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I. Abstract 

This work project aims to assess how the Opel brand is perceived among the younger segment 

of Portuguese consumers (18 – 30 years old), so recommendations could be made to better 

connect with and attract this key target. Primary data was collected through in-depth interviews 

and an online survey to evaluate Opel's current brand equity, using Keller’s Customer-Based 

Brand Equity model. Moreover, Opel Portugal is not doing well, and significant differences 

between Opel and non-Opel users were verified throughout this study. Lastly, three main 

recommendations were provided to address some of the fragilities found in brand salience, 

judgements, and resonance.                          
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1. Company Context 

1.1. Market and Company Overview 

The European passenger car market attained, by the end of 2018, a growth rate of 0.1% with 

more than 15 million cars being sold solely in the European Union. In addition, the sales of 

Diesel cars decreased by 8.1%, in opposition to petrol and alternatively-powered vehicles 

(electric, hybrid, and gas) that registered a substantial growth of 6.4% and 1.7%, respectively, 

demonstrating an increasing concern of the drivers to choose the least polluting source of power 

(ACEA, 2019).  

Focusing on Opel, it is a German car manufacturer founded in 1862 by Adam Opel. The 

company started by producing sewing machines, then bicycles and finally cars. Nowadays, 

Opel is a brand focused on providing the best German quality and engineering to everyone, 

coupled with a strong focus on innovation and design (Opel, 2019). In 2017, the brand 

completely changed its positioning from a simple car maker to a connected mobility provider. 

Under the new slogan “The Future is Everyone’s”, the brand philosophy is centered on the idea 

that innovation is only useful if everyone can have access to it. Both Opel’s advertisements and 

logo underwent some adjustments to symbolize clarity and modernity since the brand wanted 

to mark its shift into the digital world (Appendix 1) (Opel, 2017).  

Currently, Opel is present across the globe in more than 50 countries, but Europe is its largest 

market with more than 1 million units sold and representing around 97% of total sales (PSA, 

2019). In terms of market share, Opel holds 5.7% in the European passenger car market. 

Specifically, Opel’s strongest market is Germany, followed by the United Kingdom, Italy, 

Spain and France (Opel, 2019). Equally important, and a point often overlooked, is the fact that 

Corsa is indeed Opel’s best seller with over 13.6 million units sold throughout its 37 years of 

existence. 
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For many years Opel belonged to the American group General Motors (GM). Nevertheless, in 

March 2017, the brand was bought by Peugeot Société Anonyme (PSA) - the French automotive 

group that owns Peugeot, Citroën, and DS. The European market is led by the Volkswagen 

Group with a 24.6% market share, followed by the PSA Group with 16.4% and Renault Group 

with 10.6% (Statista, 2019). With this strategic action, the group was able to consolidate even 

more its position in Europe being, currently, the second biggest car manufacturer. Moreover, 

Opel is also benefiting with the acquisition by the French group and, by the first half of 2019, 

the consolidated sales in Europe increased by 0.6% compared with the first half of the previous 

year (PSA, 2019). 

1.2. Opel in the Portuguese Market 

Regarding automotive sales in Portugal, 227.441 new cars were sold in 2018 (a 2.4% increase) 

and Renault was the leading brand with a 13% market share. In the second place, it was Peugeot 

with a 10% market share followed by Mercedes with 7% (Focus2move, 2019). In contrast, Opel 

Portugal is not following the Portuguese automobile market trend as it showed a negative 

variation of -3.3% of cars sold concerning 2017 (Appendix 2). As a result of this, Opel appears 

only in the eighth position with a 5.6% market share in Portugal (Focus2move, 2019). 

Opel has been operating in Portugal for 74 years (since 1945) and, owns 26 official dealerships 

and workshops throughout the country (Opel, 2019). In 2018, it represented around 1.3% of 

Opel’s global sales (PSA, 2019). Generally speaking, the automobile market is an increasingly 

competitive market where Opel faces, in Portugal, strong competition from Renault, 

Volkswagen, and Peugeot (Camacho, 2019). Additionally, the brand has not been able to keep 

up with its direct competition, and the aforementioned results are proof of that. 

1.3. Main Problem and Objectives 

According to the company, Opel’s target market is defined as 20 to 55 years old drivers, 

nevertheless, the brand is attracting mainly an older age segment (over 40 years old). The 
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current Opel’s customers are very satisfied with the brand, and according to the study of the 

“New Car Buyers Survey” (NCBS), they present a loyalty rate higher than the market average 

(Camacho, 2019). Therefore, even though the brand might be doing well among current clients, 

the current problem lays in growing outside their traditional customer base, exploring and 

conquering a younger target market to renew its brand image (Camacho, 2019). 

The brand is losing not only in the design, which is considered to be very conservative, but it 

has also not been able to correctly communicate and reach a younger audience aged between 

18 and 30 years old (desired target market). Therefore, Opel’s main long-term objective is to 

reverse this trend, improve the design, and turn the brand into a modern, appealing, and trendy 

automobile brand (Camacho, 2019). Consequently, Opel has proceeded to implement some 

changes such as the discontinuation of non-profitable models like Opel Adam; the redesign and 

modernization of its models; the implementation of new marketing communication strategies 

such as the creation of an Instagram page; and, above all, the development of electric versions 

of the current Opel’s models to follow the increasing demand for electric cars.  

According to Opel’s Portugal Marketing Director, the objective for 2020 is to turn the 

experience at the dealership much more digital and technological. Plus, Opel Portugal will keep 

investing in digital, which represents 25% to 30% of its current advertising budget in contrast 

with the former 5% used 10 years ago. Moreover, the brand currently has 4.2 million followers 

on Facebook and, recently, it started communicating on Instagram. In 2015, the brand started 

to partner with influencers like João Manzarra, who remains as the only Opel’s ambassador in 

Portugal. At this time, the website is the main online tool, complemented with Facebook, 

Instagram, YouTube, newsletters, and a strong focus on programmatic advertisements 

(Camacho, 2019). 
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2. Literature Review 

In the first place, a brand is “A name, term, sign, symbol or design, or a combination of them 

intended to identify the goods or services of one seller or group of sellers and to differentiate 

them from those of competitors.” (American Marketing Association, 1960). Not to mention that 

a brand is far more valuable than its company’s tangible fixed assets (Stuart, 1956). Moreover, 

high brand equity levels are known for leading to higher consumer preferences and purchase 

intentions (Cobb-Walgren et al., 1995), hence the importance of understanding it in more detail. 

In what concerns the concept of Brand Equity, it was first developed in the 80s and based on a 

more financial viewpoint in which the brand’s book value was measured (Farquhar et al., 1991). 

Later, a shift concerning brand equity occurred, and the focus was turned to a more consumer-

centered approach. Of the several emerging theories, the following two stand out: Aaker (1991), 

and Keller (1993). While Keller describes brand equity as “the differential effect of brand 

knowledge on consumer response to the marketing of the brand” (Keller, 1993,  1), Aaker sees 

it as “a set of brand assets and liabilities linked to a brand, its name and symbol, that add to or 

subtract from the value provided by a product or service to a firm” (Aaker, 1991, 15). 

2.1. Aaker’s Approach 

The above-mentioned assets and liabilities can be grouped into five different categories: brand 

loyalty, name awareness, perceived quality, brand associations, and market behavior. As for 

Aaker, brand loyalty is the key to brand equity as all other categories are interrelated to it. In 

sum, brand loyalty measures the attachment that a customer has to a brand, which leads to price 

premiums, and an increase in the repurchase rate (Aaker, 1991). Secondly, brand awareness is 

of extreme importance, as customers tend to choose brands they know, over brands they do not. 

Therefore, the goal is that a customer can recall, or recognize which product category a brand 

belongs to (Aaker, 1991). According to Aaker, perceived quality enables the possibility of 

applying a premium price, as well as being the basis for brand extensions.  



7 

Relatively to brand associations, they are developed to create value for the brand by generating 

a reason to buy, and by creating a basis of differentiation, that can be transformed into a relevant 

competitive advantage (Aaker, 1991). Lastly, market behavior is the only one that does not 

depend on customer perceptions.  

2.2. Keller’s Approach 

For Keller (1993), there are two motivations to study brand equity, first the financial approach, 

which was already discussed above in this study, and then the strategic approach to improve 

the marketing productivity. To which he adds that the financial approach has little relevance if 

brands do not increase in value, or if managers do not develop strategies to exploit it. In his 

definition concerning Brand Equity, three key parts must be explored. Firstly, the differential 

effect is determined by comparing consumer response to the marketing of a brand with the 

response to the same marketing of a fictitiously named or unnamed version of the product or 

service (Keller, 1993). Secondly, brand knowledge relates to the relation between brand 

awareness (recall and recognition), as it can deeply affect the consumer consideration set, and 

brand image, which translates into brand associations (Keller, 1993). Ultimately, consumer 

response to marketing is defined in terms of consumer perceptions, preferences, and behavior 

arising from the marketing mix activity, either price, promotions, place, or from the product 

itself. 

Additionally, it is important to highlight that high levels of brand awareness combined with  

positive brand image leads to an increase in consumer loyalty, and possibly turns them less 

prone to be deviated by competitors marketing initiatives (Keller, 1993), hence, a positive 

customer-based brand equity, along with a positive consumer response, can lead to improved 

revenue and lower costs. With the intention of conceiving intense and active loyalty 

relationships with consumers, Keller (2013) created the Resonance Model or Customer-Based 

Brand Equity Pyramid. To put it differently, it works as a branding ladder, having as its 
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foundation four main principles: brand identity, brand meaning, brand responses, and brand 

relationships (Keller, 2013). In his model (Appendix 3), six building blocks appear represented, 

going from the most basic one, salience, to the most important one, resonance, as the pyramid 

is structured in ascending order. As will become apparent in a few moments, the building blocks 

up to the left side of the pyramid portray a more “rational route” to brand building, whereas 

building blocks up to the right side of the pyramid illustrate a more “emotional route”. Given 

these points, the majority of strong brands are built by going up through both sides of the 

pyramid (Keller, 2013). 

2.2.1. Brand Identity 

Brand salience relates to how easily and often customers think of the brand under diverse 

purchase or consumption situations. In sum, it measures distinct features of the awareness, 

recall, and recognition of the brand. Moreover, the importance of brand awareness is translated 

into three main points: first, product category association is key for the brand success; second, 

brand awareness has the power to dictate the decisions taken regarding the brands inside the 

consideration set; and, third, the formation of brand associations and its future influence on the 

consumer, is mainly due to the power that brand awareness has in brand image. 

2.2.2. Brand Meaning 

Brand meaning encompasses a set of tangible, and intangible brand associations, that are 

translated into brand performance, and brand imagery. Associations can either arise directly, 

through consumer’s experience or indirectly by the firm’s advertising efforts. Relatively to 

brand performance, it is how well the product or service meets customers’ functional needs 

(Keller, 2013). To take advantage of performance as a differentiating factor, five important 

attributes and benefits are used: primary ingredients and supplementary features; product 

reliability, durability, and serviceability; service effectiveness, efficiency, and empathy; style 

and design; and, price. On the other hand, brand imagery depends on the extrinsic properties of 
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the product or service, including how the brand attempts to meet customers’ psychological or 

social needs (Keller, 2001). Here, there are four main categories of intangibles: user profiles; 

purchase and usage situations; personality and values; and, history, heritage and experiences 

(Appendix 4) (Keller, 2013). In either case, for associations to work, they must be strong, 

favorable, and unique, as these will help build a positive brand response. 

2.2.3. Brand Responses 

Brand responses relate to how consumers think and feel towards the brand, plus it splits into 

brand judgments and brand feelings. Brand judgments are customers’ personal opinions and 

evaluations about the brand, formed by the junction of their brand performance and imagery 

associations (Keller, 2013). From all the possible judgments, four stood out, brand quality, 

brand credibility, brand consideration, and brand superiority (Appendix 5). Now, concerning 

brand feelings, they are customers’ emotional responses and reactions to a brand. For Keller 

(2013), there are six very important brand building feelings: warmth, fun, excitement, security, 

social approval, and self-respect. In short, what matters is to have consumers’ positive responses 

quickly turned into actions in their various encounters with the respective brand. 

2.2.4. Brand Relationships 

Brand relationships relate to how much of a bond would the consumers like to have with a 

brand. Furthermore, it is categorized in terms of the intensity of their psychological bond and 

recent activity created through loyalty. Having these two dimensions under consideration, we 

can extract four categories (Appendix 6). Only by having a strong attitudinal attachment, and/ 

or sense of community, that this stage is accomplished, in which consumers turn into brand 

ambassadors (Keller, 2001). 

Nonetheless, Keller’s model has some limitations. In particular, his inclination towards 

conceptualizing the brand in terms of physical goods in the Customer-Based Brand Equity 

framework reflects a weak applicability to service brands (Grace and O’Cass, 2002, 98). In a 
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similar line of thought, Kuhn et al. (2008) discuss that many elements of the model cannot be 

transferred to the Business to Business (B2B) world. Firstly, some brand elements, like product 

slogans, are considered unimportant in the context; secondly, feelings do not play an important 

role in the B2B industry as physical aspects of the product are considered key. Lastly, company 

representatives play an important role in building brand equity, thus indicating a need for this 

human element to be added to the above-mentioned model (Kuhn et al., 2008).  

Despite these limitations, when comparing Aaker’s approach to Keller’s Brand Resonance 

model, the latter represents a more comprehensive and cohesive model for brand equity. 

Additionally, due to its pyramidal ascending structure, the model becomes easier to interpret, 

customize, and visualize (Keller, 2009). By contrast, most dimensions in Aaker’s model – 

specifically brand loyalty, perceived quality, brand associations, and brand awareness – ask for 

a survey, as a means of measuring its dimensions. In the meantime, this can be troublesome, 

not only for financial reasons, but also due to its complicated implementation and future 

interpretation (Aaker, 1996). Due to all these points, Keller’s CBBE pyramid was the preferred 

model for the analysis of Opel’s brand equity. 

3. Methodology 

Intending to assess Opel’s brand equity, Keller’s Customer-Based Brand Equity (CBBE) model 

had to be adapted wherever deemed necessary for this analysis. Moreover, according to 

Barnham (2015), qualitative research is viewed as “interpretivist” and “subjective” in its 

approach while quantitative research is perceived as “factual”. Nevertheless, both research 

methods end up complementing each other.  

