TTTTTTTTTTTTTTTTTTTT

.eu brand as a personality

> euis performing quite wellinis key areas.

,.com and .local nave Stronger personality profiles
than .eu. .eu is perceived as relatively Innovative and
conscientious.

> euis NOT perceived as being emotional.

> The real Strengths of .eu as a brand are characteristics such as:
trusthworthy, convincing, stable, responsible, etc.

> Threats to the .eu brand are values such as: mature, everyday, exciting,
lively, etc.

> .euis Weak In terms of being perceived as being cool and dynamic, while the
competition scores well in these areas.

> These FesUlts are similar o those of 2008. Strong
performanCeS in key areas have become €VEN Stronger.
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.eu brand as a personality
Framework

19 brand personality

statements can be grouped
into five categories.
Familiar
Simple
Everyday
Pretentious
Trustworthy
Stable
Responsible

@ InSites Consulting

Friendly

Persistent

Exciting

Based on a scientific
Inviting framework developed

by

Convincing

-

Cool

Dynamic

Innovative

Lively

Mature

Consistent

Down to earth
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.eu brand as a personality
How important are these TLD characteristics for Int
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ernet users?

-

-Very important
-Important

-Not important
-Not important at all
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-\
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.eu brand as a personality
.eu performance  Evolution
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.eu brand as a personality
Competitive performance

Emot‘\onal
Friendly Inviting.
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.eu as a functional brand

> There are large differences between TLDS in terms of
brand strength.

> There are also large differencesin functional profile.

These differences are larger than those evident in brand personality.

> As a brand, .eu’s real StrengthS are characteristics such as: European,
international, wide geographical scope, etc.

> Threats to the .eu brand are values such as: cheap, traditional, personal,
etc.

> Weaknesses of .eu are: quality, safety and being well-known.
> .eu has a predominantly European and governmental profile.

> These F@SUILS are similar to those of last year. Strong
performances in key areas have become EVEN Stronger.
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Functional brand analysis
.eu performance  Evolution
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“/ ‘ 3 functional
. characteristics can be
. . grouped into five
Shows origin ; .
.. ' of site owner Categorles-
Strong .- Well known -Very important
Accessible .-

-Important
o -Neutral
Political Business

-Not important
Qlot important at all
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Functional brand analysis
Competitive performance

—.eu 2009
— .com 2009
— .local 2009

Ranking: .eu performance
on functional

When looking at the top five performance
areas of the .eu TLD, we see that .eu
performs well in areas that are in return, of
importance to drive .eu preference.
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