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Nature Of Influence





• People highly recommend it • People feel is iconic

• Is a reliable resource • Consumers want to hear from

• Is trusted • Is established

• People have confidence in the brand • Understands consumers’ needs

• Is dependable • Has a strong future

• Continues to get better • People would like to interact with more

• People are willing to defend • Offers good value

• Inspires a sense of Saudi pride
• Consistently send the same message 

about what it stands for
• Represents characteristics people want 

to have/reflect
• Is represented by someone well known 

that people respect
• People would watch or click on ads for 

this brand if they saw them on a website
• People have searched online for more 

information related to this brand
• People can't wait to see what it will 

introduce next

• People see it everywhere • People buy/use today

• Advertises a lot • Most people’s friends & family use/buy
• People have viewed ads/videos for this

brand using online video sites
• People are happy to support/"like" within 

a social networking site

• Tries to offer personalized products/services • Helps people save money

• Impresses people with their response 
when times are tough

• Communicates sincerely with its 
customers during tough times

• Takes action to help consumers when 
times are tough

• Is a brand that cares about people’s 
health & safety

• Is unconventional • Is edgy

• Is unique • Is a trendsetter

• Is an original • Leads its competitors

• Is attractive • Stands out 

• Is ahead of its time • Shapes consumer behavior 

• Is innovative • Is a brand that champions diversity

• Sets an example for other brands
• Introduced people to something they 

never knew is needed
• Has forever changed the consumer 

landscape
• Is the benchmark people compare other 

competitive brands against

• