
A BREED APART.



BRIEF.  OBJECTIVES.  TARGET AUDIENCES.1



HELP HONDA BECOME A TOP PLAYER IN THE KUWAITI MARKET
INCREASE MARKET SHARE       INCREASE YOUTH PENETRATION             BOOST BRAND EQUITY

SHIFT METAL DURING RAMADAN



KUWAITIS 
(FOCUS ON THE LOCAL YOUTH)

PRIMARY TARGET AUDIENCES

EXPATS 
(MAINLY ARAB EXPATS)

SECONDARY TARGET AUDIENCES



30-50 yo

Kuwaiti

Male
(60%)

Sports, hanging out with friends & colleagues

Educated

Active on SoM

Married 
(70%)

3 kids

Works in government/bank/own business

Key purchase decision drivers:
-Brand
-Status
-Relationship with salesperson
-Quality of product
- Extra features
-Opinion of 3rd person present during transaction

Actively seek advice from salesperson

Appreciate honesty 

Honda buyers: fairly loyal / high probability for repeat purchase

Repeat purchase decision drivers:
-Durability of product
-After sales service
- Established trust with Alghanim
- Established trust with Honda
- High resale value

Search online / buy physically (often after test drive)



30-50 yo

Kuwaiti

Female
(40%)

Taking care of the family, cooking & 
hanging out with friends, shopping, 
watching series on Netflix/Hulu etc

Educated

Active on SoM

Married 
(90%)

3 kids

Housemaker or works in 
government/bank/school

Key purchase decision drivers:
-Brand
-Quality of product
-Opinion of 3rd person present during transaction

Actively seek advice from salesperson

Appreciate honesty 

Honda buyers: fairly loyal / high probability for repeat purchase

Repeat purchase decision drivers:
-Durability of product
-After sales service
-Reliable family cars
-Spacious, easy to get around
- Established trust with Alghanim
- Established trust with Honda

“I stick with the brand I know”



20-30 yo

Kuwaiti

Male/Female
(60%-40%)

Sports, gaming, shopping, hanging out

Educated

Very Active on SoM

Unmarried 

Studies in college or first job

Key purchase decision drivers:
-Brand
-Status/coolness
- Extra features
- High resale value

Appreciate directness

Into brands that stand for something important 
(Diesel, Vans, Apple, Under Armour)

Purchase decision influenced by:
-Brand’s online presence
-Brand’s conversational capital on SoM
-How instagrammable is the car  
-What friends say



PROBLEMS TO SOLVE.2



JAPANESE, KOREAN, EUROPEAN & US 
COMPETITION WITH NEW INCOMING 

MODELS IN 2021  

WHAT STANDS BETWEEN US AND OUR
TARGET AUDIENCES

THE COMPETITION



AND CHINESE CARS
(GEELY, JAC, etc) 

WHAT STANDS BETWEEN US AND OUR
TARGET AUDIENCES

Cheap Loaded with extra features

THE COMPETITION



CUT-RATE     SHOWY    DISPOSABLECHINESE CARS IN KUWAIT

THE COMPETITION



DRAGGING HONDA TO AN ENDURING PRICE/OFFER WARCHINESE CARS IN KUWAIT

THE COMPETITION



THEIR GAMECHINESE CARS IN KUWAIT

THE COMPETITION



NOT OURSCHINESE CARS IN KUWAIT

THE COMPETITION



A GAME SUITED TO FACELESS PRODUCTSCHINESE CARS IN KUWAIT

THE COMPETITION



NOT BRANDS WITH A SOUL AND A BEATING HEARTCHINESE CARS IN KUWAIT

THE COMPETITION



PROPOSED SOLUTION.3



HOW CAN A BUNCH OF NO-BRANDS BE A THREAT TO ONE OF THE BRIGHTEST STARS 
OF THE GLOBAL AUTOMOTIVE BRAND STARDOM, HONDA?



WHY DO WE STAND FOR IT?



CAN PUT ON A DEAL 
BUT IT TAKES GENIUS, FAITH AND

TO BUILD A BRAND
PERSEVERANCE

ANY DAMN FOOL 

DAVID OGILVY



for decades there have been two iconic Japanese auto companies.

the other one is Toyota.

Jeffery Rothfeder, 
Driving Honda: Inside The Worlds Most Innovative Car Company



PEOPLE BUY EMOTIONSPEOPLE DO NOT BUY CARS

OUR SOLUTION



FACT
OUR SOLUTION



PEOPLE BUY RELATIONSHIPSPEOPLE DO NOT BUY CARS

OUR SOLUTION



PEOPLE BUY DREAMSPEOPLE DO NOT BUY CARS

OUR SOLUTION



PEOPLE BUY STORIESPEOPLE DO NOT BUY CARS

OUR SOLUTION



EMOTIONS RELATIONSHIPS DREAMS STORIESBRAND’S BUILDING BLOCKS

OUR SOLUTION



EMOTIONS RELATIONSHIPS DREAMS STORIESHONDA’S BUILDING BLOCKS

OUR SOLUTION



EXPLOIT THE RICH POTENTIAL OF THE BRAND 
TO BUILD A LASTING RELATIONSHIP WITH THE LOCAL AUDIENCES

HONDA’S SUCCESS RECIPE 

1

OUR SOLUTION



EXPLOIT THE RICH POTENTIAL OF THE BRAND 
TO JUSTIFY THE PRICE PREMIUM OF OUR CARS

HONDA’S SUCCESS RECIPE 

2

OUR SOLUTION



EXPLOIT THE RICH POTENTIAL OF THE BRAND 
TO CEMENT THE RELATIONSHIP WITH EXISTING CUSTOMERS AND 
ENCOURAGE REPEAT PURCHASES

HONDA’S SUCCESS RECIPE 
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OUR SOLUTION



EXPLOIT THE RICH POTENTIAL OF THE BRAND 
TO INCREASE PENETRATION IN THE LOCAL YOUTH

HONDA’S SUCCESS RECIPE 
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OUR SOLUTION









OUR BRAND STORY.4



SO WHAT IS THE STORY WE WANT TO INSPIRE OUR TARGET AUDIENCES WITH?