3.1. Qualitative Analysis 

According to Malhotra and Birks (2006, 133), qualitative research “seeks to encapsulate the 

behaviour, experiences and feelings of respondents in their own terms and context”. Moreover, 

Saunders et al. (2009) state that when there is a need to comprehend the underlying reasons for 
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the research participants’ decisions, opinions, or attitudes, an in-depth interview is the most 

suitable qualitative method. By the same token, in-depth interviews were preferred to focus 

groups as the former allows the collection of data “on individuals’ personal histories, 

perspectives, and experiences, particularly when sensitive topics are being explored.” (Mack et 

al., 2005, 2) and the latter focus mainly on group norms of a community (Mack et al., 2005, 

30). Furthermore, in-depth interviews minimize the level of social pressure or acceptance, avoid 

the monopolization of the conversation by specific individuals, and simplify the arrangement 

of interviews (Malhotra and Birks, 2006, 182 – 183).  

For this research, thirty semi-structured in-depth interviews were conducted (Appendix 7). This 

way, participants provided their truthful point of view in what concerns Opel as a brand, even 

its weaknesses, and the gathering of spontaneous associations was not hindered. Also, by 

designing a discussion guide prior to the in-depth interviews (Appendix 8) not only participant’s 

dispersion was avoided but the fluidity of participants’ thoughts and exploitation of relevant 

personal perceptions through follow-up questions was ensured (Chu and Ke, 2017, 289). 

Additionally, all thirty in-depth interviews were conducted in Portuguese and were audio-

recorded for further transcription.  

In what regards the sample, a purposive, convenience and snowball sampling was used since 

the choice of participants was based on a selective criterion and encountered through diverse 

referrals of a personal and professional network (Mack et al., 2005, 5). Specifically, for the first 

criterion, two age groups were determined: firstly, young adults between the ages of 18 to 24 

as this coincides with the consumers who are about or have bought their first car or have it 

either inherited or gifted to them by their parents, and are starting to gain their freedom; 

secondly, drivers from the ages of 25 to 30 years old, as they represent a different type of 

consumer, who has already entered the job market for some time and, consequently, has some 

purchasing power, in addition to starting to consider long-term aspirations like building a 
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family. Notwithstanding, all participants had to answer the screening test questionnaire which 

entailed three questions to ensure that all respondents were eligible for the in-depth interviews 

(Appendix 9). Firstly, to obtain an accurate and plausible reflection of the Portuguese 

consumers, participants would have had to be living in Portugal for the last three years or have 

the Portuguese nationality. Secondly, for a person to legally drive a car in Portugal, it must have 

at least 18 years old. Ultimately, the main objective and target of this study is to better 

understand the young adults (18 to 30 years old) behavior and perception when it comes to the 

automotive industry given that Opel has had difficulties in attracting the young adult car 

owners’ (Camacho, 2019). 

Lastly, for the purpose of understanding the company’s perspective, a second qualitative 

research was conducted. So, by interviewing Opel’s marketing director in Portugal, Daniel 

Camacho, the following objectives were attained: a better understanding of Opel’s current 

marketing and communication hurdles; collection of an expert view concerning the first 

qualitative research insights’; and, comprehensively exploration of Opel’s strategy until now 

and its respective 2020 plans. 

3.2. Quantitative Analysis 

To begin with, the Qualtrics online survey was distributed through forums, Instagram, 

Facebook and LinkedIn groups, and an Opel sponsored and targeted post on their official 

Facebook page (Appendix 10). Plus, it was only distributed in Portuguese as this way it would 

raise a larger number of answers and, consequently, of participants on the study. In short, a 

survey is a “structured questionnaires given to a sample of a population” devised to extract 

specific information from respondents (Malhotra and Birks, 2006, 224). Moreover, the 

questionnaire comprised 57 questions (Appendix 11), and the same prerequisites as in the 

qualitative method were applied (Appendix 12). After the collection of 294 answers, the data 

cleaning process started in which all collected data from the online survey was checked, thus 
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inconsistencies or answers not correctly or thoughtfully answered were eliminated (Malhotra 

and Birks, 2006, 430). Lastly, the findings of both the qualitative and quantitative research 

methods are pointed out in the ensuing section - Results and Analyses. 

4. Results and Analyses 

By coupling up the in-depth interviews with the conducted online survey, some key findings 

were attained. The insights of one of the two methodologies ended up corroborating and 

reinforcing the insights of the other methodology. Nonetheless, the main findings of the 

qualitative and quantitative analysis will be further analyzed and summarized in the following 

sections of this study.  

4.1. Qualitative Results and Preliminary Analysis 

Brand Salience 

Shortly after wrapping up the thirty in-depth interviews, the collected qualitative data was 

scrutinized and set side by side in order to compile insights according to the belonging group. 

Moreover, in the first group of questions consumers’ recalling was probed, participants were 

asked to write down car brands, which they had recalled in one minute, under six different car 

categories (Appendix 13). Equally important, these categories were picked based on the ones 

listed on Opel’s Portugal website (Appendix 14). Additionally, even though the website 

classifies commercial cars and vans as distinct categories, to minimize complexity and mix-up, 

both were grouped under the same car category.  

Furthermore, it was also possible to assess which situations participants perceived as 

appropriate to use an Opel car, and which other car brands belonged to the Opel’s competitive 

set not only by asking where they would buy their car if Opel did not exist but also by analyzing 

which brands were written under the same categories as Opel. As an illustration, Peugeot was 

consistently mentioned among the four subgroups concerning almost all six car categories, 

except electric and sports car categories (Appendix 15). By contrast, in the sports and electric 
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categories, BMW was the main brand recalled and linked with. Notwithstanding, due to the 

large assortment of brands that were mentioned by the four subgroups it was not possible to 

delineate a clear competitive set. 

Now, if we look closer at the 18 to 24 years old participants who do not drive Opel, the brand 

is neither at the top of their mind nor on the top five car brands they recalled, as a matter of fact, 

17 out of 23 participants did not even remember the existence of Opel. In contrast, all Opel 

drivers had the brand on their top three of recalled car brands. Additionally, in what concerns 

category association, Opel was equally associated amongst the four subgroups with the 

city/small and family car categories, followed up by the vans and commercial category. In like 

manner, according to all participants, for the most part, Opel barely satisfies the electric car 

category. Plus, at the same time, none of the subgroups saw Opel as a sportive or SUV car brand 

(Appendix 15), as they were not even aware that Opel had such range. In the meantime, the 18 

to 24 years old non-Opel users’ subgroup when asked about Opel cars’ appropriate usage, the 

majority referred to Opel as a first car, followed by city car and long trip destinations. 

Brand Performance 

In terms of Opel’s performance, the brand was positioned as a medium-high quality and 

medium-low price brand by the Opel users. On the other hand, the non-Opel users positioned 

the brand in the medium quality and low-price quadrant (Appendix 16). Although Opel Corsa 

was the most recognized model by all the subgroups, most participants underlined its outdated 

“rounded” design and the lack of an aggressive, exclusive sports look. On the other hand, Adam, 

mainly confused with the Fiat 500 and Renault Twingo, was a car model clearly appealing to 

the female gender and highly described as modern, young, stylish, exclusive, and girly. In 

general, Opel’s special features like Opel OnStar or Opel Customer Days were barely identified 

among the four subgroups (only 3 out of 30 mentioned one of these features). Concerning 
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reliability and durability, Opel is rarely mentioned (5 out of 30 participants) and when 

mentioned, normally it is linked with a durability of 5 to 10 years.  

Regarding the characteristics to have in their cars, it was possible to identify differences 

between the younger and the older group of respondents. In particular, the 18-24 years old group 

pointed out the following characteristics: low fuel consumption, design (stylish) and comfort as 

the most important ones. Conversely, the 25-30 years old group, pointed out low fuel 

consumption, power, car space (a family car), comfort and safety as the characteristics their car 

must-have. Besides that, when asked about the dealership services, all respondents mentioned 

well-organized customer service, convenient location and good quality-price trade-off as 

important decision factors when considering where to go. Finally, respondents mentioned the 

importance of receiving an honest, friendly, efficient, and convenient customer service during 

their visit to an official dealership. 

Brand Imagery 

By analyzing the Opel’s brand imagery, it was possible to identify a set of words that mostly 

describes Opel: safe, reliable, middle-class, and quality. Opel was mainly described as a man, 

between 40-50 years old (20 out of 30 gave this description), wearing casual business clothes, 

working in a corporation, and listening to commercial music. Besides, and due to Opel’s 

advertisement with Claudia Schiffer (2014), a German woman, 30-50 years old, working in a 

company, and wearing casual clothes was also mentioned by 3 out of 30 respondents. Moreover, 

the typical Opel driver was generally characterized as a simple middle-class person, who has a 

pretty normal life and a boring job, with kids. Nevertheless, respondents normally do not 

identify themselves with the description they made about the brand and chose Volkswagen, 

Mini, Smart or DS as the brands that generally describe their personality. Equally important, 

many of the respondents identified Opel as German (21 out of 30 respondents), others wrongly 
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identified Opel as being French (4 out of 30). In general, all of them were able to recall the logo 

- only 9 out of 30 respondents were not able to correctly draw the logo (Appendix 17).  

When asked about the most suitable means to search for car information, the majority cited the 

following ones: the internet (websites, YouTube, blogs, ratings and reviews), family/friends, 

television programs, magazines and dealerships. Furthermore, when buying a car, respondents 

said family (mainly parents) as the most probable persons to ask for opinions, followed by 

friends with some expertise and people working in the automobile area such as mechanics. 

Since it is a high-involvement purchase, online is only used to search for alternatives, compare 

models or to customize the car, as the final step of the purchase is always done at the official 

dealership. Lastly, and in terms of the decision-making process, many of the respondents have 

inherited the car from their family, whereby they do not have any power of choice or just add 

their opinion on the customization process. Then again, the ones that have bought a new car are 

mainly influenced by their parents’ positive past experiences with a specific brand. 

Brand Judgments 

While assessing Opel’s brand judgments, it was noticeable that many of the non-Opel drivers 

do not have enough knowledge to base their opinions. However, the overall perception is that 

Opel presents a good quality in relation to price, it is a middle-range brand with some 

experience and many years in the automotive market. For the Opel users, the brand is 

trustworthy, reliable, and consistent over the years. Concerning innovation, the overall 

perception is that the brand has been improving, however, it is still not enough to surpass its 

direct competitors. In general, almost all the respondents respect and like the brand but do not 

admire it. Moreover, it was seen mostly as an average and not unique brand. On the positive 

side, Opel drivers are very likely to recommend the brand to others since they are very satisfied 

with their current car. 
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Brand Feelings 

Regarding brand feelings, many of the respondents, mainly in the 18-24 years old non-Opel 

user’s subgroup, said that Opel evokes feelings such as normality, indifference, or no feelings 

at all. However, another part of this same subgroup and the 18-24 years old Opel drivers 

mentioned that Opel make them feel safe, comfortable, good, and happy. Lastly, on the 25-30 

years old group, both subgroups mentioned reliable and safe as the main feelings. However, no 

negative associations were established which means that this indifference can be changed, for 

example, with the implementation of the appropriate communication style. 

Brand Resonance 

Now, concerning brand resonance, respondents were asked about the possibility of being loyal 

to Opel. In the Opel users’ group, some of the respondents mentioned that if they had the 

possibility they would keep buying from Opel since they are satisfied with the current car. 

Others mentioned that even being satisfied, they want to try different car brands in the future 

such as Toyota, Volkswagen, or Audi. Correspondingly, regarding loyalty programs, almost no 

one was aware of Opel’s programs and when informed about it, 20 out of 30 respondents said 

that it did not alter their original opinion or any perception they might have built. However, it 

served indeed as a call for attention regarding the benefits that drivers sometimes have and are 

not aware of or miss the opportunity to take full advantage of the readily available tools.  

According to all respondents, in order to develop a deeper relationship with Opel, it is necessary 

to improve the design of the cars, invest a lot in innovation, maintain a good quality at affordable 

prices, and provide them with an exceptional customer and after-sales service. Lastly, only the 

Opel users felt somewhat engaged with the brand, since it is the car they drive. Plus, despite the 

non-Opel users’ low engagement with the brand, they base their engagement perception in their 

indirect contact with the brand (e.g. seeing Opel cars on the roads), by riding in their Opel 

family or friends’ cars or by watching television advertisements. In general, all the groups 
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demonstrated no interest in buying Opel’s merchandising and 15 out of 30 were interested in 

participating in Opel’s events. All in all, no one considers themselves as Opel enthusiasts or 

ambassadors. In sum, low active engagement and sense of community was identified among 

the respondents. 

4.2. Quantitative Results and Preliminary Analysis 

When looking separately at the three-question screening test previously mentioned in this study 

(see Methodology), from the 294 recorded responses by Qualtrics, 94 did not meet the 

requirements (Appendix 18). Additionally, concerning the four subgroups formed, 20 

respondents selected the option in which they stated that they do not drive but they are planning 

to buy a car in less than 5 years, therefore, they were considered part of the non-Opel users 

group (Appendix 18). In conclusion, the final valid sample encompasses 200 valid responses 

(Appendix 19), and on average, respondents took approximately 23 minutes to complete the 

online survey. 

Lastly, to facilitate the comprehension of the Likert scale (1 to 7) and gather more conclusive 

percentages, the top 2 and bottom 2 box scores were used. Additionally, an adaptation was used 

in this study since scores from 6 to 7 show a more well-formed opinion (top 2 boxes) while 

scores from 3 to 5 (indifference boxes) show where the indifference lays the most. Therefore, 

scores from 1 to 2 (bottom 2 boxes) represent the lowest rating scores. In either case, 

demographic data can be consulted in more detail in appendix 20. 

