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MEANINGFUL |
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Twelve Year study exploring how brands tangibly improve peoples’ lives
functionally, enhance their personal well-being, and contribute to wider
society.
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The Meaningful Brands Study is

3

unique within the industry

] 2

Dating from 2009, Explores Helps us identify how
was the FIRST PROPRIETARY and where to
GLOBAL METRIC of brand MEANINGFULLY
FRAMEWORK to strength forbusiness ENGAGE

cohnhect brands with and marketing with people through
human well-being planning customer, brand and

media experiences
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A Tangible Definition of ' Meaningful’

Understanding what matters across 3 pillars and 14 dimensions

PERSONAL BENEFITS ~gN
Messaging and behavior that connects H E e; /@\ %J

on an individual basis and serves a
specific personal need or want PHYSICAL ORGANISATIONAFINANCIAL INTELLECTUAL SOCIAL EMOTIONAL NATURAL

COLLECTIVE BENEFITS “
Company initiatives, behaviors, and S
actions that respond to and connect

at the social and cultural level ECONOMY EMPLOYER ETHICS GOOD LIVING ENVIRONMENT SOCIAL
JUSTICE

FUNCTIONAL BENEFITS

Rational benefits focused on product
functionality , customer service,
interactivity, and technology

FUNCTIONAL
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Brands are measured against specific attributes —
pertinent to their category - within each pillar

FUNCTIONAL PERSONAL COLLECTIVE

A brands role in
society

How the product or
service delivers

How brands improve
peoples’ lives

- Banking app - Fix cuts - Proactive © E
-Best Camera - Handling - Quality brands m PHYSICAL INTELLECTUAL E EMOTIONAL m ECONOMY ETHICS ENVIRONMENT
- Clear Info - Handset « Quality Prods - Healthy - Trendy - Me Happy - Local Suppliers - Transparent + Respects Animals
- Comfortable e lnels *Range - Attractive - Skills - Makes me -Development - Causes e ot
clothes - Helpful Staff . + Benefits the - Data e
- Compatibilit .In CF:mr e Respect Ve Elas content Economy protection - Climate change
P . y 9 - Safe & . ORGANISATIONAL - Self-Esteem « Ethical » Respects Nature
- Data privacy *In store Responsible ' . SOCIAL . Peace of Mind E SOCIAL - Sust. Energy
- Delivers experience - Safety features e Eee : - Show-off/Pride JUSTICE c00D LiviNG _ SUSt Innovations
- Designs - Inclusive - Scents - Better Habits ~ * Belor.wglng - Self expression - Migrants : . g*%?r? supply
- Digital CoIIectpn - Tariffs Range . Save Time » Sharing ' - Privileged - LGBT+ rights + Healthy lives o
experience + Innovative - Technology- + Connecting . Relaxed - Women's rights - Education . Sust. Brands
i - Interactions dri ©= - Closer * Anti-racism * Culture '
: EGSYJOE[JmeY oo T”Vle”& = FINANCIAL . Social Leader accgss 2
* EASY returns * * 100IS . ! . |mprove access °Foo security .
- Easy Switch - Multisensory services - Best interests LA . Diversity - Poverty = [aiehan
-Exclusive exp.  * Price's - Unique * Savings - Env. Enabler - Good employer
« Fair Prices consistency » Upright izl - Sense of Ooelet)
Purpose « Invests
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MBi & Attachment per category

Transport industry & Telco have seen their MBi increase in 2021

64%

51%

37%

Attachment

24%

1%

MEANINGFUL
BRANDS

TO IMPROVE
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SOURCE: BELGIUM MEANINGFUL BRANDS™ 2021
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Telco providers should focus on quality prods, delivered
with a good digital experience and aim to make life
easier! Transparency is a must have.

PERSONAL @ COLLECTIVE
Improve peoples’ Play a role in society

lives & environment
3 3 Yo 2 Yo
m Life Easier

BLER Transparent
B Peace of mind

B[ER Benefits the Economy

FUNCTIONAL

Deliver a good
product /[ service

41-.

BLE Quality Prods

B Digital experience
BLCED Delivers

BLED Leader

LD Respect

BLC Sharing
BCEP Connecting
JLCEP Content

BCLR Development
B Good employer

m Culture access

SOURCE: BELGIUM MEANINGFUL BRANDS™ 2021
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Telco brands perform well on functional benefits, less n 1
so regarding personal benefits expectations relee

DRIVERS’ IMPORTANCE BRANDS' PERFORMANCE 1-7/7

41-.
33
26

COLLECTIVE

SOURCE: BELGIUM MEANINGFUL BRANDS™ 2021

4,46
o] 377

FUNCTIONAL

PERSONAL

Weak Good |
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Functional is still the way to go in the North. %
On Personal and collective level, brands must bring value, relco a8
make life easier and help their customers connecting!
Ethical and transparency matters

@ COLLECTIVE
Play a role in society

& environment

26

B Transparent

FUNCTIONAL

Deliver a good
product /[ service

40-.

