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Why & How do
we test emotional
connection?
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Which brands have the strongest ‘;
. . . |
emotional connection with consumers?

How have the scores changed since 2023
and 20247

134

brands
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The BRI methodology captures how consumers feel about brands

v

How is it asked? How is it calculated?

/ —o0 \ A The BRI score is then calculated for each brand:
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% Positive % Negative

Emotions — BRI score

Anger, Fear, Sadness) +100 to-100)

Emotion
RE D C Q @ (Happy) (Contempt, Disgust, (Scores range from
/

9

Contempt

Q

Now we are going to show
you a number of random

brands one after the other,
from different areas of life.

Disgust
! = )

> A Where ties have occurred, we look at the results to
two decimal places to break the tie

Anger

Neutral

As quickly as possible after

you see each brand, | want 0 9 A The report analyses the BRI result at both a total level
e e Sl i el O s Sadness and at an industry/sector level among brands tested.
We have also looked at results amongst different
generations e.g. Baby Boomers, GeMillgnials

following faces most closely
represents how you

immediately feel about that Each respondent
branzoaey =e ahout e answered the question

\ / for ~30 brands

Fieldwork was conducteflom June 5th to 8 2025 by.YOND E R
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Top UK brands
amongst all UK
consumers



Top 10 UK brands All respondents
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+53 +52 +51 +46

2002

+45 +41 +40 +39

: | survey 8
Base: All respondents (n=5%92) per brand
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A Premium quality A Use effective classic A Wb I G A @S Q OR yHigs yecent 2yffer

A Innovative products narratives platforms like TikTok attack did not affect
to remain relevant A Revitalised old A Turn trends into M&S or M&S Food
A Emphasis on advertising products e.g. viral scores
provenance and campaign strawberry
sandwich

ethics
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Top performing UK brands play on at least one of the following <
elements- if not all! 1S

Heritage Value WO GSNERI & KiobtEgiha Q Comfort escapism

A Established brands A Costeffective A Part of consumers A Timeless brands A Create emotionally
A Generational products everyday routines A Nostalgic memories positive spaces
significance A W{ dzZNLINA & S A yRRiable: consistent from childhood or A Help disconnect
A Evoke shared RSt AIKIQ ¢ A vdue §ndayublity G @  traditions from stress
memories A Appeal to budget A Here in emotional
CONSCious WaYlrff Y2YSydaoQ
consumers

Source: RED C UK 2025 BRI survey 11



Value Is particularly
key as 3 In 5 UK
consumers expect
to have less
disposable income
IN the next 6
months (60%)

C UK April 2025 Consumer Mood Monitor
| respondents Apr 25 (n=2,071)
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Overall BRI scores have remained relatlvely stable vs 2024, butC
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@ TESCO @BARCLAYS @ QATAR
2025 v:

A A A A v
2024 Up 21 Up 14 Up 13 Up 12 Down 11
points shift

2025 BRI sco +5 +41 +2 -15 -1

2024 BRI sco -19 +27 -11 -27 +9

Source: RED C UK 2025 BRI survey
Base: All respondents (n=5%92) per brand



Top UK brands
amongst
generations



GenZW/ 2YFT2Nl YSSua Odz ad
refine their sense of identity
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+50 +48 +45 +45 +45

+42 +41 +38 +37

oooooo - RED C UK 2025 BRI survey 15
e: Gen Z (n=44) per bra d
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one of Gen X2 favourites s

Cultural currency  Affordable treats Gather around Successful offline
& Memes that feel premium menu flexibility online bridge
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A SpeaksvithGen Z, A Affordable yet feels A Caters for all type of A Simple yet aesthetic

not at them fA1S I &LINE LdStdE.y. Batal restaurants designs
A Part of the Gen Z 2 dzi ¢ vegan) A Music partnerships

digital lexicon (e.g. A Straightforward A Works for all A Usergenerated

GOKSS{1 @& bl y Rogaaséheme occasions (e.g. date)  content
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Millennials: Modern, emotionally anchored and
practical brands drive connection with Millennials

+56 +56 +4 +46

+44  +4

OOOOOO RED C UK 2025 BRI survey 17
: Millennials (n=1a916) per b nd
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Millennials have a particular emotional attachment to Netflix

Nl
AN
Digital natives with  Valuesreflective Nostalgiadriven Offline and online
disposable £££ content originals & classics social buzz
3 -4
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A In their peak earning A Diversity, mental A Vintage revival A Part of the cultural
years health, social A Content from the conversation
A Most likely to have justice, etc 80s, 90s and 2000s A Feeling of shared
streaming services A Authentic (either original or experience
(vs other storytelling WOt I aaAa0Qo
generations)
18

