vergeleken met een paar andere modellen, zoals de Renaul Mégane Scenic, de Volkswagen Touran en de Mercedes A klasse. Daar kwam naar voren dat Seat Altea ruimschoors €4.000 goedkoper was, dan de andere auto’s die ik mooi vond. De keuze was na het maken van een proefrit  snel gemaakt. 
Heeft u het standaardmodel aangeschaft of een Altea met extra opties? Welke opties heeft u dan genomen?

Er waren toen niet zoveel opties leverbaar ten op zichte van de concurrenten, zoals verschillende kleuren interieur, maar ja, daar was de prijs ook wel naar. Ik heb wel een aantal extra opties genomen, maar standaard is het model erg compleet, naar mijn mening. Ik heb donker getinte achterramen genomen, een navigatiesysteem en parkeersensoren achter.

Wat zijn uw ervaringen met de auto, daar u zowel privé als zakelijk van de auto gebruik maakt?

Door de ronde vormegeving, mis ik toch een hoop achterruimte, aangezien ik veel pakketten vervoer. Technisch gezien waren er een aantal problemen, ik heb regelmatig bij de dealer gestaan met een afgeslagen motor en een kapotte luchtmassameter, volgens de dealer waren dit, zoals hij sarcastisch opmerkte, ‘kinderziektes’. 
Als u nu een nieuwe auto zou kopen, zou u dan de vernieuwde, ruimere Altea XL in overweging nemen?

Ik heb zoiets wel gelezen in de krant, dat Seat zou komen met een stationversie van de Altea. Ik zal er wel naar gaan kijken, denk ik, maar het model is mij snel gaan vervelen. Het model is voor mij zeker niet meer speciaal. En aangezien er veel concurrenten zijn, zoals bijvoorbeeld Hyundai, die voor dezelfde prijs een complete auto kunnen leveren, ga ik daar zeker ook naar kijken.  
Vindt u dat uw Altea een sportief rijkarakter heeft?

Het is een verrassend, snelle auto en vrij sportief ten opzichte van de concurrenten. Voor sportiviteit heb ik de auto echter niet voor aangeschaft, het is belangrijk voor mij om een goede zit te hebben om lange afstanden af te leggen.
Vindt u dat Seat een modern en trendy merk is?

Sinds het model van de Altea op de markt is gekomen, vind ik wel dat Seat de goede weg is ingeslagen. De nieuwe modellen van Seat zien er goed uit, maar of dit echt trendy is? Er zijn autofabrikanten die wel modernere auto’s maken zoals de Honda Civic, met zijn aparte vormgeving en het digitale, futuristische dashboard. En de nieuwe Renault Megane heeft een cardkey, waarmee je geen sleutel meer hoeft te gebruiken om de auto te starten of te openen. Dat vind ik nou trendy. 
Bent u op de hoogte van het feit, dat Seat een Spaans merk is?

Ja, het heeft een spaans omhulseltje, maar een Duits hart. Ik vind de vormgeving van Zuid-Europese signatuur erg mooi, maar dit kan, zoals ik al eerder aangaf, snel gaan vervelen.  Ik weet dit toevallig, omdat ik in auto’s geinteresserd ben en graag op de hoogte blijf van de nieuwste ontwikkelingen. Maar het Spaanse gedachtegoed, is niet erg aanwezig bij het merk. 
Zou seat onderscheidender worden, door de Spaanse achtergrond meer te benadrukken?

Dat weet ik niet precies. Ik denk dat je je zo wel kan onderscheiden van je concurrenten, maar dat moet je maar aan Seat zelf vragen. 
Kent u de speciale, door Seat gesponsorde evenementen, zoals de Armin van Buuren Feesten en de Shell Helix Seat Cupra Cup?

Ik heb er wel een brief over gehad, maar dit is eerder iets voor mijn neefje van 18. Ik vind deze evenementen nou niet erg interessant. 
Wat zou Seat moeten organiseren, wilt het u wel aanspreken?