Brand Salience 

In general terms, Opel is not a very recalled brand, as 55% of the respondents did not mention 

the brand, and only 32% recalled it within the top 3 brands (Appendix 21). Furthermore, it was 

expected that all the Opel drivers would be able to identify the brand, however, only 74% of 

the Opel users recalled it. Thus, one of the reasons for this moderate percentage was due to the 

subgroup of 18-24 years old where only 68% recalled Opel while in 25-30 years old, 80% were 
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able to recall their brand. This might be indicating that the younger subgroup tends to have 

other aspirational brands in their minds rather than Opel. At the non-Opel drivers’ group, as 

expected, the results are lower (32%), and this slight change among age groups is also verified 

(30% versus 43%, respectively). Furthermore, Corsa was the most recalled car model with 82% 

of the respondents pinpointing it, followed by Astra (64%), Insignia (30%) and Adam (26%) 

(Appendix 22). Not to mention that Insignia and Astra were more recalled among the 25-30 

years old group with 74% and 51%, respectively, indicating that these models are more directed 

to a more mature consumer who is looking for a more familiar and up-scale car, as previously 

identified in the qualitative analysis. 

Regarding brand recognition, Opel was the brand that shown a slightly better familiarity result, 

followed by Renault, Volkswagen, and Peugeot (Appendix 23.1). The Opel drivers presented a 

high brand recognition with both age groups scoring 87% (top 2 boxes). In contrast, both non-

Opel users’ subgroups presented moderate recognition with 40% (18-24 years old) and 26% 

(25-30 years old) (top 2 boxes). In short, these results are confirming the findings of the 

qualitative analysis where the low level of knowledge about the brand among non-Opel users 

was very noticeable.  

In terms of category association, Opel presented the highest association with small/city cars 

category (Appendix 24.1). Besides this, within the 18-24 years old group, both Opel and non-

Opel users positioned the brand in the small/city cars category with 77% and 71%, respectively 

(top 2 boxes). Conversely, within the 25-30 years old group, Opel and non-Opel users strongly 

positioned the brand in the family cars category with 87% and 52%, respectively. It is possible 

to say that the factor age might be influencing the perception of the respondents since they seem 

to be looking for different products, as they are in different life stages. Important to highlight 

that day-to-day use is the most suitable for both Opel and Non-Opel users with 79% and 30%, 

respectively (top 2 boxes). However, when asked about using the brand as first car, 82% of the 
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Opel users agreed, contrasting with the 21% of the non-Opel users (top 2 boxes). On the 

contrary, the least chosen one was outdoors (mountains, rural) in which respondents tend to 

not choose as ideal for an Opel car (Appendix 25.1). In conclusion, it was possible to understand 

that the degree of familiarity with the brand might be influencing the results: for Opel users, 

since they have direct contact and already drove an Opel, is very clear to them which are the 

appropriate usage situations; for non-Opel users, and since the level of knowledge is reduced, 

the results are much more dispersed and the identification of the appropriate use is much more 

difficult for them. 

In order to access Opel’s competitive set, two questions were developed: firstly, by asking the 

three brands that the respondents would choose when buying the next car; and, secondly by 

asking them to choose and rank the three Opel’s most direct competitors, previously identified 

in the qualitative analysis. From the first question, it was not possible to clearly define a 

competitive set since the results were very dispersed and linked with the respondents’ 

aspirations and preferences. With this in mind, Opel was the most mentioned brand by 34% of 

the respondents, followed by Volkswagen (28%), BMW (27%), Audi (26%) and Peugeot 

(22%). However, from the ones that mentioned Opel, 67% were Opel owners already - this 

confirms the findings of the qualitative analysis in which Opel users were very satisfied with 

the brand and the probability of rebuying from the brand was high. Conversely, at the second 

question, the range of possibilities was limited, and the brands were predefined, which allowed 

to clearly identify the competitive set according to respondents’ perception. Therefore, the 

results were, Renault, Peugeot, Citroën, and Volkswagen, with 75%, 74%, 52%, and 44%, 

respectively (Appendix 26).  

In addition, it was also possible to explore the main associations linked with Opel through one 

open question where the respondents were able to state the images and/or words that came to 

their minds when the word Opel was referred. In sum, the emblematic model Corsa was the 
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most recalled word (23%), making this result aligned with the qualitative analysis and 

confirming the above quantitative results. The word German was also mentioned by the 

respondents (12%) confirming the Opel’s Portugal Marketing Director idea of a positive 

association between the brand and the German quality. Moreover, other words like Astra, 

quality, trust, safety, familiar or reliability were also mentioned and overall no negative 

associations were linked with the brand, confirming the qualitative findings. 

Finally, it was possible to access the frequency that Opel came to the respondents’ minds. The 

answers were very dispersed but 29% mentioned that they remember it daily, and only 11% 

selected the never option (Appendix 27). As expected, from the respondents that mentioned 

daily, 79% were Opel drivers which confirms the qualitative findings in which only the 

respondents with direct contact with the brand remember Opel on a frequent basis. 

Brand Performance  

Accessing Opel’s brand performance, it was important to, firstly, understand how the 

consumers position the brands in terms of quality and price. In general terms, Opel scored, on 

average, 64.3/100 on quality and 51/100 on price (Appendix 28). Regarding price, the 25-30 

years old group attributed higher prices to the brand than the 18-24 years old group (58.1/100 

versus 48.4/100, respectively) (Appendix 29). This difference might be explained by the 

difference in the car models they are looking for: as identified in salience, the older age segment 

looks more for an Astra or Insignia which has a higher price point than, for example, a Corsa 

and, therefore, can influence their opinions about the price (Appendix 30). 

In order to explore in-depth Opel’s competitive set, in terms of quality, Citroën (60%), Peugeot 

(56%) and Renault (55%) were identified with the same quality as Opel. With more quality, 

respondents identified Volkswagen (60%) and Toyota (45%) (Appendix 31). Concerning price, 

Peugeot (63%), Citroën (56%), Renault (53%) and Toyota (45%) were identified as the same 

price level as Opel (Appendix 32). All in all, it is possible to say that these results are confirming 
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the salience findings regarding the competitive set, nonetheless, the set was narrowed down to 

the brands: Renault, Peugeot, and Citroën as Opel’s direct competitors (Appendix 33). 

To deliver the right product offering to the consumer, Opel should understand what are the 

characteristics which the drivers value the most in a car (Appendix 34). Moreover, it is 

important to identify if different age groups have different preferences and needs: the 18-24 

years old group values safety (73%), followed by low fuel consumption (71%) and affordable 

price (68%); on the 25-30 years old group, the respondents value the most safety (75%), 

followed by design (70%) and low fuel consumption (70%). In conclusion, the valued 

characteristics are very similar among both age groups, contrasting with the findings of the in-

depth interviews. With a view of understanding if Opel’s cars have a common DNA and are 

easily recognized, the respondents had to choose from a list of three very similar cars (Opel 

Adam, Fiat 500, and Renault Twingo) which one they identified as being Opel. Looking into 

the results, Opel Adam was identified by 75% of the respondents, however, 10% admitted that 

they did not know which one to choose (Appendix 35). 

Relatively to the new Opel Corsa-e, it was built for a younger target segment, plus follows the 

hot topic of electric cars. Under those circumstances, respondents were asked to what extent 

eight attributes best described the new Opel Corsa-e (Appendix 36.2). On average, respondents 

partially agreed with all the words attributed to Corsa-e apart from the exclusive and expensive 

attributes in which the tendency is to not agree or disagreeing (Appendix 36.1). Overall, all four 

subgroups point out a gap of knowledge regarding the price spectrum which might have to do 

with the difficulty in evaluating this kind of attribute through pictures. Equally important, 

modern, city and young scored the highest (Appendix 36.1), which is aligned with Opel cars 

being associated, on average, with the city in terms of appropriate usage and category 

association in both qualitative interviews and brand salience.  
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In general, all subgroups considered Corsa-e a young car, as at least 66% of each subgroup 

defended that evaluation (top 2 boxes). Plus, not only the 18-24 years old respondents link 

Opel’s improvements to those three latter words, but the 25-30 years old generation also 

understands the 6th transformation of the Opel Corsa and adds stylish to that same list. For the 

Opel consumers, almost all words were ranked slightly higher than the general average, special 

attention to the subgroup aged between 18-24 years old, where 6 out of 8 words ranked above 

average, indicating a certain degree of improvement noticed by the Opel owners themselves. 

On the other side, the non-Opel owners scored lower on almost all attributes, with the exception 

of the 25 to 30 years old subgroup that scored above the average in the following attributes: 

stylish, modern, exclusive, expensive, and young (Appendix 36.1). Lastly, respondents owning 

an Opel car found the car model more appealing than non-Opel owners. Plus, in terms of style, 

the fact that 59% and 51% of respondents, respectively, attributed scores above six might 

indicate that the “rounded” design might no longer be an issue. 

Most in-depth interview participants showed a lack of awareness regarding Opel’s exclusive 

services and special features (Opel OnStar, MyOpel, and Opel Customer day); therefore, 

respondents were asked about it again (Appendix 37.1). Firstly, in what concerns knowledge, 

on both Opel and non-Opel consumers, the majority did not know any of them (31% and 74%, 

respectively), the least known was Opel OnStar (11% and 4%, respectively), and only 10% of 

the Opel group knew all of them (Appendix 37.2). Even though information can be easily 

obtained online, the 25 to 30 years old respondents present a higher awareness level concerning 

the special features’ when compared to the 18 to 24 years old respondents (Appendix 37.2). All 

things considered, it was predictable that Opel drivers at least knew one of them, nonetheless, 

the verified levels of awareness regarding all the special features are still very low for 

consumers that are regularly in direct contact with the brand.  
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Next, all respondents, except the ones who selected none on the previous question, were asked 

about which special features they used before (Appendix 38). In the meantime, on both Opel 

and non-Opel consumers, the majority has not used any of them (45% and 86%, respectively), 

the least used special feature was Opel OnStar (5% and 0%, respectively), and only 2% of the 

Opel group has used all of them. All things considered, this indicates that there might exist a 

communication problem concerning the usage advantages, or the benefits are simply not 

sufficiently appealing to consumers.  

Additionally, respondents were asked to select the degree of personal importance concerning 

thirteen characteristics when visiting a workshop or an official dealership (see attributes in 

Appendix 39.1). Instantly, all participants on average considered honesty of extremely 

importance - 93% of respondents put it on the top 2 boxes (Appendix 39.1). Moreover, on 

average respondents agreed that all the dealerships or workshops characteristics were at least 

important except for design, size, feedback questionnaire and merchandising in which the 

tendency is to be indifferent (Appendix 39.2) towards them (74%, 75% and 58% on indifference 

boxes, respectively). Ultimately, concerning feedback, only Opel 25-30 years old consumers 

subgroup see it as important (32% against 15% of 18-24 years old subgroup top 2 boxes) 

signaling that the ones with more driving experience, end up perceiving better the benefits of 

providing feedback to brands. All in all, likewise in the qualitative analysis, most 18 to 24 years 

old respondents show a higher indifference compared to the 25-30 years old respondents. Not 

only this might have to do with the fact that the former group normally do not fully participate 

in the high-involvement decision process, but it also hints to the need of improvement of the 

dealership environment So, this way, they will feel incentivized to spend more of their time and 

energy in such decision. 

Secondly, 14% of non-Opel owners have visited or resorted to at least one official Opel 

dealership or workshop compared to the 36% of Opel owners who have never gone to one 
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(Appendix 40). Once again, this might suggest the existence of customer switching on the valid 

sample or might illustrate the trustworthy Opel service that appeals even to non-consumers. In 

terms of age differences, as expected 25 to 30 years old respondents have used more regularly 

an official Opel dealership or workshop (49%) than 18-24 years old respondents (22%) on both 

Opel and non-Opel consumers.  

Meanwhile, the 59 respondents that answered yes to the previous question ranked their personal 

experience at the Opel dealership or workshop in consideration to eight attributes (Appendix 

41.1). To begin with, respondents are on average satisfied with all attributes, except with feeling 

of exclusivity. As an illustration, 9% of 18-24 years old and 12% of 25-30 years old feel 

unsatisfied regarding exclusivity (highest bottom 2 boxes). Not to mention that they are highly 

satisfied with friendliness of staff, followed by honesty, which goes in line with what consumers 

previously mentioned (Appendix 41.1). In like manner, the fact that 50% of non-Opel users 

considered friendliness of the staff on the top 2 boxes (compared to the 49% of Opel users) 

provides the perception of non-Opel users regularly using at least the official workshop of Opel. 

Altogether, potential consumers seem to deposit some trust in Opel by going to its offline spaces 

(dealerships and workshops).  

Brand Imagery 

In order to access brand imagery, the first question was about which characteristics did the 

respondents felt that better described Opel for them. The results shown that people tend to at 

least agree with German, accessible, middle-class, and comfortable (Appendix 42.1), as these 

words had 63%, 57%, 57%, and 56%, respectively (top 2 boxes). In addition, 61% of people 

disagreed, or heavily disagreed with the word French, which supports the results from the 

qualitative analysis. For the Opel consumers’ group, all words were ranked slightly higher than 

the mean, with special attention to the subgroup aged between 25-30 years old, where eleven, 

out of the fourteenth words had at least 60% of the votes, in the top 2 boxes, with special 
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attention to the word family oriented, showing a deeper certainty about what Opel really 

represents to them. On the other side, the non-Opel owners scored lower in all categories, by 

doing so they do not perceive Opel as a conservative brand, where Opel owners partially do 

(14% versus 34% in top 2 boxes, respectively). 

Next, concerning the importance of the different means of information, the main response was 

family and friends (71%), followed by dealerships and brand website, (67% and 65%, 

respectively) (Appendix 43). Then, concerning where do they usually buy their cars from, it 

was possible to verify that 47% of the respondents buy cars from brand’s dealerships, 27% buy 

in second-hand dealerships, and 13% buy in second-hand websites (Appendix 45). This 

percentage distribution is kept constant within all subgroups. In addition, for those who have 

chosen any answer other than dealerships, a new question was asked to understand why people 

chose second-hand cars, and the conclusion was that the more attractive prices (93%), were in 

the center of their choice (Appendix 46). One possible rationale behind this tendency is the fact 

that 25 to 30 years old are starting to look for bigger, and more family-oriented cars, hence 

more expensive, so the price begins, again, to be an important factor. 