Millennials are more likely to have kids, which might also explain their attachment to brands like Netflix or Lego



Familiar, functional and meaningful brands do
best amongsiGen X

Source: RED C UK 2025 BRI survey 19
Base: Gen X (n=1165) per brand



Legacy and loyalty brands that help them live well
connect best withBaby Boomers

0200¢®

+62 +60 +60 +54 +50

2O
+50 +50 +50 +49 +49

Source: RED C UK 2025 BRI survey 20
Base: Baby Boomers (n=1B12) per brand




Dunelm offers realworld value, timeless practicality and quiet €

reassurance foMillennials and Baby Boomersn particular A
Practicality over Value without Home as an
hype compromise emotional anchor

B
R e

A Things people A Appeals to both A Postcovid views on
actually need with groups for different WK2YSQ
useful designs reasons A Millennials are

A Functional yet A Reputation for nesting while
stylish comfort reliability, good Boomers are

service and fair price refreshing/
downsizing

21



Everyday heroes that earn a place at the family
table do best amondrarents of kids 18 and under
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+65 +62 +54 +53 +47

+47 +46 +45 +45 +43

Source: RED C UK 2025 BRI survey 22
Base: Parents of kids 18 and under (n=1&0) per brand




D NB 3 3 4 @iendlly anid dvakevolving offer is key in winning
over Parents of kids under 18

Affordable and Iconic & inclusive Everevolving
family-friendly products offer

A Lowcost, filling food A Sausage rolls or A Expanding range

A Seen as good value vegetarian and offer into for
and everyday treats alternatives e.g. evening trading,

A Familiarity A w{2YSi

y 3 Hha f€edd or
Q partnerships with
delivery platform
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Millennials parents of kids 18 and undédike
smart, savvy and nostalgic brands

+65 +59 +49 +46

0@@.

+44  +4

oooooo RED C UK 2025 BRI survey
e: Millennials parents fkd 18 nd under (88} er brand
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a

Vinted connects withMillennial parentsby turning seconehand
Into a smart, satisfying, and sustainable solution

Nl
AN

Smart platform for Guiltfree Decluttering as Feelgood
stretched budgets sustainability selfcare community vibes

A Helps with fast A Ecoconscious A Helps parents feel in A More casual, peer
changing costs parents control of their to-peer tone
associated with kids A Makes it easy to act space A Supportive side

A Can earn and save sustainably A Clear space while hustle for some

simultaneously earning money Millennial mums

25



UK results
by sector
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Grocery, FMCG and Food Outlets brands generate the strongest
emotional connection s

Average BRI score by category

+32

+24 +24

+21 +20 +19 +18

+11

+7 +7
+3 Social
+1 Media

b4

Grocery FMCG Food SVOD & Outof Retailers Tech Toys/ Travel Financial Tele Energy &

outlets Enter Town Gaming services coms Infrastru
tainment Retailers -cture
& Online
Market
Places -16
Source: RED C UK 2025 BRI survey 27

Base: All respondents (n=5%92) per brand



i Groceries: M&S Food dominates the sector
alongside discount supermarkets

Rank

Brand

M&S

—FOOD-—

Sainsbury’s
T T~ ~

Iceland

ASDA

Morrisons

Waitrose

Cocado

Source: RED C UK 2025 BRI survey

Base: All respondents (n=5%92) per brand
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7’\’New brand for 2025  +f-xxAt least +/ 5pp movement on score

Movement
g3 WHoO

+14

+7

+5

+4

+8

4% WYHn

+9

+3

Reminder:

Groceries category
ranks #1 on average BRI
-7 score and half the
brands make it to the

top 20.

Thisis likely duetoa -
YAE 2T WSOUSNE
KSNE S astading 2 y 3
relationship with the
-1 brands, and most

importantly in the
5 category: value
perceptions

+14

Catavg +32

Some movement is +5pp on the slide but
not highlighted; this is due to rounding



4 1n 10 UK
consumers expect
thelr spending on
groceries to
Increase In the next
6 months

Source: RED C UK April 2025 Consumer Mood Monitor
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Pﬁ FMCG brands generate strong emotional connectidhnew
S entrants even make it to the top 50

Rank Brand BRI score Movement Rank Brand BRI score Movement
g3 WHoO A% WHn g3 WHoO

% . 1 @ PRIMULA I +8 > n/a n/a
@ 1 . @ | +3 ¢ +3
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Source: RED C UK 2025 BRI survey
Base: All respondents (n=5%92) per brand 7’\’New brand for 2025  +f-xxAt least +/ 5pp movement on score