WHAT IS THE STORY THAT WILL BRUSH AWAY THE COMPETITION?



WHAT IS THE STORY THAT WILL TURN HEADS, CAPTURE HEARTS AND INCREASE FOOTFALL IN THE SHOWROOMS*?

*PHYSICAL AND VIRTUAL



WHAT IS THE STORY THAT WILL PUT HONDA ON ITS RIGHTFUL PEDESTAL IN KUWAIT?



FOR DECADES HONDA HAS BEEN POWERING OUR DREAMS AND 
MOVING THE WORLD

HONDA: A STORY LIKE NO OTHER 

OUR STORY



A COMPANY OF MOVERS AND SHAKERS THAT REFUSED TO STAY ON THE 
BEATEN TRACK

HONDA: A STORY LIKE NO OTHER 

OUR STORY



CURIOUS MINDS THAT EXPLORE THE DEPTHS OF HUMAN INGENUITY 
TO BRING TO THE WORLD UNHEARD-OF SOLUTIONS 

HONDA: A STORY LIKE NO OTHER 

OUR STORY



DARING EXPLORERS THAT BRAVED FAILURE 
TO REACH UNTOLD REACHES OF SUCCESS 

HONDA: A STORY LIKE NO OTHER 

OUR STORY



“SUCCESS REPRESENTS 
THE 1% OF YOUR WORK 
WHICH RESULTS FROM 
THE 99% THAT IS 
FAILURE.”

SOICHIRO HONDA



WHEN OTHER CAR COMPANIES THRIVED ON AGE-OLD RECIPES AND 
TRUSTED – BUT TIRED- FORMULAS  

HONDA: A STORY LIKE NO OTHER 

OUR STORY



HONDA TOOK ON EVERY AUTOMOTIVE CHALLENGE FROM AN 
UNEXPECTED ANGLE  

HONDA: A STORY LIKE NO OTHER 

OUR STORY



TO ACHIEVE MORE EFFICIENCY AND ENGINEERING QUALITY, TO 
ADVANCE AUTOMOTIVE THINKING, TO GIVE ITS CUSTOMERS WHAT 
THEY DESERVED  

HONDA: A STORY LIKE NO OTHER 

OUR STORY



“WE ONLY HAVE ONE 
FUTURE AND IT WILL BE 
MADE OF OUR DREAMS 
IF WE HAVE THE 
COURAGE TO 
CHALLENGE 
CONVENTION.”

SOICHIRO HONDA



THROUGH CHALLENGING EVERY POSSIBLE AUTOMOTIVE 
CONVENTION, HONDA CHANGED THE WORLD TIME AND AGAIN.

HONDA: A STORY LIKE NO OTHER 

OUR STORY



1st car with 4-wheel 

steering sold in the US 

(Honda Prelude, 1988)

1st hydrogen car 

(FCX Clarity, 2008)

VTEC engine

World record for low fuel consumption 

(Honda Insight, 1999)

Honda Magic Seats

(Honda Jazz, 2001)



REBELS WITH A CAUSEHONDA: A STORY LIKE NO OTHER 

OUR STORY



QUESTIONINGHONDA: A STORY LIKE NO OTHER 

OUR STORY



CHALLENGINGHONDA: A STORY LIKE NO OTHER 

OUR STORY



CHALLENGING THE WORLD AND THEMSELVESHONDA: A STORY LIKE NO OTHER 

OUR STORY



NEVER RESTING ON THEIR LAURELS. 
ALWAYS REACHING FOR THE STARS. 

STRIVING FOR THE UNATTAINABLE DREAM OF PERFECTION.

HONDA: A STORY LIKE NO OTHER 

OUR STORY



THAT IS WHAT KEEPS HONDA GOING. THAT IS WHAT HONDA’S DREAMS 
ARE MADE OF: CHALLENGING CONVENTION TO IMPROVE THEMSELVES, 
THEIR PRODUCTS, THE WORLD.

HONDA: A STORY LIKE NO OTHER 

OUR STORY



THE PEOPLE WHO ARE CRAZY 
ENOUGH TO THINK THEY CAN 
CHANGE THE WORLD ARE THE 
ONES WHO DO.

STEVE JOBS



The strategic platform.
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Our cars are make by talented visionaries with 
probing minds for demanding people with a 
thirst for life. 

That is why our cars feel so alive, so natural, so 
intuitive, so “one with you”, so close to what the 
most discriminating of you really need:

they are the answers to merciless and constant 
questioning;
they are the products of human ingenuity and 
lateral thinking aimed at being one step ahead 
of your ever-changing needs.
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lHonda makes cars for the hard to please. 

To that end, we challenge every automotive 
convention to improve your life. We turn 
every established knowledge on its head –
for us nothing is “holy scripture”, nothing is 
writ in stone.

When others zig we zag, so that when 
you’re in one of our cars you’ll instantly 
know that it was built as an answer to your 
needs.



STRATEGIC PLATFORM

Wisely UNCONVENTIONAL

BRAND CAMPAIGN RAMADAN CAMPAIGN



Wisely UNCONVENTIONAL