Gravitating more towards the communication aspect of the brand, 42% had never heard of 

Opel's new slogan (The Future is Everyone's), only 23% knew it and could clearly identify it 

with Opel, and 27% had already heard it but could not link it with a specific brand. These results 

are transversal to all groups, with the exception of the Opel drivers where 41% could identify 

it as being Opel’s new slogan, however, 43% said that they have never heard it before 

(Appendix 44), which is troublesome for the brand, as it represents a lack of awareness and 

communication effectiveness. In the last question, the aim was to identify Opel’s brand persona 

and the corresponding profile of the typical Opel driver. Concerning the German woman 30-50 

years old description, both female and male respondents identified Opel more with this 

description (61% and 56%, respectively) than with the man description (53% and 48%, 
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respectively) (Appendix 47.2). This result might be influenced by the German association with 

Opel’s brand origin; however, these findings contrast with the qualitative results in which the 

man 40 - 50 years old description was much more voiced by the respondents. 

Lastly, regarding Opel’s typical driver, both Opel and non-Opel users had similar answers - the 

stronger associations were of people with a normal and simple life as well as a medium-class 

person, confirming the in-depth interviews findings. Furthermore, some additional associations 

were made relative to people with kids and people that value the car’s design, in both statements 

the opinions were opposite: 64% of Opel users consider that Opel’s drivers value design in 

opposition to 39% of non-Opel users (Appendix 47.1). This result might be negatively 

influenced by the fact that, currently, non-Opel users do not consider Opel as a stylish brand 

with respect to the design of the cars. 

Brand Judgments 

Firstly, and concerning quality, the results revealed that, in general, the respondents partially 

agree that Opel presents both good quality and value for money (Appendix 48.1). After that, 

regarding Opel’s credibility, the results have shown that people respect the brand, like the brand 

but usually do not admire it that much (Appendix 48.1). Moreover, it was possible to identify 

that for Opel drivers, since it is the brand that they drive, it might be positively influencing the 

results: 84% of Opel drivers like the brand, contrasting with only 24% on the non-Opel drivers' 

group (top 2 boxes). Besides this, it is important to highlight that Opel poorly scored when the 

respondents were asked if the brand understands and materializes their needs, opinions, and 

interests. For non-Opel users, this result is very low (9%) and for Opel drivers, despite being a 

little bit higher (44% - top 2 boxes), it still has some room for improvement. In terms of 

innovation, Opel got a median result in which Opel drivers consider the brand more innovative 

than non-Opel drivers (49% versus 17%, respectively) (top 2 boxes). All in all, these results 

confirm the findings of the conducted qualitative analysis, in which Opel was considered an 
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outdated brand that is not delivering the product offering that consumers desire, mainly in terms 

of design and innovation. 

Concerning relevancy, the brand is much more relevant for the Opel users (66% versus the 12% 

of non-Opel users) (top 2 boxes). Furthermore, 72% of the Opel users indicated a good 

probability of recommending the brand in contrast with the 12% of the non-Opel users 

(Appendix 48.1). Finally, and concerning superiority, and uniqueness, these were the two points 

where Opel has had the worst evaluations (Appendix 48.2), since the results indicated that both 

Opel and non-Opel users do not consider the brand superior (31% versus 5%) or unique (41% 

versus 7%). Moreover, both Opel and non-Opel owners do not have a clear idea of what the 

brand represents (51% versus 7%). All in all, it was possible to confirm the qualitative findings 

in which Opel is not being judged as a superior or unique brand. 

In order to identify Opel’s strong points, the respondents had to choose up to 3 options, 

previously identified and selected from the qualitative analysis (Appendix 49). For the 18-24 

years old group, Opel’s strong points were the same for both Opel and non-Opel users - the 

good price to quality ratio (84% versus 58%) followed by the quality inherited by Opel’s long 

presence in the automotive market (65% versus 33%). For the 25-30 years old group, 53% of 

the Opel users pointed out the quality of the brand while 48% of non-Opel users mentioned 

more the price to quality ratio. Moreover, in common, both 18-24 and 25-30 years old Opel 

users chose the easiness to find car components with 55% and 47%, respectively. Finally, a big 

part of both non-Opel drivers’ subgroups admitted that they did not know or recognize any 

strong point of Opel as a car brand (42% and 48%, respectively). In conclusion, and confirming 

the findings of the qualitative analysis, the quality and value for money are the strongest points 

mentioned by most of the respondents. Therefore, Opel can use as a point of differentiation 

within a target (18-30 years old) where, usually, the brand that offers a quality product with an 

affordable price is the winning brand. 
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Brand Feelings  

With the goal of better understanding how Opel impacts peoples’ feelings, people were asked 

to select and rank up to three feelings that they associate with Opel. Respondents choose safe 

with 42%, followed by indifferent (41%) and satisfied (40%). On the other hand, when 

analyzing the most mentioned words: indifferent pops out with 34% in the first place, this 

situation is due to the weight of non-Opel users since they tend to not have any connection with 

the brand (54% chose indifferent). Regarding Opel users’, their choices fell mostly on safe and 

satisfied, both words with 64% (Appendix 50).  

Afterward, the goal was to discover who were the people that consumers turn to look for 

guidance when deciding which car to buy. In addition, 69% of respondents are highly likely to 

consult their parents, and 59% to consult their spouses, also people from the field (mechanics, 

vendors, among others) are represented here (54%). The younger age segment, 18-24, tend to 

be more dependent on their parents, when compared to the older age segment (25-30 years old), 

77% against 45% respectively in the top 2 boxes. With respect to the segment aged above 25, 

the spouses have been considered the most likely to be asked for an opinion and having 68% 

giving top 2 boxes answers. Finally, the subgroup without Opel, and aged below 24 years old, 

gave high scores to all possibilities (at least 55% top 2 boxes answers). This might indicate how 

open they are to receive guidance, and information from everybody, once, at such a young age, 

many times, they feel overwhelmed by such an important decision (Appendix 52.1). 

Next, 66% of respondents would prefer to see television advertisements, and 48% are keen on 

Facebook as a platform to discover the news regarding the automotive industry. The younger 

age segment that drives Opel cars are the ones with the highest percentage of choice of 

Instagram, around 58%, showing the tendency of having Instagram for a younger audience, and 

Facebook for a slightly older age segment, 77%. Finally, outdoor ads is a popular choice among 
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the 25-30 years old segment, more precisely 53% of them have voted for this option (Appendix 

51). 

Brand Resonance 

Behavioral loyalty  

Firstly, and with respect to behavioral loyalty, the results disclosed that consumers are likely to 

be loyal to one car brand (5.14/7) (Appendix 53). In detail, Opel consumers (64% in the top 2 

boxes) show a higher likelihood of being loyal to one brand than non-Opel consumers (45%). 

Even though there is not much difference between age groups, it is important to point out that 

during the age of 18 to 24 years old, consumers are more prone to be influenced and impacted, 

so in the near future they can become viable brand ambassadors. As an illustration, on average 

the 18-24 years old Opel subgroup is very likely to be loyal to a car brand as 68% of them 

attributed scores above 6 (Appendix 53), and its top 2 boxes surpassed the corresponding top 2 

boxes of the 25-30 years old Opel drivers (60%). Consequently, this shows that a younger 

segment might represent a leading advantage for the brand. 

Secondly, on average respondents poorly scored when tested their loyalty to Opel (Appendix 

54), a value well below when compared to the high loyalty rate (above market average) 

mentioned by Opel’s Portuguese marketing director during the interview. This low value can 

be partially explained by the 71% of Non-Opel consumers (Appendix 54) who attributed a score 

of 2 or below (bottom 2 boxes). On the other hand, only 48% of Opel users attributed a score 

of 6 or 7 (top 2 boxes). To put it differently, the level of Opel users’ loyalty is still below 

compared to the demonstrated loyalty towards one car brand. In like manner, the majority of 

18-24 years old do not consider themselves loyal to Opel (60% in bottom 2 boxes) when 

compared with the 28% of 25-30 years old group. In short, it appears that consumers only 

bonded with the brand at a superficial level. 
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Next, on average respondents perceive a positive brand experience and a great after-sales 

service as the most important factors when repurchasing the same car brand (Appendix 55). 

Notably, 97% of Opel and non-Opel consumers put the former in the top 2 boxes while 82% to 

89% of both groups put the latter in the top 2 boxes. On the other hand, the least important 

repurchasing factor is the offer of exclusive loyalty services which is aligned with brand 

resonance results relatively to Opel’s special features. In either case, the bottom line is that both 

Opel and non-Opel consumers are looking for remarkable experiences complemented with a 

friendly staff and exceptional customer service.  

Lastly, given the repurchasing factors, respondents are indifferent towards the likelihood of (re-

)buying an Opel car (3.9/7). Even though, as expected Opel users show a higher likelihood of 

rebuying an Opel car (62%) contrasting with the non-Opel users’ likelihood of purchase (8%) 

in the top 2 boxes (Appendix 56). It seems that the superficial loyalty bond is sufficiently strong 

to hold a repurchasing behavior but uncertain about its capability to sustain a complete loyalty 

loop. All in all, these results confirm the lack of emotional connection with Opel and in some 

way the failure in delivering the brand’s mission such as moving with the times and 

expectations of everyone.  

Active engagement 

Based on the quantitative results, only 21% of Opel users consider themselves Opel enthusiastic 

or ambassadors, and regularly visit Opel’s website; 36% love to talk about Opel; 38% like to 

be seen driving an Opel car; and, 39% feel engaged with Opel (top 2 boxes). On the positive 

side, surprisingly, 43% follow the news regarding Opel (Appendix 57) (top 2 boxes). In short, 

consumers present contradictory information since the percentage of consumers that consider 

themselves as Opel ambassadors is below the percentage of those who love to talk about Opel. 
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Attitudinal attachment 

Concerning attitudinal attachment, safety was considered on average as the most important 

feature for a consumer to become attached to a car brand (Appendix 58). In terms of innovation, 

contrary to what was mentioned by respondents on the qualitative interviews, the 25-30 years 

old put more importance on innovation than the 18-24 years old group (71% and 52% in the 

top 2 boxes, respectively). Furthermore, there is also an opportunity of capitalization by the 

brand on its brand origin and quality as 88% of non-Opel and 83% of Opel consumers evaluate 

durability as one of the most important factors to become attached to a car brand (top 2 boxes). 

To sum up, higher attention to each brands’ strong points should be made by the brands 

themselves in order to be on top of mind, encompassed on consumers’ consideration set and 

considered a changemaker within the automotive industry. 

By the same token, the quantitative results exhibited that Opel on average is not special to any 

of the respondents (Appendix 57). For example, within the Opel drivers, only 39% of the 18-

24 years old respondents admitted that the brand is special to them contrasting with 50% of 25-

30 years old respondents (top 2 boxes). For the non-Opel drivers, as expected, the results are 

much lower with only 3% (18-24 years old) and 9% (25-30 years old) of the respondents 

mentioning Opel as special to them (top 2 boxes). Nevertheless, when it comes to brand lovers 

in the personification of being a brand fan, 46% of Opel consumers see it as relevant when the 

repurchase of the same car brand is on the table (top 2 boxes) (Appendix 55). In conclusion, a 

very low attitudinal attachment regarding Opel was identified, since Opel’s models have not 

been reflecting what the consumers are and the brand is not considered special, even for Opel 

drivers, as previously identified in in-depth interviews. 

Sense of Community 

In terms of the fourth component, only 31% of Opel consumers mentioned the belonging to a 

car brand community as something important when repurchasing the same car brand (top 2 
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boxes) (Appendix 55). Similarly, only 15% of Opel consumers see Opel as a brand that is used 

by similar people like the respondent themselves (top 2 boxes) (Appendix 57). In conclusion, 

these pieces of evidence of Opel exhibit a weak sense of community and confirm the evidence 

gathered from the in-depth interviews where usually respondents did not identify themselves 

with an Opel driver and described it as an older person (40 to 50 years old). 

5. Key Findings 

After analysing qualitative and quantitative results, it is important to look at both and extract 

the key findings that will posteriorly serve as the foundations for the recommendations. 

Furthermore, to simplify the diagnosis, a colour system with five colours was used to evaluate 

Opel’s performance in the six building blocks. This system was based on a traffic light approach 

with the three main colours – green (sources of strength), yellow (improvement areas) and red 

(source of weaknesses) - along with dark green and orange that represent intermediate points 

between the three possible situations (Appendix 59). Lastly, this type of diagnosis will be 

applied to both Opel and non-Opel consumers since, as identified throughout this study, the 

groups present different realities. Therefore, all things considered, a final CBBE pyramid was 

built and can be seen in more detail in appendix 60. 

Brand Salience 

For positive brand equity, Opel must perform well on brand salience, the basis of the CBBE 

pyramid. Looking into the depth of brand awareness, Opel was recalled by most of its current 

users, however, it presents a low recallability among non-users. Moreover, the brand scored 

low as top-of-mind in both analyses, even among Opel users. With respect to Opel models’ 

recallability, the results were very positive since the emblematic model Corsa, which is the 

model that the brand can capitalize the most among the young target (18-30 years old), was 

recalled by most of the respondents. Regarding recognition, Opel was the brand that presented 

the highest score when compared with its direct competition. Moving to the category 
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association, Opel was mainly positioned in the small/city car categories by both groups, which 

can be good for the brand since it is typically the type of cars that the young target (18-30 years 

old) is looking for. Focusing on the breadth of brand awareness, the usage as first car presented 

a low value amongst the non-Opel users’ which might be negative for the brand. Equally 

important, Opel owners will be likely to rebuy a car from the brand, contrasting with non-Opel 

users that are not putting the brand into their consideration set. 

All in all, it is possible to identify that Opel is scoring well in recognition and category 

association. The results are mainly positive among the current Opel users, however, among the 

non-Opel users’ group the brand has still some room for improvement in terms of recallability, 

usage situations and consumers’ consideration set. With this in mind, Opel’s brand salience was 

considered green for the Opel users’ group and yellow for the non-Opel users’ group. 

Brand Performance 

Concerning brand performance, Opel was positioned as a medium-high quality and medium 

price brand, however, non-Opel users tend to position the brand lower in quality and price when 

comparing with Opel users. Regarding the competitive set, contrary to the qualitative analysis, 

it was possible to clearly define Renault, Peugeot, and Citroën as Opel’s direct competition. 

Equally important, the new Opel Corsa-e personifies the modernity, city, and youth direction 

that Opel is trying to attain to accompany the vanguards’ car brands. This improvement has 

been noticed by the Opel consumers, nonetheless, non-Opel consumers do not realize any kind 

of major transformation at Opel’s strategic direction.  