Some movement is +bpp on the slide but
Catavg +24 not highlightect, this is due to rounding
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Y Greggs dominates theded
S Ouletssector

Rank Brand BRI score Movement
#&8 WHoO

23 2w
@ %Nandok *°

© " m =

‘ﬁ{New brand for 2025  -f-xxAt least +/ 5pp movement on score i 3 ' \\\ .‘ R ‘

-

Source: RED C UK 2025 BRI sur. . A \f = p Some movement is +5pp on the slide but3]
7 Catavg +24 ' S e { not highlightedt, this is due to rounding

Base: All respondents (n=5%92) per brand



Rank Brand

6 NETFLIX
0 @ YouTube

prime video
V

NTERNATIONAL

©
AARDMAN
@ CPuramount +

Source: RED C UK 2025 BRI survey
Base: All respondents (n=5%92) per brand

BRI score Movement
ga WHoO
+39
+29 +10 +3
+25 D¢ na  nla
+20 +2 3
+18 na i

- +16 n/a

-1

7’\’New brand for 2025  +f-xxAt least +/ 5pp movement on score

n/a

+1

emotlonal connection and observe gains vs previous years

Rank Brand

4% WYHn

© BBn

© sl

Catavg +21

SVOD & Entertainment: Streaming services have very strongC

A\‘%

BRI score Movement
23&d WHoO F}
I +6 +4 +2
|+4 +12  +3
| 4 - B

Some movement is +bpp on the slide but
not highlighted; this is dueo rounding
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Rank Brand

o
Dunelm]

amazon
~—

B2Q
ebay

SCREW-/X

halfords

MATALAN

HOMEBASE

Source: RED C UK 2025 BRI survey

Base: All respondents (n=5%92) per brand

BRI score
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Movement Rank Brand
g3 WHoO

+6

+2

+3

n/a

+1

7’\’New brand for 2025  +f-xxAt least +/ 5pp movement on score

BRI score
A3 WHn

@ wickes JN ESE
2 @ mim |
~—

SHOWERS

@ KOHLRR |

+5

+2

Catavg +20

Some movement is +bpp on the slide but
not highlighted; this is due to rounding

Out of Town Retailers & Online Market Places: |kea, Dunelm €
and Amazon comfortably lead in the sector

Na
an

Movement
g3 WHoO 3

9 e5

n/a -2

n/a -1
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@ Retailers: M&S ranks TDoverall, and the new entrant

Specsavers makes it into the top 50
Rank Brand BRI score Movement ’ Rank Brand BRI score Movement ’
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Source: RED C UK 2025 BRI survey
Base: All respondents (n=5%92) per brand

Some movement is +bpp on the slide but
Catavg +19 not highlightect, this is due to rounding

7’\’New brand for 2025  +f-xxAt least +/ 5pp movement on score




Samsung is the lead brand in thg
N Technology sector, way ahead o
competitor Apple

Rank Brand BRI score Movement

g4 WHo [n}
° SAMSUNG
@ @G "
0 « .
@ (@) chatcer  [f-15 na 41

Samsung almost only generate positive emotions (50% positive
and only 4% negative), while Apple is more polarising (37%
positive and 21% negative)

7’1{ New brand for 2025 {-xxAt least +/ 5pp movement on score

Source: RED C UK 2025 BRI survey _
Base: All respondents (n=5%92) per brand Catavg +18

Some movement is +5pp on the slide but35
not highlighted; this is due to rounding



Gaming/toys: Lego remains the undisputed leader while C
& Fortnite, Roblox and Minecraft struggle more

Rank Brand BRI score Movement Rank Brand BRI score Movement
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Source: RED C UK 2025 BRI survey
Base: All respondents (n=5%92) per brand 7’\’New brand for 2025  +f-xxAt least +/ 5pp movement on score
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Some movement is +bpp on the slide but
Catavg +11 not highlightect, this is due to rounding




Jellycat something for everyone

Our Brand Reaction Index aRramilies@Homproject reveal strong brand affinity,
especially amongst Gen Z

A Soft staple toy to own from
birth

A Popular until 18, and beyond!

