








In orange: Attributes specific to a category
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% 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
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Base 19

Orange 19

Proximus 19

Scarlet 19
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Voo 19
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MBI = Meaningful Brands Index 





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 (%) 



Champion brands by attributes: North



Champion brands by attributes: South



Champion brands by attributes: Gen Z 
                 
                     



Champion brands by attributes: Boomers 
                 
                     



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. 
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