In what concerns special features’ awareness, Opel consumers demonstrate a lower level of 

awareness than expected since they are regularly in direct contact with the brand. In the 

meantime, non-consumers’ awareness is above the expected, meaning that “past experiences” 

might be part of the factors that consumers consider when purchasing a car. By the large sum, 

most respondents have never used any of Opel’s special features. Therefore, being aware or 
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acquainted with Opel’s special features offer does not translate into usage, either this is because 

those features are not sufficiently attractive to turn consumers’ heads around or Opel’s 

communication needs some kind of reformulation. Now, concerning the dealership experience, 

both Opel and non-Opel consumers demonstrate trust in Opel’s services at least the ones from 

its official workshop, and highly value the friendliness of Opel’s staff and honesty. 

Nevertheless, while these two latter attributes present a satisfactory level for non-Opel 

consumers to be at, Opel consumers seem to be on a medium spectrum in terms of the 

dealership’s personal experience. With this in mind, Opel’s brand performance was considered 

dark green for the Opel users’ group and yellow for the non-Opel users’ group. 

Brand Imagery 

In the case of Opel owners, Opel tends to be perceived as a German brand, focused on comfort 

and quality, and that transmits a sense of safety. In addition, both groups tend to associate a 

German female persona with Opel, most likely due to the presence of Claudia Schiffer image 

on Opel’s advertisements. Regarding the typical Opel driver, the main associations relapse to 

people with a normal and simple life, belonging to the middle-class. This puts the brand as an 

average and common brand. On the positive side, it allows Opel to reach the mass market, but, 

on the other hand, as it is identified as a brand for normal and simple people, it shows a lack of 

identity and target since the definition is pretty generic, fitting almost anybody, and not helping 

the brand to differentiate. 

Moving on to sources of information, the availability of trustworthy information, both on the 

brand’s website as at the dealerships, is key in influencing consumers’ decisions. Also, most 

respondents said that they have bought their cars from brand’s dealerships. In fact, those who 

choose to buy second-hand cars, do it because of the attractive prices, consequently, the 

perceived affordability of Opel can be seen as an opportunity here. Therefore, the brand might 

leverage its price-quality ratio as a selling point.  
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All things considered, Opel users can associate it with the right values, such as comfort, quality, 

and safety, hence the attribution of the dark green colour. Lastly, non-Opel users do not 

associate any values with the brand, besides German, neither show any knowledge regarding 

it. However, they tend to consider the brand less conservative than initially thought, for that 

orange was the colour chosen. 

Brand Judgments 

Regarding brand judgments, despite the gap of knowledge of non-Opel users, the brand is 

perceived with good quality and good value for money by both Opel users and non-Opel users, 

reinforcing the above findings on performance. With respect to credibility, Opel is not 

delivering sufficiently attractive products to meet consumers’ expectations and desires since it 

scored very low when respondents were asked if the brand understands and materializes 

customer’s opinions, needs, and interests. In terms of consideration, as identified in both 

analyses, the likelihood of recommending the brand is high among Opel users contrasting with 

non-Opel drivers. Finally, Opel is not seen as unique or superior by both Opel and non-Opel 

drivers. With respect to Opel’s strong points, usually, both groups tend to identify the good 

quality/price trade-off and the long-lasting presence in the market as such. In conclusion, Opel 

is performing well among both groups in terms of judgments about quality. Opel users are 

making good judgments in terms of credibility and consideration but not so good in terms of 

superiority, which leads to the attribution of the yellow colour. Plus, non-Opel users are poorly 

judging Opel mainly in terms of superiority and consideration, which leads to the attribution of 

the orange colour to them. 

Brand Feelings 

In the Opel users’ group, people identified satisfied as the most important feeling, showing that 

indeed, they like the car they drive, and possibly the brand. Most non-owners’, due to their lack 
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of emotional connection to the brand, have chosen indifferent, demonstrating that 

improvements are needed in order to captivate the attention of this group. 

In the non-Opel users’ group, television advertisement was elected as the number one platform 

to learn about the news of the automotive industry, demonstrating, and giving reason to the 

large investment made every year, in this industry. Moreover, Opel drivers tend to focus more 

on social media, with the younger age segment (18-24) deeply embedded on Instagram, and the 

25 to 30 age segment choosing Facebook as their preferred platform. This data is quite helpful 

for targeting as it enables to reach different segments by using the right channels such as 

programmatic advertisements, or targeted posts. 

Finally, people from the younger segment (18-24 years old), when in need of help to choose a 

car tend to lean on their parents for guidance, besides that the non-Opel owners within this 

group, tend to be very open to receiving opinions from everyone. On the other hand, this 

analysis shows that people are very likely to ask their loved ones, with whom they live, either 

the parents for the under 24 years old segment or the spouses for the up 25 years old one, 

demonstrating that not always the degree of expertise is relevant, but more the opinion from 

people who are close to the matter, and that are affected by the choice. Hence, the convincing 

relatively to the purchase is not only of the buyer itself but it is also the influencer behind them. 

Under those circumstances, non-Opel buyers were attributed with the orange colour, as for 

them the existence of the brand is indifferent. Regarding Opel owners, the level given is yellow 

as the feelings associated with the brand are not intense enough to lead to a deep attachment. 

Brand Resonance 

In relation to behavioural loyalty, most consumers are loyal to a car brand contrary to the 

qualitative findings. Even though almost half of the Opel respondents considered themselves 

loyal to Opel, this result still represents a low value when compared to the loyalty percentage 

verified concerning the loyalty to any car brand. In reality, both groups consider the brand 
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experience and the after-sales service as important. On the other hand, exclusive loyalty 

services are considered as the least important when re-purchasing the same car brand. 

Therefore, being aware of loyalty services usually does not change consumers’ minds in the 

automotive industry, as consumers nowadays look for remarkable car experiences coupled with 

an expert staff team and outstanding customer service. On the positive side, Opel users indicate 

a high likelihood of rebuying an Opel car. Consequently, an apparent superficial loyalty 

demonstrated by Opel users seems to be holding repurchased actions but there is still a weak 

emotional connection with the brand.  

Regarding active engagement, all respondents highlighted the importance of further developing 

the brand’s website to complement the physical product offering. On the negative side, only a 

small percentage of Opel users consider themselves as Opel enthusiasts or ambassadors and 

visits Opel’s official website in accordance with what was stated in the in-depth interviews. 

Moreover, only one-third of Opel consumers feel engaged with Opel, love to talk about the 

brand, and like to be seen driving an Opel car. In brief, the only positive aspect here is the fact 

that almost half of the Opel consumers follow the news regarding the brand in contrast with the 

qualitative findings. Relatively to attitudinal attachment, all respondents see as an opportunity 

the capitalization of the brand origin by Opel and hint to the fact that Opel’s source of 

differentiation should not be exclusively based on innovation, but also in reliability and co-

creation. In fact, Opel is considered not to be special or unique by its consumers, which is 

aligned with the quantitative brand judgments’ findings. In conclusion, a weak attitudinal 

attachment regarding Opel was identified. Lastly, the sense of community of Opel is also weak 

as they do not see belonging to a car brand community as something important and very few 

see themselves reflected on the other Opel drivers. In conclusion, Opel’s brand resonance has 

the red colour attributed since Opel barely fulfilled the four aforementioned components, and 

the same happens to the non-Opel drivers brand resonance. Bearing in mind that the remaining 
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building blocks performed averagely and were represented mainly with the yellow colour, the 

fact that brand resonance is red does not present any surprise as it embodies all the other 

building blocks of the CBBE pyramid. 

6. Recommendations 

I. Improve Social Media Content – Brand salience & resonance: 

Opel is having difficulty in connecting with the younger generation not only because their 

content is not engaging enough but also because Instagram is still poorly explored by the brand 

(Appendix 61). With this in mind, and in order to keep investing in digital communication, Opel 

should bet in both the development of content and engaging actions to attract and retain a 

younger audience. Moreover, Facebook has been losing some relevancy in the last few years, 

so Instagram should be prioritized since it is the platform where the biggest part of the desired 

target (18-30 years old) spends most of their time (Marktest, 2019). 

Firstly, Opel Portugal should be very concerned about their Instagram visual presentation since 

it is the one that will make the first impression on online users. Thus, by creating a clean, 

modern, and visually appealing feed, it will work almost like an online showroom for the brand. 

In addition, the photos showing the product should be placed along with people with the 

appropriate age range: usually, consumers tend to associate the product with the person that is 

using it, so by putting an 18-30 years old person next to, for example, a Corsa, it might increase 

the association of being a car used by youth. Secondly, using Instagram stories tool to engage 

with users by posting questions, call-to-actions (swipe-up link), giveaways, among others, it 

will unfold a highly interactive storyline about the brand and respective car models. Moreover, 

Instagram takeovers by the brand ambassadors can also be a good source of entertainment 

content, which can draw the attention of new followers to the brand’s Instagram. Lastly, the 

IGTV and Instagram highlights tool could be used to create “folders” of interactive content 

where consumers could access to car models’ previews, ambassadors’ exclusive content, e-
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mobility discussions, Opel news, events, among others. Additionally, some marketing strategies 

can be developed to generate online traffic to the brand’s social media pages as well as increase 

its followers base. Therefore, giveaways or contests are a good strategy to lead users to engage 

with the brand by using WOM tools such as “Mention 3 friends to participate”. 

Besides that, Opel Portugal should create a new Instagram profile only dedicated to the most 

emblematic model, the Corsa. In short, Corsa would be presented on Instagram as if it was a 

human influencer by posting selfies, promoting its features, making Instastories, and interacting 

with the younger target. Usually, automotive brands create an official page, however, separated 

pages for specific models is something rarely seen. The objective is to create amusing content 

able to attract both Opel and non-Opel drivers to the page, generate buzz, and positive word-

of-mouth around the brand since it is an unusual strategy for an automotive brand. Thus, if the 

company wants Corsa to make part of the younger age segment, it must act like them - being 

an active social media influencer turning the brand into a modern, appealing, and trendy 

automobile brand. All in all, this recommendation aims to enlarge Opel’s Portugal followers 

base and putting the potential consumers indirectly exposed to the product offering, on a daily 

basis, which might impact recallability, active engagement or even the consideration set in the 

long-term. Equally important, with this action, Opel might be able to start associating positive 

feelings with the brand, moving it out of the indifference zone, previously identified in the 

qualitative analysis. 

II. Improvement of the website experience - Brand judgments & brand resonance: 

According to the findings through the survey made, Opel’s Portugal overall website experience 

was neither above nor significantly below when compared to its direct competitors, mostly due 

to the lack of unique features. There are some concerns with the existing tools, for example, the 

sort of options inside the configurator is quite limited, and there is too much bureaucracy to 

access important information (Appendix 62). So, in the short term, Opel Portugal should aim 
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to simplify the online processes, by reducing the bureaucracy steps, and invest in the 

development of a fully functional configurator, having a more homogenized offer across all 

countries where Opel operates. Furthermore, to reduce this aforementioned attrition, the 

creation of a programmed WhatsApp answering machine could be tested. For example, during 

the launch of the new Corsa-e, it could be useful to have the WhatsApp number “Talk with 

Corsa”, where people could ask their doubts and receive an immediate answer by the 

programmed machine. In addition, they should develop a rating system within its website, 

where current Opel owners could rate their vehicles according to different metrics such as 

performance, durability, space, comfort, among others, and share their experience (either as a 

review, or directly with other consumers by using an Opel chat), so that potential buyers could 

have a trustworthy opinion to base their decision upon. A careful selection of reviews must be 

made since giving full “control” to the consumers might create some shaky situations, 

nevertheless, consumers trust peer consumers more than they trust advertisers or marketers (Lee 

and Youn, 2009; Sen and Lerman, 2007). To leverage this tool, the selection process must be 

done by an independent third party in order to ensure credibility, and transparency to the brand. 

This will lead to an increase in consumer’s trust and further develop a true sense of community 

among Opel buyers. Besides, by having new added filters,  based on a brief questionnaire, such 

as the value of consumers’ budget, the main features they are searching for and the main purpose 

of the car in a section of the brand’s website, Opel Portugal could advice each consumer on 

which model fits best their needs.  

Finally, the creation of a webpage where consumers might get the chance of comparing two, or 

more models, in order to better understand their differences and the one that best satisfies what 

they are looking for. Lastly, those ideas were tested on the survey and validated by the 

respondents (Appendix 63). From the consumer's perspective, this will be seen as value-added. 
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Later, it might translate into higher levels of engagement and, consequently, of purchase since 

the main online tool used by consumers is the brand's website. 

III. Improvement of Opel’s actions for young consumers - Brand resonance:   

To impact as soon as possible young adults’ lives, Opel Portugal could create a partnership 

program with some Portuguese driving schools. This type of partnership would allow the brand 

to have an indirect “conversation” with young adults and gradually let them recognize the 

advantages of owning an Opel car while they learn how to drive (enhancement of attitudinal 

attachment). Furthermore, Opel Portugal could use this opportunity to “cover” the streets with 

Opel cars, increase its geographic reach, and leave its mark in one of the most important 

moments of each driver’s life. Not to mention that people of at least 18 years old would be 

doing a test drive without having to go to a physical dealership. This way, Opel Portugal would 

be entering into the younger Portuguese segment as aimed by the brand. Here, the most 

important factor is the possibility of gathering data concerning young adults and use it for future 

direct marketing actions. In case, they do provide their data to the driving schools, they could 

receive a diverse range of discount vouchers to use at Opel’s official dealerships and 

workshops.  

Relative to active engagement and sense of community, a remarkable experience and 

outstanding customer service can simply mean a points-based program, which Opel Portugal 

could have available for consultation on its official website and MyOpel app. In other words, 

the brand would be awarding points according to the expenses and trips done by the respective 

consumer, for example, their vehicle maintenance. Furthermore, the accumulation of points 

could start right away from the precise moment a driver downloads the app and connects it with 

their new Opel car. In general, this would also generate free WOM by linking the increment of 

points with the invitation of more Opel friends to the app. In short, the main objective with the 

first part of the suggestion is to acquire potential non-consumers and demonstrate how unique 
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and special Opel can be while the second part is more about boosting the retention of Opel’s 

current consumers and the percentage of people that love to talk about the brand. In sum, both 

want to contribute towards a higher likelihood of drivers seeing themselves reflected on the 

other Opel drivers, and increase the number of consumers that like to be seen driving an Opel 

car. Lastly, Opel Portugal should bear in mind the negative effects of the vicious cycle of 

discounts that some car brands end up entering on.  