A Animal and food plush toys
are popular

A Huge success of paps

A TikTok buzz

A Pop ups prove power of L\“‘“ e
experiential \ =

J

London

Sources: RED C UK 2025 Families @ Hoate (letails herg qualitative research amongst UK parents of kids aged 3



https://redcresearch.com/celebrating-five-years-of-familieshome/

' Jet2holidays, Eurostar and TUI lead the Travel sector, all up V&
5l 2023, while Qatar Airways observes sharp declines

Rank Brand BRI score Movement Rank Brand BRI score Movement
J3 WHoO A3 WHn g3 WHoO 3

Jet2holidays’: [ +23 2w @ QATAR i va | a1
@ eurostar - +18 +6 43 @ Wm I -8 na  +1
U. TUl -+16 8 @ RYANAIR . -19 #1041

@ g}; Emirates - +16 n/a +1
@ BRITISH AIRWAYS - +15 +11 3

VIrain allanfic +14 +9 -2
@ easyJet . +9 +6 +6
@ AerlLingus 5% |+2 +5 +3
O oo o o
@ Heafkrc w +0 +1 2

Making every journey betls

Source: RED C UK 2025 BRI survey
Base: All respondents (n=5%92) per brand

Some movement is +bpp on the slide but
Catavg +7 not highlightect, this is due to rounding

7’\’New brand for 2025  +f-xxAt least +/ 5pp movement on score




Sources: RED C UK 2025 Families @ Hoate (letails herg qualitative research amongst UK parents of kids aged 3

Holidays and travel are key moments for familie

OurFamilies@Homproject highlights the importance of family holidays, even in
times of economic uncertainty

46 of

parents A Something to look forward to, even when money is tight
- A Provides escapism

COﬂSlder A Lockdown(s) made families realise how important

Saving for hOIidayS are

Q(O)ITeE\ER S 1)y have been the highlight of the P12M

a prlorlty A Often with wider family members

A Activities that bring families together
A Creating memories through moments of joy

vs 30% of noparents



https://redcresearch.com/celebrating-five-years-of-familieshome/

Financial Services ranking remaigssnilar to 2024, but Post C

N

i Office and Barclays see biggest uplifts vs last year

iy

. NatWest I+5 +6 +6

AA I +4 +6 +2

LLOYDS BANK ’K"‘ I +4 +1

Source: RED C UK 2025 BRI survey
Base: All respondents (n=5%92) per brand

Rank Brand BRI score Movement Rank Brand BRI score Movement
g% WHoO A4 WHn P& WHoO D&
@ MONEYSUPERMARKET 4 3 @ RRevolut |+3 6 43
e ”a nationwide 7 e @ (TS B] |+3 P,
@ .‘ .+13 +7 +2 @ @ | +2 21 +21
AVIVA
@ =t s % owe @ s | - B
@ 1@ first direct i3 - @ X Hsec | -3 o
@ vy monzo I +7 n/a -1 @ Balﬁof I -4 3 -
Ireland
@ Leeds Building Society I +7 n/a +2

Some movement is +bpp on the slide but
Catavg +7 not highlightect, this is due to rounding

7’\’New brand for 2025  +f-xxAt least +/ 5pp movement on score




Zoom onMoneySuperMarkef the sector leader,

= and Post Office, coming back from a dip in 20

MONEYSUPERMARKET

Category FEGe® A Remains a welbved brand, driven by a higtappyscore (38%) and little
the importance negatiVity (net: 4%) . . i L .
of educational A Consumersare morevahi@2 y a OA 2dza (0KIFy S@SNI I yR
transparency helps them feeinpowered in financial decisions

content and A Educational approadtuildsbrand credibilityand positions them as
empowerment atrusted advisor

Biggest
improvement A BRI score plummeted over 40 points duéltrizon IT scandal back in 2024
since 2024: the driven by high Anger (12%) and Disgust (11%) scores
A In 2025 its BRI recovered, frof9 last year to +2. Thesfrongnegative
emotions have halvedeaching 6% respectively, and BRI score is back to : =22 =
2023 level (Twave) 3 =

impact of
scandals on

emotioqal A News can affect heavijlgut established brands can recover
connection

Source: RED C UK 2025 BRI survey
Base: All respondents (n=5%92) per brand
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Telecoms have low emotional
connection, but O2, BT and
Virgin sees an uplift vs 2024

Rank Brand BRI score Movement '
Ga Wuo &a Wun

@ 15 w2 46

@ J-6 v

@ sky ]+ a2 3

@ | +4 e

@ |-2 2 a4

@ | -3 a0 s

@ s |- o

7,'1{ New brand for 2025 +xf-xxAt least + 5pp movement on score

Source: RED C UK 2025 BRI survey Some movement is +5pp on the slide bui4 2
Base: All respondents (n=5%92) per branc CEE & Cetln T ECe 7 02 L@ o Dol




