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Introduction
Nowadays, most of the cars share even the same components or materials, making it
difficult to distinguish one another. This situation is even more laborious between cars of the middle
class sector. Mazda for instance, forms part of this sector, where we can find competitors such as:
Nissan, Chevrolet o Hyundai. Although the cars look practically the same, there are other factors
that don't focus on the outer and inner appearance of the car itself. So, I did a Perceptual MAP
based on intangible factors that would helped us differentiate the position between brands of the
sector.

“Xs and Ys” selected:
The factors that I chose for doing this perceptual Map, were based on the social network
world. I realized that during the research about Mazda, most of the information was developed on
platforms like Blogs, microblogs, websites etc… One of the reasons why people use this type of
social networks is because they give you the opportunity to discuss in much more deep way. Also,
this networks are often visited by people that want to buy a car searching for opinion, as the act of
buying a car is really meticulous.

Based on the information above I selected two main factors to represent my perceptual
map: strength and passion. Strength, is define as the likelihood your brand has when discussed in
social media like blogs, images, videos… from all over the world. The strength is calculated by:

Mentions in the last 24 hours
Totally possible mentions

On the other hand I selected passion, which is based on the concept of likelihood of
individuals talking about your brand on a frequent way. In other words if you have small group of
people that are constantly talking about a brand, that brand would have a higher percentage of
passion. But, if another brand has a lot of followers but don't repeatedly talk about it, the brand
would have a lower percentage of passion. In other words, quality over quantity.

Results:
Brand

Logo

Strenth

Passion

Mazda

74%

23%

Nissan

92%

37%

Chevrolet

75%

44%

Hyndai

36%

15%

Honda

53%

39%

Citroën

64%

39%

Toyota

44%

34%

*Results based on 7/May/2016 from the web page Social mention

Conclusion
Perceptual maps are used for understanding where our brand is positioned in comparison
with our competitors. When we make perceptual maps we realized also, the main sectors where
the market is developed on a particular moment in time. In the case of the automobile sector, we
find out that the majority of brands are positioned between strong and not so passionate. This
means that a lot of brands have a a great likelihood on places like blogs, but they don't have a
define group of passionate consumers on those social networks. But, How can it be possible that
brands don´t occupy the strong passion space?

Well, this is because brands of this automobile sector, don't focus on creating a community
in relation to their brand. Most of them, just focus on communicating their products benefits or
prices and forget about creating engagement with their brand. This could cause serious problems
on the sells of their products due to the lack of loyalty to the brand. On the other hand, brands such
as Harley Davidson communicate their products in a different way and this leads to the creation of
subgroups inside society that truly follow their brand. By having this groups, Harley has a higher
level of passion (72%) in comparison with other automobile companies like Mazda (23%).

In conclusion, the automobile sector has a complete empty space to develop for
approaching their consumer. By changing the way of communicating their brand, they could create
the feeling of belonging. This would affect the consumer, making it more passionate and loyal to
brand.