Ultimately, Opel Portugal would launch a contest for all Portuguese universities with degrees 

of marketing, management, and engineering. In this contest, three main problems that Opel 

might be going through are presented and distributed across teams. This way students above 18 

years old get to know Opel, the brand gathers insights and, lastly, it improves engagement and 

brand image among consumers and non-consumers. Initially, the competition would be solely 

national and with a prize to be decided by the company. Nevertheless, in case other countries 

create a similar type of contest, the Portuguese winning team could get the opportunity to in the 

future face international teams from the countries where Opel is currently established. 

7. Limitations 

Concerning the elaboration of the research project, some limitations should be addressed. 

Firstly, in both the qualitative and quantitative research methods, the unbalanced distribution 

of the sample did not allow for a more representative understanding of the typical Opel 

consumer as respondents were mainly non-Opel drivers aged below 24 years old. Secondly, in 

the quantitative section of the work project, a big variation in the sample size of each subgroup 

is noticeable, as non-Opel users aged between 25 and 30 years old only had 23 respondents out 

of 200. This fact reduces heavily the possible conclusions extracted from this subgroup, since 

from a statistical point of view, the sample size is insufficient to extract significant information. 

Also, the personal proximity of these people can bias, even if slightly, their responses 
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throughout the interviews since they might only give positive answers in order to “help” the 

project. 

Third, the long length of the online survey has most likely constituted a problem as it may have 

discouraged respondents to answer truthfully towards the end of the survey since they just 

wanted to finish it as soon as possible. Moreover, 255 respondents gave up during the survey, 

most likely as a result of its length. Third, and final point, some inconsistencies in respondents’ 

answers were found, as in one question they tended to give a more positive answer regarding 

Opel’s image, for example, and some questions later, they tended to say the opposite of their 

first statement. This case, although troublesome, was taken into consideration throughout the 

analysis, as it was used to show the lack of awareness or engagement, that most respondents 

demonstrated towards the brand. 

8. Future Research 

After the completion of this work project, some topics might require some further in-depth 

analysis. Firstly, the outcome of the implementation of the suggested recommendations should 

be studied, since it is important to understand if they had an impact on the resolution of the 

diagnosed problems. Secondly, it is important to understand if Opel’s strategy for 2020, in 

which the brand tries to reach the 18-30 years old segment, is beneficial for the company in the 

long-term or if it compromises the current strategy applied to its older age segment. Ultimately, 

it should be further analysed if it would be beneficial to decentralize the power of decision 

relative to some of the countries, instead of it being solely concentrated in the German 

headquarters. 
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I. Abstract 

Communication is highlighted as a problem; therefore, we need to look into this more. Part of 

Opel's communication is built on its ambassador, so given how important this decision is one 

must then look to the factors contributing to it, and how to improve them. For that reason, 

specific questions were included in the survey developed for the group project, regarding brand 

ambassadors. The analysis will have as foundations the model of McCracken (1989) concerning 

meaning transfer. Lastly, one main recommendation is proposed, with the objective of 

improving the overall communication capacity of the brand. 
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Celebrity endorser is described as a person, easily recognizable by its peers that can use this 

trait to gather attention to an endorsed product (McCracken, 1989). Celebrities have the ability 

to work as quality stamps, giving assurance to the public that the product endorsed by them is 

worthy (Dean, 1999). 

The topic of celebrity endorsement has begun by the development of the source credibility 

model (Riley et al., 1954), and the source attractiveness model (McGuire, 1985). The 

combination of the two models will be called the source models (MCCracken, 1989). This 

model defends that the core of its effectiveness is due to the traits of the celebrity, and not to 

the fit between the brand and the celebrity. Additionally, it also cannot explain why a certain 

celebrity does not fit a certain product. For those reasons McCracken decided to build on top, 

but further developing the gaps existent. 

The new model (Appendix 1) is developed in three stages. In the first one, celebrities “receive” 

their meanings, through their jobs, objects and persons they encounter, so it consists on a 

transfer of meaning that then resides within the celebrity. The use of celebrities versus normal 

people is because the first ones can deliver everything the latter can, but with more precision 

and in a more powerful manner, also celebrities own their meanings due to long acquaintance 

the audience have with them. To note that credibility plays a pivotal role in consumers 

perception of a celebrity (Biswas et al., 2006), therefore, it is understandable that endorser 

credibility would lead to increased levels of brand loyalty, gained through brand recall and 

recognition (Spry et al., 2011). 

The second stage describes the transfer of meaning from the celebrity into the product, for this 

to happen a proper casting of the celebrity must be made. First, the symbolic properties must 

be determined, and only then the brand must seek a fitting celebrity that possesses those 

meanings. After that, the construction of the advertisement must be done so that only the desired 

meanings are extracted from the celebrity, once, not all of them are helpful for a certain product. 
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The celebrity is not there as an adornment, instead it should be the focal point of the 

advertisement itself (Till and Busler, 1998). 

Finally, the third stage, and the most important one, claims that the transfer of meaning from 

the product to the final consumer must be claimed by them, and consequently worked on, as 

there is no automatic transfer from the object to the consumer (McCracken, 1988). Celebrities 

are seen as credible, once they represent the successful path of embodying the meanings 

received by others. Without doubt, the possibility of having a celebrity endorsing a product, 

would probably lead to better acquisition rates (Daneshvary and Schwer, 2000). 

In sum, the success of endorsers relies on the fit between the product and the celebrity 

advocating for it (Kamins, 1990), and that the success of an endorser differs from product to 

product (Friedman and Friedman, 1979). Regarding the endorser, per se, Till and Busler (1998), 

defend that the attractiveness dimension is not as helpful in doing the match between endorsers 

and brands, as the expertise dimension may be. In addition, the trustworthiness of an endorser, 

if perceived by the audience, leads to an incremental alteration of brand attitude (Malik and 

Guptha, 2014). Finally, and according to Erdogan and Baker (2001, 44) the key attributes a 

celebrity must deliver are: “celebrity-target audience match; celebrity-product/brand match; 

overall image of celebrity”. 

 

Methodology 

To assess Opel’s Ambassador quality, qualitative and quantitative research methodologies were 

used research and the design was based on that of the Group project (A Brand Equity Report 

for Opel Portugal: Building a successful brand for younger Portuguese consumers). 

In the qualitative part questions made were either directly related to João Manzarra, as he is the 

current ambassador of Opel, or brand strengths guided questions, in order to better understand 

how does the relationship between brand strengths and ambassador communication works.  
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Regarding the quantitative analysis the focus was on discovering who would be a good fit with 

the brand trying to encompass the model of Erdogan and Baker, for Opel’s younger consumers, 

using McCracken’s model as a base. For that, once again, strong points and projective technique 

were key. In the latter, people were given descriptions of certain people, and they had to choose 

the ones that best fitted an Opel driver. Finally, a direct question was made, regarding who 

should be Opel’s Portugal brand ambassador, with the goal of understanding if a general 

opinion existed. The goal was to unveil if a celebrity-target audience existed. 

 

Results and Analysis 

In order to access who should be Opel Portugal’s brand ambassador, one must first look at what 

meanings does the brand desires to transmit, hence the focus on the second stage of 

McCracken’s model. In order to do that, further analysis must be done when analyzing 

qualitative data, as well as quantitative one. The first and third stages of the model will be 

discussed in the Recommendation part of this report. 

Starting with the results from the in-depth interviews, Opel tends to be identified as a brand for 

small/city cars and family cars, this trend is aligned to the two age segments, 18-24, and 25-30 

years old, respectively. Regarding price, the 25-30 years old group positioned the brand with 

higher prices than 18-24 years old group, probably because they are looking for a more up-scale 

model, such as Astra or Insignia, with higher prices. On average, the brand is seen as having a 

good price-quality ratio, as for the thirty respondent’s quality tends to be medium to high and 

price medium to low. 

Discussing imagery, results shown that the set of words that best described Opel, was composed 

by safe, reliable, middle-class and quality. When completing the projective technique, the brand 

was mainly perceived as being a man (20/30 responses), in his forties. Additionally, usually 

dressed in a business manner, and who enjoys listening to commercial music. However, some 
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connection to a German woman, in her forties, as well, was made aware by at least three of the 

respondents, that most likely tried to describe Claudia Schiffer, as she was part of one of Opel 

commercials, in 2014. 

In what regards the values attributed to the brand, the trend is kept like the one in imagery, 

whereas here respondents identified trustworthy, reliable, and consistent as the top 3 values. 

Then, when presented with the current advertisements of Opel, namely one with João Manzarra, 

the feedback received was mixed. First, some people (15 out of 30) showed great support to 

Opel’s initiative of presenting a brand ambassador in their advertisements, on the other side (8 

out of 30) find that the use of celebrities is unnecessary in this context, and does not bring 

anything “new to the table”. Second, the choice of Manzarra, as a brand advocate, created some 

disagreements among respondents, as for many he is not a suitable celebrity to match Opel’s 

values (17/30), once he has a history of personal problems,  he does not transmit the right 

message, to the right target, and does not seem to be credible. This situation is extremely 

apparent, as for the segment aged above 25 years old, all believe that Manzarra is a bad fit for 

the brand, which could demonstrate a lack of useful meanings to be transferred from the 

celebrity to the consumers. On the other side, some defend that the funny and young personality 

of João are of great advantage for Opel (12/30), and indeed are a match to the brand’s message 

and values. The segment aged below 24 years old, tend to be split almost 50-50 in what regards 

their agreeableness of the use of João as a brand ambassador. This, although not conclusive, 

generates some discomfort in the future use of this celebrity as the main spokesperson, once 

most respondents do not believe in Opel’s current choice. 

Moving into the analysis of the quantitative data, and starting with the projective technique, the 

aim was to identify Opel’s typical driver, as the results shown that the German woman 

description, was highly mentioned by both female and male respondents (61% and 56%, 

respectively), even more than the man one (53% and 48%, respectively). This difference, 
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although slim, tends to show the power of country of origin, and of past contacts with the brand, 

as most Opel commercials feature German brand ambassadors, so the audience creates a mental 

bias towards those kinds of representation regarding the typical car driver. 

Concerning the strong points of the brand, respondents from all subgroups tend to agree in good 

price to quality ratio (60%) and quality inherited by the long presence in the Portuguese market 

(40%). These points must be transmitted somehow by the ambassador chosen, as the meanings 

transferred should encompass the ones above. 

As mentioned, young consumers (18-24 years old), tend to feel overwhelmed with the choice 

of a new car, or even their first car, so they are highly susceptible to be influenced, hence the 

importance of choosing the right ambassador to convince them. 

Finally, an analysis on respondents’ opinions towards who should represent Opel in Portugal 

was made. Here only 135 answers were recorded, as 65 did not answer this question. This was 

already expected due to the difficulty of conceptualizing all the parameters needed to reach a 

possible decision. Such an opinion demonstrates previous thought on the matter, or at least 

some high degree of familiarity and proximity to the brand. This is one of the biggest limitations 

of this project, as some representativeness has been lost, however, from a statistical point of 

view, conclusions might still be valid as the sample size is greater than 30. 

Moving now to the analysis itself, in general people tend to give a description of a man (43%), 

and only 11% sees the ambassador as a woman. When comparing male respondents’ answers 

with the ones from female respondents (Appendix 2), no real differences were found, as both 

groups tend to mention significantly more men than women (51% of men identified male 

celebrities, while 16% of women mention female celebrities). These results differ heavily from 

the projective technique exercise mentioned above, once the “person” that Opel could be, is 

quite different from the person that could represent Opel. It still shows the predominance of the 

industry as a male oriented market, although changing, but where brands tend to lean more in 
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manly celebrities to ensure the values they want to transmit are perceived as credible and 

powerful. In addition, 29% of respondents said that they did not know who could be Opel’s 

brand ambassador, this goes in line to what was previously discussed, once in such a difficult 

topic it can be troublesome to give an opinion when the level of knowledge and engagement 

with the brand is quite low, or even non-existence, as seen before. 

Going deeper in the analysis, details regarding the celebrities chosen to arise, for example 10% 

mentioned an actor, versus 8% that referred an actress instead. The following professions were 

comedians (9%), footballers (6%), and show presenters (6%). It is very mysterious how pilots 

(2%), contrary to what conventional wisdom might say, do not represent a bigger part in the 

consideration set, probably due to the lack of awareness and recognition of the modality in the 

country. These categories were developed in the analysis, given respondents’ answers. For 

example, if a respondent gave a name of an actor, it would then count as an actor for this 

analysis. Regarding individual personalities the ones that stood out the most were Pedro 

Teixeira (5%), João Manzarra (4%), Pedro Lamy (2%), Filomena Cautela and Cláudia Vieira 

(1%). In addition, Cristiano Ronaldo and João Félix also had 1% of the votes. 