BLE) Digital experience
B Quality Prods
L&D Delivers

PERSONAL

Improve peoples’

33,

m Life Easier

B Connecting
ILCEP Content
BLED Peace of Mind
BCED Sharing

m Ethical

m Sustainable Innovation
Good employer

B Healthy lives

Leader
Respect

* SOURCE: BELGIUM MEANINGFUL BRANDS™ 2021
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Functional is also very solid in the South. %}
On Personal and collective level, brands should focus on
making life easier while enhancing sharing and

benefiting the economy
@ COLLECTIVE
Play a role in society

& environment

26

BLLES Transparent

LIP3 Benefits the economy

FUNCTIONAL

Deliver a good
product /[ service

41-.

BLE Quality Prods

PERSONAL

Improve peoples’

33,

m Life Easier

B Sharing
B Peace of Mind
BCEP Connecting
BCLP Content

B Digital experience
Delivers

B safe & responsible

BLLY Leader

m Culture access

BLER Development
BLER Good employer

* SOURCE: BELGIUM MEANINGFUL BRANDS™ 2021
MEANINGFUL
BRANDS



Collective attributes matters more for Gen 2!

Brands should focus on new interests like diversity and 23,
development while staying strong on Functional and Personal
level.

Telco

FUNCTIONAL

Deliver a good
product /[ service

40-.

BLE) Digital experience
B Delivers
BCED Quality Prods

PERSONAL

Improve peoples’

33,

m Life Easier

) COLLECTIVE

A Play a role in society
(o)

& environment
BLER Diversity

N[0 Development
BELER Women's rights

BLER Sharing
LD Save time
Content
B Me happy

Leader
L Fair prices

Transparent
BLLI Ethical

‘ SOURCE: BELGIUM MEANINGFUL BRANDS™ 2021
MEANINGFUL
BRANDS



Boomers still prefer Functional attributes! B
On Personal level, brands should focus on making life easier (il Icg@:
and enable sharing. Collective matter less but Transparency is
also the way to go!

FUNCTIONAL

Deliver a good
product /[ service

44,

BLE® Quality Prods

PERSONAL

Improve peoples’

32,

m Life Easier

) COLLECTIVE

A Play a role in society

& environment
BFA Transparent
Sustainable innovation
BLER Benefits the economy

B Sharing
BB Connecting
B Peace of Mind
B New ideas

BLERD) Digital experience
BLLD Safe &responsible
Delivers

B Leader

BUER Development
BLILE Sust consumption

‘ SOURCE: BELGIUM MEANINGFUL BRANDS™ 2021
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attachment % (5-7/7)

Proximus still leader but declining on Attachement & MBI
Winning team: Base, Scarlet & Voo

950%
45%
40%

35%

Voo

25% o w
: (vee e ® scarlet

30%

BASE
20% e
(J
15%
BASE
10%
53 54 55 56 57 58 59

MBI = Meaningful Brands Index

% attachment: % of respondents who would care if the brand disappeared, 5-7 on a scale from 1 to 7 (%)
Meaningful Brand Index: 50% Brand Performance on MB attributes + 50% Brand Equity

progdimus e
5 pro€imus
o
- 2 ¢
(J

60 61 62 63 64 65

11AVNAC
II\VvVI\O

GROUP

ny



Top Belgian Telco market : Providers multiple splits
Proximus still on top at national level

National

North

South

Gen’Z

Boomer

1 2

proz€imus

62,8 -12

telenet

67,7 +12

1
progdimus

62,3-1,9
14 +1

orange”

66,1 +0,9
1

proggimus

62,6 +0,6

orange”’

62,1+0,

61,6

2

pro38imus

63,4 -0,4

2

orange”

62,2 -0,4
2 t +1

telenet

65,8 +1,2

telenet

58,3 -0,7

telenet

3

619 +0,4

scarlet
57,2 +4,2

3§-2

progdimus

64,9 -1,8

scarlet

54,7 +19

scarlet

56,9+1,2 55,8 +2,2

514 +1

W

scarlef

6‘_1

58,4 +21 [58,1+16

(Voo

54,1 +3,1




The functional aspect tends to meet consumers’ expectations.
For the personal and collective aspect, there is a gap between consumer
expectations and brand performance. Self expression, Me Happy and Healthy lives
are working point for Telco

