Which brands do Irish

consumers connect most
emotionally with?

Brand Reaction Index 2024 Results




Humans make One of the shortcuts used to arrive at ‘good enough’ is the Affect Heuristic —

/ifOSt (]I’)dfl’ug(]/” i.e. does the brand generate strong positive emotions. To test if a brand has a
. . strong enough emotional connection to drive the affect heuristic, we use RED
decisions to arrive

C’s BRAND REACTION INDEX (BRI).
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The BRI Report

1
Q 2024, RED C conducted a BRI Test

among 177 brands to see which have
the highest emotional connection with
consumers.

<_\Where ties have occurred (i.e., two or

more brands earning the same score),
we have looked at the results to two
decimal places to break the ties.

Q one number BRI score was calculated

for all brands tested and ranked in order
of their respective scores. Scores can
range from max +100 to min -100.

<_\The report analyses the BRI results at a

total level, as well as looking at the top
10 brands among men and women.






The BRI Headlines 2024

C\FI\/ICG continues to evoke very positive emotional

reactions among Irish consumers. Cadbury Dairy
Milk retains the title of Ireland’s most emotionally
connected brand for a third year in a row
garnering a net positive emotional connection of
+69 and maintaining a comfortable lead of 11
points ahead of the nearest competitor. Tayto
holds firm in #2 while Brennans moves up the
ranks to assume #3.

Ohis year sees three new entries demonstrate the

very potent emotional connections they have with
Irish consumers, with Wild Atlantic Way, Flahavans
and Credit Union coming in at #4, #7 and #8
respectively.

<_\Aldi grows emotional connections over past year,

placing them ahead of other retailers in #5 and
earning the title of Ireland’s most emotionally
connected grocery retailer. Modest gains made by
Dunnes sees them rise to #6 while Lidl, who
ranked #3 in 2023 slip to #10 in 2024. Interesting
to note that when looking at gender, Lidl is the
grocery retailer of choice among men, while
Dunnes performs best among women.

Qfar more positive reaction to the utility sector is

showcased this year, likely reflective of falling
energy prices, with the sector having this year’s
largest growers ESB (+19 vs ‘23) and Bord Gais
Energy (+18 vs ‘23). Most other utility brands,
including sector leader Electric Ireland (+13 vs ‘23),
also experience significant jumps in scores.



The BRI Headlines 2024

C\Positive gains this year from Samsung (+7 vs 23)

and Netflix (+13 vs 23) sees them both fall just
short of the top 10 brands, achieving #11 and #13
respectively. However, Samsung is a standout
brand among men, with the brand climbing up to
#4 in the rankings for men, while Netflix excels
among women, rising to #8 in the rankings for
women.

chough, it’s not a positive story for everyone.

Social media giant TikTok records a markedly
negative score, placing them towards the bottom.
While new entry X (formerly Twitter) debuts at
#176 of 177 brands tested.

Qublin Airport, the brand who saw the biggest

increase in 2023, continues to foster even greater
positive connections amidst further gains this year
of +12 and now sit just outside the top 50 brands
at #55. GAA recovers (+13 vs 23) after last year’s
dip involving GAAGO. While notable
improvements from AIB (+17 vs ‘23) and Bank of
Ireland (+9 vs 23) see them both move into
positive BRI territory.

Qational broadcaster RTE registers the steepest

decline this year (-27 vs 23), with Uisce Eireann
and FAI also falling back.



Ireland’s Most Rank
Emotionally -
Connected Brands

Cadbury Dairy Milk secures the position
of Ireland’s most emotionally connected
brand for the third year in a row.

Among other consumables brands,
Tayto protects #2 while modest gains n/a
are made by both Brennans and

Digestives.