Ik ben een groot voetbal fan, en ik hou erg van darten. Dus als ze een evenement organiseren waarin deze zaken de hoofdrol spelen, ben ik zeer zeker wel geinteresseerd.  . Zoals Hyundai heeft gedaan, tijdens het afgelopen Wereld Kampioenschap voetbal. Een vriend van mij heeft via de Hyundai WK-kaartjes gewonnen, dat is pas sportief!
Wat was uw beleving van de dealer tijdens de aankoop van uw auto?

Toen ik de auto kocht, heb ik meerdere dealers bezocht om een zo hoog mogeliijke korting te krijgen. In eerste instantie ben ik naar Seat dealer Honselerdijk gegaan, dit is een hele kleine showroom in een gehucht. Er was een lamp kapot in de showroom en dus het was vrij donker daar. Ik kon de auto niet goed genoeg zien naar mijn zin. Daarbij vond ik het rommelig aandoen en het is nogal een oud pand. Ik kon geen proefrit maken in de Altea, omdat deze was uitgeleend als vervangend vervoer aan een klant. Ik had een afpsraak moeten maken. Ik was dus erg snel weer weg daar. Daarna ben ik naar Wittebrug gegaan, deze dealer stond mij wel aan. Een net, mooi, nieuw pand met een mooie showroom en een proefrit maken was hier geen probleem. Daar heb ik uiteindelijk ook mijn auto gekocht, omdat ze ook de hoogste korting gaven. 

In order to gain more insight information on the strategies and tactics of Seat I conducted and interview, with Remco van der Meer. Mr. van der Meer is Senior Account Manager Dealerships of Seat. He works since 5 years for Seat Pon Car. 

Wat houdt uw functie precies in?

Ik informeer, controleer en corrigeer de dealers en verbeter het contact tussen de dealers en de importeur op het gebied van sales.

Hoe probeert u dit proces precies te bewerkstelligen?

Door middel van het op de hoogte houden van de dealer van de diverse activiteiten van Pon Car. Ik bezoek alle dealers maandelijks, om te overleggen over o.a. de huidige stand van zaken. In zo’n overleg wordt er gekeken naar de uitstraling van de showroom, de gedraaide aantallen, de doelen en het mogelijk financieel ondersteunen van de dealer. Daarnaast houd ik de dealers op de hoogte van alle activiteiten van Pon car, van speciale acties tot evenemementen. De dealers kunen ook hun mogelijke problemen die zij ervaren met de importeur bij mij kwijt. Ik probeer deze problemen zo goed mogelijk op te lossen, mede door het verbeteren van de communciatie tussen de dealer en de importeur. De organisatie bestaat uit dealers en één importeur, deze moeten nauw samenwerken om de doelen te realiseren. De communicatie moet dus goed verlopen.

Wat zijn zoal de problemen van de verschillende dealers waar u op stuit?

Er zijn natuurlijk altijd wat specifieke problemen waar de dealers mee komen, maar daar zal ik niet teveel over uitwijden. Een aantal algemene problemen zijn, bijvoorbeeld het niet halen van de gewenste aantallen, en daar zoeken we dan samen een oplossing voor. Bijvoorbeeld door een groter advertentie budget beschikbaar te stellen en de dealer te helpen om een kwartaalplan op te stellen voor verschillende acties. 

Uit andere interviews die ik heb afgenomen, komt naar voren dat mensen op verschillende manieren de uitstraling van de showroom ervaren.  Wat denkt u dat de oorzaak is van deze verschillende waarnemingen van de showroom van de dealer?
De Seat dealerorganisatis bestaan uit een tweetal dealerbedijven: het redelijk kleine familiebedrijf en de grotere dealerbedrijven. Seat hecht veel waarde aan beide dealers; de kleine familiebedrijven scoren goed op de punten van aftersales en klantenbinding en de grotere organisaties scoren goed op de aantallen en de zakelijke markt. Momenteel zijn we hard bezig om bij alle dealers een uniforme uitstraling te creeren. 

Kunt u meer vertellen over de manier waarop er uniformiteit wordt gecreerd bij de dealers?

We hebben net een speciaal programma ontwikkeld op het gebied van corporate identity, de dealers moeten voldoen aan een aantal standaarden omschreven in dit programma om het Seat gevoel in showroom te creeren.

Wat definieert u precies onder het Seat gevoel en hoe wilt Seat dit bewerkstelligen in de showroom?