@00

Attributes contributing to willingness to advocacy from clients in the telco environment in 2021

G —
P 108106105103 103203103202 ® P 108106106 10310, @ 197139 108107 106 104 104 103 103 102 102 101
® © o0 0 0 0 o e o 4 o ® ¢ 06006 0 0 0 o
Pl sl s
ol 4,1
e Q‘cj.‘zf‘) Q e}' O Q}' < . %¢b {:&" c;'J' a0 {"r@‘? \Q"-{'L’ {f') L
Qﬂ\cf e @-‘bb é\(‘ @,}C} \{{ggﬂ‘ Q,G}{\k @‘ S Qr‘ﬁe}cg\ GQ\O ‘-de . &\ (53‘0 5@*
O ¢ & L O @ Q& c:.‘}Q &' Q\""
y _‘S}\} o O 2 N & 2 & o
R 2 NSNS o
Q o (}a@

B B E Performance @ Importance for advocacy

Source: Meaningful Brands 2021 by Havas Media Belgium.. PREMIUM PRICE: % of respondents who are likely to pay up to 10% more than the average for a product/service of the brand, 5-7 on a scale from 1 to 7 (%) BRAND PERFORMANCE SCALE (]_7)



RANDS' PERFORMANCE 1-7/7
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pro8imus

orange”

Voo

progdinus

orange”

veo

progdimus

orange”

Voo

Quality prods
5/7
4,8[7
4,57

Connecting

4,27

orange

progdinus 4,2 (7

> 3,8/7

scarlet

Life Easier

pro3dimus 4,6 (7

4,4]7
orange”

4,3(7

€

Save time

prog€imus 4,37

4,3[7
M2 42[7

scarlet

. 4,4[7
orange”

progdimus 4,47

Ve 43[7
Benefits the economy

pros2imus 4,67
45/(7

orange”

3

Good employer

4,27

orange”

4,0/7




RANDS' PERFORMANCE 1-7/7

Quality prods Connecting Jobs

prosdimus 5/7 . 4,27 pro38imus 4,47
orange”

4,87 prog2imus 4,2 (7 4,47

4,5[7 BASE 3,8/7 m 4,3(7

8

Life Easier Benefits the economy

pro32imus 43/7 prozimus 4,37

4,27
Az 3,8[7

scarlet

pro8imus

orange”

veeo

4,27

orange”

¢

4,2]7

Sharing Good employer
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m 3,8/7 BASE

2 o
)
5
@ Q
5
ol il o
~J ~J

8




Champion brands by attributes: Gen Z

@

Delivers Connecting

. 52[7 . 4,67 477
orange’ orange"

4,87 proxdimus 4,67 4,717

pro3dimus

orange

telenet 4,87 telenet 45/7 telenet 4,77

Quality prods Life Easier Benefits the economy
. 51/7 . 4,6 [7 telenet 457
orange” orange”
° /7 telenet 4,6 [7 pros2imus 4,47

prog2imus 4,57 & 4,37

scarlet

pro3dimus

~

telenet 4,9

Respect Sharing Good employer

. 4,717 telenet 4,5/(7
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Champion brands by attributes: Boomers s 2

&

Quality prods

pros4imus 5/7

telenet 49/7

III 45[7
orange”

Range

telenet 49 /7

pro38imus 4,87

4,57
orange”

Digital experience

telenet 48 /[7

proximus 4,87

orange

@

Connecting

orange

Life Easier

e
orange”

Savings

> 4
scarlet
.
orange”

Benefits the Econom
prog2imus 4,4/(7
4,27

41/7

Good employer

BASE 41/7

pro3imus 41/7

orange

Jobs

orange”

BASE 4,2]7




THANK YOU

NOTICE: Proprietary and Confidential
All the content of this document (text, figures, lists,
financial information, graphics, design, diagrams, as
well as other graphic elements and/or audio and
videos), whichever the format used (paper or
electronic), is confidential and proprietary to Havas
Media Group. This document includes ideas and
information based on the experience, know-how,
intellectual/creative effort of Havas Media Group. For
these reasons, this material shall not be used,
reproduced, copied, disclosed, transmitted,
transformed, commercialized or communicated, in
whole or in part, neither to third parties nor to the
public, without the express and written consent of
Havas Media Group.

Havas Media Group © All rights reserved

This presentation is not a contractual proposal and
has no binding effects for any Havas Media Group
company until a final and written contract is entered
into between the parties.

Havas Media Group © All rights reserved

This presentation is not a contractual proposal and
has no binding effects for any Havas Media Group
company until a final and written contract is entered
into between the parties.



