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Setting the scene

"~ “l don’t feel intimidated
but rather excited and
optimistic about

Volvo’s future”

———————
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Hakan Samuelsson |
CEO of Volvo Car Group
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Volvo - Long Lasting, Swedish Roots

- In 2010, Volvo Cars was
acquired by Zhejiang Geely
Holding Group, China
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‘The Volvo Way’

3 , Value Proposition Relationships Position 3
i z Safe d‘r‘iving experience . Trust, long-term, modesty Leading car manufaqture'r"in regard to i
| o functionality | safety |
| n lower environmental impact i
| 3 | / |
3 i Expression - Identity Personality ;
} pa Scandinavian tone ‘ThexVQIyO«fwéy‘ An honest, individualistic brand that ;
i <:z' """""""""""" human centric focus """'""""'ééféfy;":q',ijél'iﬁ?‘éhffdf\ééfé"f6'r' """"""""""" cares about the safety of people and | i
i E emotional ~ the environment the environment i
| = | |
| L |
| 2 Mission & Vision Culture Competences 3
i o Making life Ies/s/_corﬁplicated () ‘Omtanke’ = ’caring’, ‘consideration’, Manufacturi‘h\g\sa\fe, functional & i
i E commitment to safety, quality & ‘to think again’ sustainable cars }
| B __environment. (Mission) | i
i ~ Desired premium car brand. (Vision) i
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Background EV Market

| Industry
Under Transformatio
;’l Electrification strategieg
' of major car makers

\

Consumer
2017: global Policies
sales of EVs Dieselgate,
63% higher § EU emission
compared to law 2020

previous
year
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Strategic Decisions Under Geely Ownership

Swedishness — Electrification Strategy Performance — Premium Price — Produced in China
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You are the Management Team...

Taking on the role of the executive
team at Volvo Car Group
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... And a Brand Architecture Decision is Needed

Given the two potential options, where should the Volvo Car Group position its new
series of electric performance cars within the brand architecture, taking brand
| identities and strategies into consideration, and why? |

Volvo Car
[ Group ] (1) new daughter endorsed by the Volvo Cars mother,
/ N\ Polestar by Volvo
% [ \g;/so ] [ Polestar ]
) N (2) new mother brand, Polestar, with no communicated
| Poleah connection to the Volvo Cars brand i
‘ [ Volvo S60 etc. ] [ Volvo y ] i
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Which Option Should Volvo Group Choose?

Option 2:
Where should the new series of Option 1: Polestar by Volvo,
. Separate brand - Polestar - daughter
electric performance cars be Lonmonmee brand
positioned and why? brand Yot - ecansing

Which brand architectural solution creates more trust, in the
eyes of potential customers, that Polestar is a performance
car?

: |
! \
! \
: |
! \
! \
| |
! Which brand architectural solution has the potential to create i
3 more awareness in the media? !
1 |
! \
! \
1 |
! \
! \
1 |
! \
|

Considering the opportunities for the Volvo brand to be
perceived as more exciting, and the risk of hurting their brand
image, which solution should be chosen?

Considering the implementation costs, which brand
architecture solution would be more favourable?

Which brand architectural solution has the potential to better
attract the desired target group?
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INTRODUCING ‘POLESTAR’ “L

ible competitor in the emerging global market

for high performance electrified cars. With Polestar, we are able to
offer electrified cars to the world’s most demanding, progressive drivers
in all segments.”

— Hakan Samuelsson, CEO of Volvo Cars



Polestar

Price: 130,000 —
150,000€

600 Horsepower
‘Pole star’ —

/” guiding star

> Electric range of

180 i #Pre-orders:
around 6,000
Pure,
progressive,

performance Media attention
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Now you are Taking the Pole Position -
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Backup



Differentiation & Performance Need to be Considered

| |
| |
| |
| |
| |
|
! . Trustworthiness: . - ‘
| Relevance: > Differentiation:
} How appealing and ...... REPUTATION ... How dependable are theirwords . .. wweni. How distinetive is their i
i meaningful is the and deeds? position in the market? !
, A
i VGI."” they offer? R — COMMUNICATION oo e e c— i
‘ . \
i Value proposition: Position: - }
‘ What are our key offerings What is our intended position 1
1 and how do we want them to the market, and in the hearts |
! appeal to customers and and minds of key customers 1
! non-customer stakeholders? and non-customer }
i C " stakeholders? }
|
| . |
\ . : Expression: \
Recognisability: ——r . H : .
i How distinct, vm"z?e and - Witk 55 Wigus or specil What combination of - Credibility: i
| consistent are their *'"""|’ sbout the way we - human characteristics or -...|.....y HOW believable i
} overall communications? communicate and express qualities forms our " and convincing i
| : ' ourselves, making it possible [ the con:bvaludcs that s‘;m,‘“P corporate character? are they? |
| to recognise us at a distance? || What our brand stands for? i i
i Mission & Vision: i i i
\ What engages us, beyond the Culture: ompetences: !
i aim of making money What are our attitudes and e P e |
1 (mission)? What is our how do we work and good at, and what makes us |
} direction and inspiration e ookt fham fap oompabition? |
| (vision)? ; }
i P S - i
| v i
| < - |
! Willingness-to-support: Responsibility: Performance: |
} Howlﬂng‘agmgﬂﬂdm‘ﬂ{lg QP e . " How e dtted ard =~ “ How solid and consistent are }
| their purposes and practices? accountable are they? their quality and performance? !
| |
! |
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