Het Seat gevoel staat kort gezegd voor ‘ervaren, beleven en genieten.’ van het merk in de showroom. Seat is een jong, innovatief en sportief merk, dit moet worden ook uitgestraald worden in de showrooms. Een Seat brand stylist bekijkt in elke showroom afzonderlijk wat voor aanpassingen gedaan moeten worden.  Daar elke Seat dealer anders is, moet ter plaatse worden bekeken door de stylist welke aanbevelingen er gedaan kunnen worden.

Worden deze aanpassingen bekostigd door de dealers zelf? 

De opzet van het hele project is om met een zo laag mogelijk budget, zoveel mogelijk het Seat gevoel te creeren. De importeur betaalt mee in de kosten.     

Wat zijn de meest merkbare veranderingen sinds de introductie van de marketing/communicatie strategie ‘Nueva Seat’?

De meest merkbare verandering is dat mensen meer en meer de kenmerken sportief, innovatief en jong aan het merk toekennen en dat merken we ook in de verkocht aantallen.  Daarbij is de positieve trend die het merk Seat nu doormaakt ook te zien aan de groei van het marktaandeel. Deze is gestegen van 2.0% naar 2.5%.  Het gaat dus goed met Seat.

Wat doet Seat in de toekomst om dit vast te houden?

Er worden meerdere modellen ontwikkeld op het Nueva Seat gevoel, om nieuwe kopersgroepen te bereiken. Daarnaast wordt er gezocht naar alternatieve manieren van communiceren met de klant om het Seat gevoel uit te stralen, zoals de speciale Seat evenementen. 

Worden vrouwen als mogelijke nieuwe doelgroep gezien?

Momenteel wordt er niet speciaal aandacht aan de vrouw besteed. Seat richt zich op mannen en vrouwen, niet op een speciale groep. 

Heeft u zelf nog ideeën wat er in de toekomst verbeterd zou kunnen worden?

Er moet meer uniformiteit komen bij de dealers; we zijn op het moment hard bezig om dit te bewerkstelligen met het nieuwe programma. Daarbij schreeuwen nieuwe modellen om nieuwe klanten en deze moeten we dus gaan bereiken.  We bereiken steeds meer nieuwe klanten door bijvoorbeeld onze creatieve manieren van communciatie naar de klant toe. 

The last interviewee is Colin Sweens, (27 years old) sales manager of Seat Dealership De Rooy in Bergschenhoek. He works since 2004 for Seat de Rooy. 

Wat houden uw werkzaamheden precies in?

Ik ben verantwoordelijk voor de verkoop, van nieuwe, maar ook van gebruikte auto’s. Tevens ben ik het visitekaartje van het bedrijf naar de klanten toe: alle communicatie verloopt via mij, ook klachtenafhandelingen enz. Daarnaast ben ik de contactpersoon van de importeur. Bovendien ben ik verantwoordelijk voor het advertentie beleid van dealer de Rooy. 

Op welke manieren communcieert u met de importeur?

Uiteraard via post en e-mail. Tevens is er een intranet beschikbaar met alle informatie die relevant is voor de dealers. Tevens komt de account manager maandelijks langs voor overleg. 

Het marktaandeel van Seat is gestegen van 2.0 naar 2.5% merkt u dit in het aantal verkochte nieuwe auto’s?

De verkopen van de Seat Leon en de Ibiza zijn boven verwachting. De andere huidige modellen lopen achter op de verkoopprogonoses. 

Bent u op de hoogte van de missie van Seat, dus waar Seat precies voor staat?

Ik ben pas weer aanwezig geweest bij de jaarlijkse dealermeeting, deze meeting worft georganiseerd door Poncar. Ik ben nu redelijk op de hoogte van de doelen van Seat. Ik weet ongeveer waar Seat voor staat, maar de officiele missie zou ik u niet kunnen vertellen. Dit kunt u misschien beter ana de Marketing manager van Seat vragen. Er wordt binnenkort wel een nieuw programma gelanceerd, Seat Mania, waarin Poncar het verkopend personeel bij de dealers wilt trainen in de seat waarden, om zodoende het seat gevoel te creeren bij de dealers. 

