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2007 | 2008 | 2009 | 2010 | 2011 | 2012
—9—CRT | 96.2% | 92.9% | 86.4% | 74.2% | 57.8% | 42.5%
- |CD | 3.3% | 6.6% | 12.9% | 24.8% | 41.0% | 56.2%
-&~PDP | 04% | 0.5% | 0.7% | 1.0% | 1.2% | 1.3%
~— RP 0.1% | 0.0% | 0.0% | 0.0% | 0.0% | 0.0%
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1 |Product Quality 3 3 3 2 3 3 3 3 3 3 3 1
2 |Not Value for Money o 2 1 2 0 2 0 1 1 1 2 8
3 |Picture/sound quality Quality 3 3 (4] 2 3 2 3 3 2 1 0 9
4 Service (quality and reach) 2 0 o 0 o 0 1 o 1 i 0 4
5 |Technical features 1: 0 1 2 3 0 (] 2 2 0 1 7
Brand Value/reputation/country
6 oforigin 3 3 3 2 2 3 3 3 2 1 1] 10
7 |Technical Superiority 0 3 3 0 0 3 3 2 2 0 2 7
8 In-Store experience ] 2 o o it] 4] o it] 0 3 0 2
9 |Product reliability 2 ] 4] o 3 3 o 2 2 3. 3 7
10 |Product Styling 2 0 -1 1 2 1. T 3 T 1 L] 8
Product compatibility (with other
11 technologies) 1. 1 0 0 0 1 ] -2 0 1 o 4
12 Easy to use product features 0 3 0 (1] 1 0 2t o 0 0 0 3
13 |Easy to use remote o 0 o o o =L 1 ] 1 1 0 3
14 Luxury 2 3 3 1 3 3 3 2 2 1, 3 11
15 |Trustworthy brand : 3 3 2 3 3 1 5 3 0 0 8
Social factor (high esteem,
16 standing) 2 3 3 1 3 2 2 it 2 2 0 El
Superlative
associations/Hedonism (e.g.
choosing nothing but the best
17 |products one of them is a Sony) o 0 3 1] o] 2 o 1 0 0 3
18 Previous product experiences 2 0 ] 0 3 0 3 1] 4
19 High on features (Mo of features) 2 o o 0 o 0 0 o 0 0 1 2
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20 manual/assistance/help o 3 2 0 [1} 0 0 0 0 0 0 2
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Product Quality

Value for Money
Picture/sound quality Quality
Service (guality and reach)
Technical features

Brand Value/reputation/country
of origin

Technical Superiority
In-Store experience

Product reliability

Product Styling

Product compatibility (with other

technologies)

Easy to use product features
Easy to use remote

Luxury

Trustworthy brand

Social factor (high esteem,
standing)

Superlative
associations/Hedonism (e.g.
choosing nothing but the best
products one of them is a Sony)
Previous product experiences
High on features
Comprehensive
manual/assistance/help
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L #0

) 0 7$ 7% !
Core associations
Frequency of Mo of
SONY mention interconnections
Product Quality 11 25
Value for Money | 8 9
Picture/sound quality Quality | 9 10
Service (quality and reach) | 4 4
Technical features | 7 9
Brand Value/reputation/country of origin
10 17
Technical Superiority | 7 11
In-Store experience | 2 3
Product reliability | 7 10
Product Styling | 8 9
Product compatibility (with other
technologies) ‘ 4 6
Easy to use product features | 3 4
Easy to use remote | 3 4
Luxury | 11 18
Trustworthy brand | E 21
Social factor (high esteem, standing) | 9 14
Superlative associations/Hedonism (e.g.
choosing nothing but the best products
one of them is a Sony) 3 5
Previous product experiences | 4 5
High on features | 2 4
Comprehensive manual/assistance/help | 2 2
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Product Quality 1.

Not Value for Money

:Picture)’sound quality Quality
‘Service (quality and reach)

Technical features

\Brand Valuefreputation/country

of origin 1
.Technical Superiority

.In-Store experience

:Pr’oduct reliability

Product Styling 1
Product compatibility (with other

technologies)

Easy to use product features

Easy to use remote

Luxury 1
Trustworthy brand

Social factor (high esteem,

standing)

Superlative

associations/Hedonism (e.g.

choosing nothing but the best

products one of them is a Sony)

\Previous product experiences
High on features (No of features) 1

Comprehensive
manual/assistance/help
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A BIC|D| E|F|GIH|I]|J|K
1 Product Quality 1 2 1 5
2 \Value for Maoney 2
3 Picturefsound quality Quality 1 1 1 7
4 |Service (quality and reach) 1 1 3
5 Technical features 1 1 5
6 |Brand Value/reputation/country of origin 1 1 1 1 1 8
T Technical Superiority 1 4
g In-5tore experience 0
9 |Product reliability 1 1 4
10 |Product Styling 1 2
11 |Product compatibility (with other technologies) 1 1
12 |Easy to use product features 1 1
13 |Easy to use remote 1
14 | Luxury 1 2
16 | Trustworthy brand 2
16 |Social factor (high esteem, standing) 1 1 3
17 Superlative associations/Hedonism 2 2 4
18 Previous product experiences 1 1 3
19 |High on features 1 2
20 |Comprehensive manual/assistance/help 1 1
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A D E|F|G|H|I]|J L
1 Product Quality 4 2l 2 1 1 14
2 Value for Money 0
3 Picture/sound guality Quality 1 1
4 Service (quality and reach) 0
5 Technical features 1 1 2
6 | Brand Value/reputation/country of origin 1 1 1 4
7 Technical Superiority 2 1 1 4
g In-5tore experience 0
9 Product reliability 1 1 1 3
10 Product Styling 0
11 Product compatibility (with other technologies) 1 1
12 |Easy to use product features 1 1
13 Easy to use remote 0
14 |Luxury 2 1 1 1 1 g
156 Trustwaorthy brand 1 4 1 1 |
16 |Social factor (high esteem, standing) 1 1 1 1 5
17 Superlative associations/Hedonism 2 2
18 Previous product experiences 1 1
19 High on features 2
20 Comprehensive manual/assistance/help 1
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Picture/socund Technical Product
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Quality [with other
techneologies)
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