The presence of Manzarra, in second place, goes hand to hand with the findings from qualitative 

data, where 12 out of 30 agreed with his presence in Opel commercials, however, this slight 

percentage, also shows the lack of either awareness of his commercials, or lack of fit between 

him and the brand, otherwise higher levels of votes would be expected. Given his presence in 

Opel shows and commercials, the presence of some mentions were expected. However, such a 

low value, only 4%, tends to induce that people only bring him on due to some memory of his 

face on a commercial, and not a deep connection to the brand itself. Also, coming in second 

place, behind Pedro Teixeira, highlights his lack of credibility and “importance” as a brand 

symbol. 
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Recommendations 

Given the analysis made in the previous section, it is now time to transform it in future 

recommendations for the brand. As mentioned previously in the group report, the younger age 

groups tend to go for cheaper cars, and value more low consumption, safety, good value for 

money, and lack the confidence to make this decision by themselves. Given these results one 

must identify that credibility, trustworthiness, reliability, should be some of the most important 

meaning to be transferred to the final consumer. Credibility, due to the importance that good 

value for money has in this segment. Trustworthiness, once many consumers in this age group 

lack the knowledge to make their decisions, hence trusting that what the brands tells them is 

truthful and sincere is key. And reliability, because safety and low consumptions are very much 

valued among these consumers, hence the need for these to keep stable over time. With that in 

mind, the evidence push to discard João Manzarra as a brand ambassador, and rejuvenate his 

position with someone that can reach a younger target efficiently, transmitting a sense of 

comfort and guidance, and someone that can be relatable to an extent. Putting all these factors 

together, Pedro Teixeira, the 38 years old Portuguese actor, seems to be a strong choice. The 

explanation is as follows, first he is someone very endearing to most twenty-year old’s, as they 

saw him start his career in Morangos com Açúcar, season 2, where he played a motocross biker, 

transmitting a sense of some degree of expertise to the audience. Second, as mentioned, he is 

someone extremely well-known in this age segment allowing for a strong bond to be 

established, enabling for a better transfer of meanings, as consumers will be more predisposed 

to spend their attention watching the campaigns of Opel. Third, consumer’s long acquaintance 

with the celebrity allowed for them to see, and follow, Pedro’s growth, not only as a person, as 

he is already a father, but also in his career, where, one might say, he has reached maturity, as 

he is presenting the program Mental Samurai, demonstrating the historical evolution of his 

“brand”. Fourth, the actor/presenter is arguibily one of the best actors of his generation, easily 
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seen by the success of 3 of the series where he as lead actor.  This can be transposed to the 

reality of Opel where one of the strong points to be highlighted is quality, due to long lasting 

presence in the market. All in all, Pedro Teixeira seems to fit the role of Opel’s ambassador, 

once he is both an actor (10% choice in the survey), and a presenter (6%), delivering great 

exposure at a program (Mental Samurai) that delivers both the notions of knowledge and 

innovation. 

In conclusion, Pedro Teixeira seems to have all the necessary ingredients to work seamlessly, 

as it enables Opel to cover all the strong and fundamental points of their offer, transferring the 

meanings from the endorsers to the brand’s product, and from the latter to the final consumer. 
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Appendix 

Appendix 1- Description of McCracken’s model. 

 

 

Appendix 2- Respondent’s answers division between male and female celebrities, when 

questioned which Portuguese ambassador would fit best Opel’s Portugal values. 

Source: McCracken (1989, 315) Retrieved from “Who is the Celebrity Endorser? Cultural 

Foundations of the Endorsement Process”. 
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Appendix 3- Respondent’s answers division, per sub-groups, between male and female 

celebrities, when questioned which Portuguese ambassador would fit best Opel’s Portugal 

values. 
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Appendix 4- Respondent’s answers division between most recalled celebrities, when 

questioned which Portuguese ambassador would fit best Opel’s Portugal values. 

 

 

 

 

 

 

 

 

 

Appendix 5- Respondent’s answers division between professional categories, when questioned 

which Portuguese ambassador would fit best Opel’s Portugal values. 
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10. Appendix – Group Thesis 

Appendix 1 - Opel’s logo evolution (1900-2017): 

 

 

 

 

 

 

Appendix 2 - Opel’s sales and market share evolution in Portugal (2015-2018): 

 

 

 

 

 

 

 

Data: Retrieved from Focus2move annual reports in Portugal (2015-2018). 

Appendix 3 – Keller’s Customer Based Brand Equity Model Pyramid: 
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Source: Keller (2009, 144). Retrieved from “Building strong brands in a modern marketing communications 

environment”. 

 

Appendix 4 - Explanation of the different categories of Brand Imagery:  

 

 

 

 

 

 

 

 

 

Appendix 5 - Explanation of the different types of Brand Judgements: 
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Appendix 6 - Explanation of the different categories of Brand Relationships: 

 

 

 

 

 

 

 

 

 

 

Appendix 7 - In-depth consumer interview sample distribution:  
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Appendix 8 - In-depth interview discussion guide: 
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Figure 8 – From July 16th to September 9th of 2019, thirty in-depth interviews were conducted and each interview 

took on average 40 to 70 minutes. Plus, the anonymity of the brand in the discussion was maintained from the 

screening test questionnaire until the third question of the discussion guide to surmount any signs of bias.  In the 

light of reaching underlying feelings or attitudes of the respondents, the following qualitative mechanisms were 
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also employed: adjectival and image sorting, projective techniques, and personification (Barnham, 2015, 848 – 

851). Lastly, each interview location was carefully chosen as it was important to minimize the presence of outsiders 

and guarantee that participants felt that their confidentiality was being protected (Mack et al., 2005, 34). 

 

Appendix 9 - Qualitative screening test questionnaire: 

 

Appendix 10 - Sponsored and targeted post by Opel Portugal on its official Facebook page: 

 

 

 

 

 

 

 

 

 

Figure 10 – The sponsored post was online from the 21st of October to the 1st of November 2019. 
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Appendix 11 - Online Qualtrics questionnaire:  
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Figure 11 – The online survey was available from the 14th of October to the 1st of November 2019. Additionally, 

participants would normally stop answering when they attained, on average, the progression level of 25.05% 

corresponding to the 14th question of the survey (“How frequently do you remember Opel?”).  

 

Appendix 12 - Quantitative screening test questionnaire: 
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Appendix 13 - An example of unaided brand awareness in an in-depth interview: 

  

Figure 13 - For instance, this is a snapshot of the answers of one of the male non-Opel drivers, within the 18 to 

24 years old range. Furthermore, the rectangle replicates the exercise of recalling brands under 1 minute while 

the ovals represent the respective six car categories tested on the qualitative in-depth interviews of this study. 

 

Appendix 14 - Opel’s Portugal website – Listed car categories (2019): 

 

 

Appendix 15 - The main brands recalled by the participants in the in-depth interviews 

according to the respective car category: 

Car 

categories 

Main brands recalled According to in-depth interview 

participants, how much does Opel 

satisfy the following six categories: 

City/Small 

1. Smart; 

2. Fiat and Citroën; 

3. Peugeot. 
Satisfies 
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Family 

1. Mercedes; 

2. Peugeot; 

3. Audi. 
Satisfies 

Vans and 

commercial 

1. Mercedes; 

2. Peugeot; 

3. Renault and Citroën. 
Satisfies 

Electric 

1. Tesla; 

2. Toyota; 

3. BMW. 

Barely satisfies 

Sports 

1. Ferrari; 

2. Porsche; 

3. BMW and Lamborghini. 

Does not satisfy 

SUV 

1. Land Rover; 

2. Jeep; 

3. Peugeot and Nissan. 

Does not satisfy 

 

Appendix 16 - Opel’s price/quality positioning matrix according to the 30 respondents (based 

on the qualitative analysis):  
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Appendix 17 - Some examples of Opel’s logo, drawn and recalled by the respondents 

themselves: 

 

Figure 17 – The superior row shows some examples of the incorrect logos drawn and the inferior row shows 

some examples of the logos correctly drawn by respondents. 

 
  

Appendix 18 – The online questionnaire three-question screening test results, plus the 

respective data cleaning process: 

 
 
Note: Without conducting any data cleaning, there were 294 recorded answers in total. Now, concerning 

respondents’ eligibility for this study, 5 respondents aged under 18 years old and 60 respondents aged above 30 

years old were eliminated from the 294 respondents’ sample as only the range from 18 to 30 years old was 

considered as valid. Therefore, only 229 respondents out of the 294 respected that requirement. 
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Note: Next, from those 229 valid respondents, one respondent was not Portuguese or had lived in Portugal for at 

least three years, consequently, this respondent was eliminated from the valid sample of this study. 

 

Note: Lastly, from the 228 valid respondents, 28 respondents were eliminated since they did not drive. So, in total, 

200 respondents are part of the total valid sample of this study. 

 

(*) Through brand salience questions “How familiar are you with these brands:”, “How likely are you to use an 

Opel car in the following situations:” and, “Which three brands would you most likely look for when considering 

buying the next car?”, the following insights were gathered: on average, Opel is moderately likely (4.3/7) to be 

seen as a first car option; only 35% of the 20 respondents wrote Opel as the chosen brand for their next car; and, 

in what concerns brand familiarity, Opel is somewhat familiar to them (5/7). For these reasons, these 20 

respondents were considered non-Opel users as they not only would not pick Opel as their first option neither 

would present a high probability of driving an Opel car shortly as the choice of a car brand is not a worry right 

now for them neither they have dealt regularly with the brand itself. Nonetheless, above all, if they have never 

driven an Opel car, they will most probably not choose an Opel car for its next car.  
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Appendix 19 – Description of the total valid sample of 200 respondents: 

 

Appendix 20 - Demographic data of the total valid sample of 200 respondents: 

 

BRAND SALIENCE 

Appendix 21 – Opel recallability among the respondents: 
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 Appendix 22 – Opel’s models recallability: 

 

 

 

 

Appendix 23.1 – Mean, mode and meaning of the 200 respondents concerning the degree of 

familiarity among six different brands: 

 

Appendix 23.2 – Degree of familiarity on a scale from 1 (Nothing) to 7 (Extremely): 

 

 

 

 

 

 

 

General 

Average
Meaning Mode

Opel

(18-24)

No Opel        

(18-24)

Opel            

(25-30)

No Opel        

(25-30)

Renault 5,13
Somewhat 

familiar
6 4,81 5,36 4,70 4,96

Peugeot 5,00
Somewhat 

familiar
6 4,48 5,21 4,83 4,83

Opel 5,34
Somewhat 

familiar
7 6,35 4,92 6,43 4,61

Volkswagen 5,07
Somewhat 

familiar
5 4,97 5,19 4,77 4,96

Citroën 4,46
Moderately 

familiar
4 3,84 4,69 4,20 4,48

Toyota 4,48
Moderately 

familiar
6 4,16 4,63 4,47 4,17
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Appendix 24.1 – Mean, mode and meaning of the 200 respondents concerning Opel’s category 

association: 

 

Appendix 24.2 – Category association on a scale from 1 (Not at all) to 7 (Yes, totally): 

 

 

 

 

 

Appendix 25.1 – Mean, mode and meaning of the 200 respondents concerning Opel’s 

appropriate usage situations: 

 

General 

Average
Meaning Mode

Opel  
(18-24)

No Opel   
(18-24)

Opel    
(25-30)

No Opel    
(25-30)

Small/City 

Cars
5,74 Yes 6 6,00 5,76 5,53 5,52

Family Cars 5,23 Lightly 6 5,32 4,93 6,23 5,30

Commercial 

Cars
4,85 Lightly 6 5,00 4,52 6,00 4,78

General 

Average
Meaning Mode

Opel   
(18-24)

No Opel   
(18-24)

Opel    
(25-30)

No Opel    
(25-30)

First Car 4,53 Likely 7 6,55 3,71 6,10 3,87

City 4,71 Likely 5 5,71 4,31 5,47 4,39

Vacations 4,23
Moderately 

Likely
5 5,03 3,67 5,77 3,78

Long Trips 4,06
Moderately 

Likely
5 4,84 3,43 5,77 3,70

Day-to-day 5,00 Likely 5 6,29 4,41 6,10 4,61

Outdoors 2,69 Unlikely 2 3,29 2,13 4,30 2,52

Business 4,35
Moderately 

Likely
5 5,16 3,96 5,63 3,61
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Appendix 25.2 – Usage situations on a scale from 1 (Very Unlikely) to 7 (Extremely Likely): 

 

 

 

 

 

 

 

Appendix 26 – Opel’s direct competition based on respondents’ perceptions: 

 

 

 

 

 

Appendix 27 – Opel’s remembering frequency according respondents: 
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BRAND PERFORMANCE 

Appendix 28 – Opel’s quality and price perceptions (in total and 4 subgroups): 

 

Appendix 29 - Opel quality and price positioning according to respondents (based on the first 

question of performance from the quantitative analysis): 
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Appendix 30 – Opel’s models prices distribution: 

Source: Retrieved from Opel’s Portugal website (December 2019). 

 

Appendix 31 – Quality comparisons between Opel and Competitors: 

 

 

 

 

 

 

Appendix 32 – Price comparisons between Opel and Competitors: 
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Appendix 33 - Opel positioning in relation to competitors and according to respondents (based 

on the questions 1, 2 and 3 of performance from the quantitative analysis): 

 

 

 

 

 

 

 

 

 

 

 

Appendix 34 – Car’s characteristics valued by the respondents: 
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Appendix 35 – Opel’s model recognition by the respondents: 

 

 

 

 

 

 

 

Appendix 36.1 – Mean, mode and meaning of the 200 respondents concerning the Opel Corsa-

e characteristics: 
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Appendix 36.2 – Opel Corsa-e characteristics valued on a scale from 1 (Strongly disagree) to 

7 (Totally agree): 

 

Appendix 37.1 – Degree of awareness concerning Opel’s exclusive and special features: 
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Appendix 37.2 – Degree of awareness concerning Opel’s exclusive and special features by 

Opel and non-Opel groups, and age groups: 

 

Appendix 38 – The previous question respondents’ usage of Opel’s exclusive and special 

features, except the ones that selected the “None” option: 
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Appendix 39.1 – Mean, mode and meaning of the 200 respondents concerning the 

characteristics comprised in a visit to a dealership or car workshop: 

 

Appendix 39.2 – The importance of dealership/car workshops’ characteristics when visited on 

a scale from 1 (Nothing important) to 7 (Extremely important): 
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Appendix 40 – Number of respondents that have and have not visited or used an official Opel 

dealership or workshop: 

 

 

Appendix 41.1 – Mean, mode and meaning of the 59 respondents concerning respondents 

personal experience at an official Opel and/or official workshop: 
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Appendix 41.2 – Degree of satisfaction on a scale from 1 (Nothing satisfied) to 7 (Extremely 

satisfied) of respondents that only selected yes and based on their personal experience at an 

Opel dealership or official workshop: 

 

BRAND IMAGERY 

Appendix 42.1- Mean, mode and meaning of the 200 respondents concerning characteristics 

that respondents chose to describe Opel: 

General 

Average
Meaning Mode

Opel

(18-24)

Non-Opel

 (18-24)

Opel

(25-30)

Non-Opel 

(25-30)