Seat was een merk met veel modellen en deze modellen waren prijstechnisch erg gunstig, nu is het merk opnieuw gepositioneerd, als sportief en jong. Wat heeft dit betekent voor het bedrijf?

Ongeveer twee jaar geleden, zijn er een aantal problemen ontstaan door het feit dat we de klanten geen echte vervanging meer konden bieden voor het gene wat zij zochten. Helaas zijn wij hierdoor klanten kwijtgeraakt die een auto hebben gekocht bij andere merken, zoals Hyundai en Kia. Deze merken concurreren erg op prijs. Momenteel zijn wij op zoek naar nieuwe klanten die passen bij de nieuwe Seat modellen in de regio. 

Wat zij uw ideeen om dit te bewerkstelligen?

Er moet meer geinvesteerd worden in het zoeken naar nieuwe klanten. Daarnaast zou het een hele goede kans zijn om naar de mensen/ bedrijven toe te gaan in de regio en tevens kunnen wij dit bereiken door op een creatieve manier te adverteren. 

Is daar ondersteuning voor van de importeur?

Mits het budget het toe laat, biedt de importeur diverse mogelijkheden hiervoor, zoals het programma ‘klein zakelijke markt’; dit houdt in dat de importeur de dealer verstrekt met potentiele klant gegevens van bedrijven in de regio. Daarnaast geeft Seat ook speciale actiekranten uit om de regio kennis te laten maken met het merk Seat. 

Ik heb laatst gelezen, in een op internet gepubliceerd artikel, dat vrouwen meer auto’s kopen dan mannen en in heel veel gevallen de doorslaggevende stem hebben in de aankoop van de man. Is dit merkbaar bij dealer De Rooy? 
Ja, dit heb ik zeker bemerkt, maar dit is in principe altijd al zo geweest. Vooral in gezinnen, heeft de vrouw op het gebied van de functionaliteit zeker de doorslaggevende stem in de aankoop. Dit is echter goed te begrijpen, daar zij meestal degene is die de kinderen vervoert naar allerlei activiteiten. De man kiest meer voor emotie. Daarbij heb ik 10% van alle nieuwe auto’s verkocht aan een alleenstaande vrouw, meestal met een hoge functie in de  makelaardij, advocatuur of ICT.

Vind u dat de klanten een andere beleving hebben bij het merk Seat, sinds the introductie van het nieuwe marketing- en communicatie plan ‘Nueva Seat’? 

De laatste maanden merk ik dat Seat een meer en meer een echte eigen idenititeit lijkt te krijgen. Steeds minder mensen beschouwen Seat als een goedkope Volkswagen, terwijl de technique natuurlijk nog steeds vrijwel hetzelfde is. Het merk wordt telkens meer gewaardeerd. Een aantal jaar geleden, werd alleen het automodel Ibiza herkend en herkende vrijwel niemand de merknaam Seat zelf. Nu kennen nog steeds meer mensen het automodel Ibiza, dan de merknaam Seat zelf, maar de merknaam en slogan wordt steeds vaker herkend. Het is echter niet verwonderlijk dat de naam Ibiza bekender is als Seat zelf, omdat het model Ibiza al bijna 20 jaar geproduceerd en verkocht wordt door Seat.
Appendix II

· Survey

· Survey results

1) Wat is uw geslacht?

□ Man

□ Vrouw

2) In welke Leeftijdscategorie valt u?

□ 18-25

□ 26-35

□ 36-45

□ 46-55

□ 56-65
□ Anders
3) Koppelt u het woord Seat direct aan het automerk?

□ Ja 

□ Nee

4) In welke provincie woont u?

........................................................................................................................................................................................................................................................................................................

5) Op welke manier bent u voor het eerst in aanraking gekomen met het merk Seat?
□ TV commercial

□ Radio commercial

□ Internet

□ Auto magazines

□ Via bekenden

□ Auto’s op straat
6) Bent u bekend met de verschillende modellen van Seat?

□ Nee 

□ Ja, namelijk...........................................................................................................................................................................................................................................................................................

7) Heeft u de internet site www.seat.nl wel eens bezocht?

□ Ja

□ Nee
8) Heeft u weleens een auto van het merk Seat in uw bezit gehad?
□ Ja

□ Nee, ga door naar vraag 10
9)Bent of was u tevreden over de auto van Seat?

