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By DIANNA DILWORT H

German automaker BMW ranked No. 7 out of 10 on MBLM's Brand Intimacy ranking, which measures deep
connections between customers and brands.

Brand intimacy is a marker of deep customer connections and loyalty, which are attributes that the luxury market
seeks to establish. And yet, aside from BMW, the luxury category ranked well below average.

"Building emotional connections and strong bonds is the best way to ensure your brand is maximizing its
opportunities and increasing its relevancy, profitability, and revenue," the report said.

 

BMW ranked No. 7 on MBLM's  Brand Intimacy Study 2020. Image courtesy of MBLM
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Marketers that make the brand intimacy list excel at creating a two-way relationship rather than a traditional
anonymous yesterday.

These companies create emotional connections with customers by engaging them on a deep level. Consumers trust
these brands and are highly influenced by them.

The MBLM report includes feedback from 6,200 consumers across the United States, Mexico and the United Arab
Emirates, sharing their experiences with almost 400 brands across 15 industries.

Companies on this list have a higher average revenue growth rate than S&P Global and Fortune 500 companies.

Consumers are more willing to pay 20 percent more for highly intimate brands than for brands with lower levels of
intimacy.

BMW was the only luxury brand on MBLM's top 10 list for the company's Brand Intimacy Study 2020, and earned an
average quotient of 55.

The brand tracked behind Amazon (68.3), Disney (67.8), Apple (66.8), Ford (64.9), Jeep (60) and Netflix (59.2).
Chevrolet (54.5), Walmart (53.9) and Sony Playstation (53.3) rounded out the rest of the Top 10 list.

Seventeen percent of those surveyed said they cannot live without the brand. The majority of customers have owned
the brand for several years: 25 percent for 3-5 years, 23.3 percent for 6-10 years, and 27.5 percent for more than 10
years.

Twenty-nine percent of those surveyed said they would be willing to pay more for the brand.

With its high standards of design, attention to customer service and digital innovations such as virtual showrooms,
BMW is a cutting-edge brand that is cutting through the clutter.

"As has been the case over the past decade, intimate brands continue to outperform established financial indices for
both revenue and profit," the report said.

Luxury falls  below the average in brand intimacy per category. Image courtesy of MBLM

Rankings by industry
The average brand intimacy score is 31, but automotive skews much higher than other categories.

Second only to the media and entertainment category at 46.7 points, automotive earned 46.2 points.

Retail and consumer goods also ranked above average with scores of 42.5 and 37.5, respectively.

Apparel was average at 31.

Luxury ranked near the bottom of the list with an average brand intimacy score of 18.6, indeed ranked second-to-last.

Travel was the lowest ranking category with a score of 16.1.

"Brand is an essential asset that helps facilitate demand, encourages growth, ensures consistency of users, and
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creates advantage," the report said.

"Despite a dramatically evolving world and shifting habits related to purchase and consumption, most approaches to
marketing and branding have not changed in decades."
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