Three new entrants crack the top 10 this
year with Wild Atlantic Way, Flahavans
and The Credit Union debuting in #4, #7

and #8 respectfully. n/a

Aldi build positive emotions over past n/a
year which sees their score up +9, re-

entering the top 10 brands just edging

out competitor Dunnes who rise to #6

and Lidl who rounds off the top 10.
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Considerable inroads made by Samsung, Netflix and Mars C

An Post suffers notable decline and drop out of the top 10 brands. Home & DIY brands IKEA and Woodies, and
financial services brands Revolut and Visa also enjoy healthy uplifts.
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Greater positivity for Electric Ireland & ESB as they soar up the ranks C

Ireland’s Hidden Heartlands and Baileys enter the rankings at #39 and #40 respectively. DID Electrical also see a
boost in BRI score. Irish Life is the only insurance brand to crack the top 50.
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Dublin Airport continues to foster greater emotional connections C

Increased positivity for IRFU and GAA, with GAA recovering after sizeable decline last year amidst GAAGO
controversy. Like Electric Ireland and ESB, Bord Gais Energy see a significant uplift in positive reactions.
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Notable improvement in positivity towards Heineken C

Leading home and motor insurance brands Zurich, Allianz and AXA all see their scores slip back.
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Greater connections with AIB see them move into positive space C

Pepsi, Newstalk and Instagram all see an uplift in scores, while DHL experience a decline.
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Like other utility brands, Energia enjoy healthy uplift C

Improved positive connections with Mater Private, ASOS, Dublin Bus, Blackrock Health and Bombay Sapphire sees
these brands garner double digit scores. Mobile brand 3 suffer a notable decline.
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Bank of Ireland moves into positive BRI C

Laya take a heavy hit and are overtaken by fellow health insurer VHI who see a modest improvement. Golf Ireland
enjoy a heathy increase, while inroads made by Uber sees them hot on the heels of competitor FREENOW.
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Social media giant, TikTok records negative BRI C

A jump in Facebook’s score lands them in positive space. Although their scores remains markedly negative, Eir,
PaddyPower and Pinergy all move their BRI scores in a positive direction.
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RTE, FAIl and Uisce Eireann all fall back this year C

Red Bull make substantial gains, while a very negative response for new entrant X (formerly Twitter) sees the social
media brand debuting towards the very bottom of the list.
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Mapping BRI:
Top 50 brands

Total emotional reaction
measures the extent to which a

brand elicits any positive or
negative emotional response.

The optimal scenario is for
brands to occupy the north-east
corner of the map, recording
both a strong emotional reaction
and high BRI score.
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Cadbury Dairy
Milk tops the list
among both men
and women

Among grocery retailers, men favour Lidl
ranking #2 among men. However, women
favour Dunnes and Aldi which rank #3 and #5
respectively with Aldi building very strong
connections with women over the last year,
up +18 vs '23.

Samsung and Jacobs key performers among
men with both brands, who are outside the
top 10 at an overall level, securing spots in
the top 10 among men.

Consumables brands cultivate very positive
connections among women with Cadburys,
Tayto, Brennans, Digestives and Flahavans
garnering higher scores among women.

Netflix also perform well among women, with
the SVOD up notably on last year and
managing to crack the top 10 among women.
Home Store + More and An Post also secure
themselves a spot in the women’s top 10.

Scores shown are top 10 scoring brands among the 177
brands tested in 2024 for men and women.
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Methodology

» Research was conducted using RED C’s online omnibus, the RED L1%
Line. 16%

* Through an online panel of over 45,000 members, RED Line 20%
allows us to reach a representative sample of the adult population

18+ across Ireland in a cost effective and timely manner. 18%

* Quota controls are used to ensure a nationally representative 15%
sample of ROl adults aged 18+, with interlocking quotas to

(0]
provide extra confidence in sample profile 20%

» Data was weighted across gender, age, region and social class so . .
as to ensure a nationally representative sample based on latest Region Social Class
CSO projections.

2,024 respondents took part in this survey during the 2nd — 22nd Conn/ Ulster
May 2024. 17%

* Weighted to be representative of all adults aged 18+ using the B!in
latest CSO census data on the following demographics. 29%

Rest of Leinster

27%

Munster

27%

46% N 48%
ABC1 C2DE




THANK
YOU

Ciara Reilly
Email / ciara.reilly@redcresearch.com

Gavin Costello
Email / gavin.costello@redcresearch.com

www.redcresearch.com
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