Simple 5,32 Partially Agree 6 5,58 5,32 5,40 4,83

Safe 5,34 Partially Agree 6 5,71 5,14 5,90 5,09

Acessible 5,45 Agree 6 5,68 5,42 5,50 5,22

Middle Class 5,38 Partially Agree 6 5,87 5,27 5,43 5,17

Comfortable 5,38 Partially Agree 6 5,58 5,20 5,90 5,30

Family 

oriented
5,10 Partially Agree 6 5,35 4,83 5,90 5,04

Quality 5,35 Partially Agree 6 5,74 5,05 6,03 5,39

Conservative 4,24
Neither Agree 

or Disagree
4 4,74 3,95 4,70 4,43

Elegant 4,77 Partially Agree 6 5,29 4,35 5,70 4,96

Trustworthy 5,27 Partially Agree 6 5,90 4,99 5,90 4,96

Innovative 4,73 Partially Agree 5 5,19 4,41 5,40 4,83

Authentic 4,60 Partially Agree 4 5,03 4,33 5,30 4,48

French 2,50 Partially Agree 1 2,55 2,52 2,33 2,53

German 5,55 Agree 7 5,52 5,52 5,87 5,35
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Appendix 42.2 - Likelihood of respondents agreeing to a set of words describing the brand on 

a scale from 1 (Totally Disagree) to 7 (Totally Agree): 

 

Appendix 43 - Factors ranked by highest probability to search for information when buying a 

car (rank up to 3 sources): 
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Appendix 44 - Which phrase best describes respondent’s familiarity with Opel’s new slogan 

(The Future is Everyone's): 

 

 

Appendix 45 – Places where respondents usually buy their cars from: 
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Appendix 46 - For those respondents, that do not buy from brand’s dealerships, why do they 

choose other options: 

 

Appendix 47.1 - Mean, mode and meaning of the 200 respondents concerning Opel’s brand 

persona and typical driver: 

 

 

General 

Average
Meaning Mode

Opel   
(18-24)

No Opel   
(18-24)

Opel    
(25-30)

No Opel    
(25-30)

Man, 40-50 years old, busines casual 

clothes, working in a company.
4,21

Neither Agree 

nor Disagree
5,00 4,48 4,09 4,27 4,35

German woman, 30-50 years old, casual 

clothes, working in a company.
4,49 Partially Agree 5,00 4,52 4,53 4,17 4,65

Medium-class people. 5,14 Partially Agree 5,00 5,45 5,14 5,10 4,74

People with a normal and simple life. 5,48 Agree 6,00 5,68 5,48 5,37 5,30

People with a job of great 

responsability.
3,21

Partially 

Disagree
4,00 3,61 2,89 4,07 3,17

People with a boring job. 4,20
Neither Agree 

nor Disagree
4,00 4,35 4,20 4,10 4,13

People that value the aesthetics of a 

car.
4,27

Neither Agree 

nor Disagree
5,00 4,71 3,98 5,20 3,87

People with small children. 4,42
Neither Agree 

nor Disagree
5,00 4,42 4,25 5,00 4,48

People who know who works at opel. 4,79 Partially Agree 6,00 4,87 4,78 4,63 4,87

People with little knowledge of cars. 4,08
Neither Agree 

nor Disagree
4,00 3,97 4,24 3,67 3,91

People who like to solve the issues in 

the most efficient manner.
4,38

Neither Agree 

nor Disagree
4,00 4,71 4,28 4,57 4,17
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Appendix 47.2 - Likelihood of respondents agreeing to a set of affirmations describing the 

brand on a scale from 1 (Totally Disagree) to 7 (Totally Agree): 

 

BRAND JUDGMENTS 

Appendix 48.1 – Mean, mode and meaning of the 200 respondents concerning respondents’ 

judgements about Opel: 

General 

Average
Meaning Mode

Opel   
(18-24)

No Opel   
(18-24)

Opel    
(25-30)

No Opel    
(25-30)

Opel has quality. 5,26 Partially Agree 5 5,77 4,98 5,93 5,09

Opel has a good quality/price ratio. 5,30 Partially Agree 6 5,74 5,22 5,43 4,96

I trust in Opel. 5,15 Partially Agree 6 5,97 4,81 5,83 4,87

Opel is innovative. 4,60 Partially Agree 4 5,03 4,29 5,47 4,43

Opel understand my needs, interests 

and opinions.
4,38

Neither Agree 

nor Disagree
4 5,00 4,07 5,00 4,26

Opel materialize my needs, interests 

and opinions.
4,37

Neither Agree 

nor Disagree
4 5,06 4,08 4,90 4,22

I like Opel. 5,01 Partially Agree 6 6,13 4,47 6,17 4,70

I respect Opel. 5,54 Agree 6 6,13 5,30 6,13 5,13

I admire Opel. 4,49 Partially Agree 4 5,61 3,90 5,73 4,35

It's very likely to reccomend Opel to 

other people.
4,43

Neither Agree 

nor Disagree
4 5,87 3,72 5,93 4,13

Opel is a relevant brand for me. 4,21
Neither Agree 

nor Disagree
4 5,74 3,40 6,03 3,87

Opel is an unique brand. 3,90
Neither Agree 

nor Disagree
4 4,97 3,37 4,93 3,78

Opel is superior to direct competition. 3,79
Neither Agree 

nor Disagree
4 4,52 3,39 4,83 3,43

I know what Opel represents. 3,92
Neither Agree 

nor Disagree
4 4,90 3,34 5,20 3,83

I have a concrete opinion about Opel. 4,30
Neither Agree 

nor Disagree
6 5,77 3,57 5,47 4,04

Quality

Credibility

Consideration

Superiority
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Appendix 48.2 – Likelihood of respondents agreeing to a set of affirmations describing the 

brand on a scale from 1 (Totally Disagree) to 7 (Totally Agree): 

 

 

 

 

 

 

 

Appendix 49 – Opel’s strong points identified by the respondents: 
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BRAND FEELINGS 

Appendix 50 - Rank which of the following words best describe the feelings that Opel create 

in consumers (rank up to 3): 

 

Appendix 51 - Place where respondents would like to see the news of a car brand: 
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Appendix 52.1 - Mean, mode and meaning of the 200 respondents concerning the most 

probable people to ask for opinion: 

 

 

Appendix 52.2 - Likelihood of respondents to ask for help from the following people, when 

deciding on which car to buy, on a scale of 1 (Not Likely) to 7 (Extremely Likely): 

 

 

 

 

 

 

.
General 

Average
Meaning Mode

Opel

(18-24)

Non-Opel

(18-24)

Opel

(25-30)

Non-Opel

 (25-30)

Parents 5,82 Very Likely 7 5,29 6,28 4,80 5,52

Close Family 5,07 Likely 6 4,65 5,53 4,27 4,30

Friends 5,02 Likely 5 4,84 5,29 4,23 4,91

Spouse 5,48 Very Likely 7 4,87 5,55 5,63 5,74

People in the 

area
5,39 Likely 6 5,10 5,46 5,40 5,39

Other 3,42 Lightly Likely 1 2,50 3,52 3,70 3,85
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BRAND RESONANCE 

Appendix 53 – Likelihood of respondents being loyal to a car brand on a scale of 1 (Not loyal 

at all) to 7 (Totally loyal): 

 

 

 

 

 

 

 

 

 

Appendix 54 – To what extent respondents considered themselves loyal to Opel on a scale 

from not loyal at all to fully loyal: 

 

 

 

 



97 

Appendix 55 – Factors ranked by importance when buying a new car of the same brand as the 

current one on a scale from 1 (Nothing important) to 7 (Extremely important): 
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Appendix 56 – Likelihood of respondents purchasing or repurchasing an Opel car on a scale 

from 1 (unlikely) to 7 (very likely): 

 

 

 

 

 

 

 

 

 

Appendix 57 – Eight statements ranked on a scale from 1 (Totally disagree) to 7 (Totally agree):  
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Appendix 58 – Set of eight features ranked on a scale of 1 star (Nothing important) to 7 stars 

(Extremely important) depending on its importance to become attached to a car brand: 
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Appendix 59 - Colours system with five colours to evaluate the Opel’s performance in the six 

different building blocks: 

Colour system    

   

Sources of 

Strength 

The majority of findings which were found are positive. 

  The number of positive elements surpasses the number of points of 

improvement, but not enough to be considered with the green colour. 

  Improvement 

Areas 

The brand performs averagely as it represents the area in which points 

of improvement are spotted. 

   

Sources of 

Weaknesses 

The number of points of improvement surpasses the number of positive 

elements, but not enough to be considered with the red colour. 

  Only negative elements were found, and do not fulfill the requirements.  
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Appendix 60 - The final CBBE pyramid for Opel Portugal based on this study: 

 

 

 

 

 

 

 

 

 

 

Appendix 61 – Opel’s Portugal current status in social media (Instagram and Facebook): 

 

 

 

 

 

 

 

 

 

Source: Retrieved from Opel’s Portugal Facebook and Instagram (November 2019). 
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Appendix 62 - Questionnaire needed to fill in order to receive information from Opel: 

Source: Opel’s Portugal Website (December 2019). 

 

Appendix 63 – Degree of agreement from 1 (None) to 7 (Totally) concerning the following 

suggestions: 

1) How much do you value a car brand website that allows you to view the ratings that 

other consumers have given the model you are looking for and to give you feedback 

from those other consumers? 
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2) How much do you value a website that allows you to compare different models of the 

same brand and give you the best choice, according to your budget, desired features, 

among others?  
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1. Appendix - Individual Component 

Appendix 1 – Online Survey preview: 
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Appendix 2 – In-depth interview discussion guide, Advertisement-related questions: 

 

 

 

 

 

 

 

Note - Youtube links for the ads shown: 

https://www.youtube.com/watch?v=681iopVO1_A (Grandland X) 
https://www.youtube.com/watch?v=k9KWZ1ZE4xo (Adam) 

https://www.youtube.com/watch?v=_ARrTnuUcMI (João Manzarra – Crossland X) 
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Appendix 3 – Group’s online survey questions related with advertising: 

 

Appendix 4 – Most important element to have in a car advertisement, according the 

respondents: 
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Appendix 5 – Respondents’ answers in “Liked” and “Understood” the ad: 

 

 

 

 

 

 

 

 

 

 

Appendix 6 – Respondents’ scores in the different elements of the ad: 

 

  

 

 

 

 

 

 

 

 

 

 

Average Mode

I liked this ad. 5,09 6

I understood this ad. 5,59 6

Average Meaning Mode

Visual Effects 5,50 Agree 6

Narration
5,24

Partially Agree
6

Storytelling
5,44

Partially Agree
7

Message
5,12

Partially Agree
5

Music
4,50

Partially Agree
4

Criativity/Originality
4,91

Partially Agree
6

0

2

4

6

8
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12

Liked the Ad. Understood the Ad.

N = 34

1 2 3 4 5 6 7
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Appendix 7 – Pre-advertisement perceptions about Opel: 

 

 

 

 

 

 

 

 

 

 

 

Appendix 8 – Respondents’ perceptions regarding Opel and the new Corsa (Top 2 boxes): 

 

 

 

 

 

Average Meaning Mode

Opel is a young brand.
4,47

Partially Agree
3

Opel's cars are stylish.
4,35

Neither Agree 

nor Disagree 5

Opel is a modern brand.
4,68

Partially Agree
5

Opel is ideal for first car.
5,26

Partially Agree
6

Opel is an innovative brand.
4,32

Neither Agree 

nor Disagree 4
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Appendix 9 – Post-Advertisement perceptions about the new Corsa: 

 

 

 

 

 

 

 

 

 

 

 

Appendix 10 – Paired sample t-test results for the 5 tested attributes: 

 

 

 

 

 

Average Meaning Mode

The new Corsa is ideal for first 

car. 4,59
Partially Agree

6

The new Corsa is modern. 5,97 Agree 6

The new corsa is for young 

people. 5,24
Partially Agree

6

The new Corsa is stylish.
5,15

Partially Agree
5

The new Corsa is ideal for 

City/Day-to-day. 5,91
Agree

6

The new electric Corsa is 

innovative. 5,65
Agree

6

I see myself driving this car.
5,00

Partially Agree
6

0
2
4
6
8

10
12
14
16
18

N = 34

1 2 3 4 5 6 7

Innovative (Opel) Innovative (Corsa)

Mean 4,32 5,65

Variance 1,20 1,51

Sample 34 34

Pearson Correlation 0,47

Mean difference hypothesis 0

Degrees of Freedom 33

t Stat -6,44

P-Value (Two-tailed) 2,68498E-07

t critical two-tailed 2,03

Paired Sample T-test (Innovative)
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Young (Opel) Young (Corsa)

Mean 4,47 5,24

Variance 1,71 2,06

Sample 34 34

Pearson Correlation 0,21

Mean difference hypothesis 0

Degrees of Freedom 33

t Stat -2,59

P-Value (Two-tailed) 0,014314464

t critical two-tailed 2,03

Paired Sample T-test (Young)

Stylish (Opel) Stylish (Corsa)

Mean 4,35 5,15

Variance 1,81 1,77

Sample 34 34

Pearson Correlation 0,58

Mean difference hypothesis 0

Degrees of Freedom 33

t Stat -3,78

P-Value (Two-tailed) 0,000627983

t critical two-tailed 2,03

Paired Sample T-test (Stylish)

Modern (Opel) Modern (Corsa)

Mean 4,68 5,97

Variance 1,20 0,70

Sample 34 34

Pearson Correlation 0,32

Mean difference hypothesis 0

Degrees of Freedom 33

t Stat -6,61

P-Value (Two-tailed) 1,63967E-07

t critical two-tailed 2,03

Paired Sample T-test (Modern)

First Car (Opel) First Car (Corsa)

Mean 5,26 4,59

Variance 1,29 2,80

Sample 34 34

Pearson Correlation 0,44

Mean difference hypothesis 0

Degrees of Freedom 33

t Stat 2,54

P-Value (Two-tailed) 0,015890314

t critical two-tailed 2,03

Paired Sample T-test (First Car)
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Appendix 11 – Results regarding celebrity fit and advertisement recallability: 
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N = 34
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Average Meaning Mode

Jurgen Klopp was a good 

choice for the ad.
4,68 Partially Agree 4

Jurgen Klopp represents my 

personality.
3,76

Neither Agree 

nor Disagree
4

With this ad my perception 

about Corsa improved.
5,00 Partially Agree 6

I will remember this ad 

frequently.
3,91

Neither Agree 

nor Disagree
5

I like that Corsa has an eletric 

version.
5,88 Agree 7

I will rember Corsa when 

buying my next car.
4,62 Partially Agree 6

I would like to have a Corsa ad 

with a Portuguese celebrity.
4,79 Partially Agree 6