□ Ja

□ Nee

10) Indien u een nieuwe auto gaat kopen, zou u dan een auto van Seat in overweging nemen? Geef alstublieft ook de reden aan. 
□ Ja

□ Nee
................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................

11)Seat is een ...... merk.

□ Duits

□ Frans

□ Spaans

□ Italiaans

12) Heeft u wel eens een Seat dealer bezocht?

□ Ja

□ Nee, ga door naar vraag 14
13) De uitstraling van de showroom is:

□ Trendy en sportief

□ Ouderwets

□ Degelijk

□ Gewoon, zoals een autodealer

14) Wat is het eerste wat bij u opkomt bij het horen van de naam Seat?

□ Rijden




□ Spaans

□ Auto Emocion



□ Saai

□ Duits





□ Design


□ Kwaliteit




□ Innovatief

□ Betrouwbaar



□ Trendy

□ Sportief




□ Jong

□ de letter S 




□ Anders, namelijk...........................................

□ Auto
15) Seat is een modern en trendy merk

□ zeer oneens

□ oneens

□ eens

□ zeer eens

□ Ik weet het niet

16) Seat heeft een uniek design

□ zeer oneens

□ oneens

□ eens

□ zeer eens

□ Ik weet het niet

17) Seat is onderscheidend en heeft een eigen unieke identiteit

□ zeer oneens

□ oneens

□ eens

□ zeer eens

□ Ik weet het niet

18) Seat heeft een goede prijs-kwaliteit verhouding

□ zeer oneens

□ oneens

□ eens

□ zeer eens

□ Ik weet het niet

19) Seat lijkt veel op de andere merken van de Volkswagen Groep: Volkswagen, Audi en Skoda

□ zeer oneens

□ oneens

□ eens

□ zeer eens

□ Ik weet het niet

20) Seat heeft genoeg auto modellen in de verkoop

□ zeer oneens

□ oneens

□ eens

□ zeer eens

□ Ik weet het niet

21) Seat heeft een sportief rijkarakter

□ zeer oneens

□ oneens

□ eens

□ zeer eens

□ Ik weet het niet

22) Seat maakt genoeg reclame voor de verschillende modellen

□ zeer oneens

□ oneens

□ eens

□ zeer eens

□ Ik weet het niet

23) Seat is jong en vernieuwend

□ zeer oneens

□ oneens

□ eens

□ zeer eens

□ Ik weet het niet

24) Vind u dat deze begrippen bij het merk Seat passen: Rebels, dynamisch en Verrassend?

□ zeer oneens

□ oneens

□ eens

□ zeer eens

□ Ik weet het niet

25) Vind u dat deze begrippen bij het merk Seat passen: Jong, Impactvol en Sportief?

□ zeer oneens

□ oneens

□ eens

□ zeer eens

□ Ik weet het niet

26) De slogan van Seat is:

□ Je voelt je lekkerder in een Seat

□ Auto Emoción

□ Driven by Passion

□ Seat for Life
□ Four wheels and a heart

□ Ik weet het niet



27) Op bovenstaande afbeelding staat het Seat model:

□ Ibiza

□ Leon

□ Altea

□ Toledo

□ Ik weet het niet

[image: image26.jpg]



28) Op bovenstaande afbeelding is het logo van Seat te zien, wat is het eerste dat in u opkomt? (Meerdere antwoorden mogelijk)

□ Auto





□ Trendy

□ Rood




□ Betrouwbaar


□ Grijs/Zilver




□ Saai

□ Sportief




□ De letter S


□ Kwaliteit




□ Anders, namelijk...............................................

□ Modern
29) Vind u het een goed passend logo voor Seat?

□ Ja

□ Nee, omdat......................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................

30) Bent u op de hoogte van de promotie activiteiten van Seat, zoals de sponsoring van het Oud & Nieuw Damfeest, Armin's Queensday Party en de Shell Helix SEAT Cupra Cup?
□ Ja

□ Nee

31) Heeft u nog op-of aanmerkingen over Seat of over deze enquête?

................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................
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Figure 3.3 Brand identity prism of Kapferer 








Figure 3.4 Brand identity prism of Kapferer 
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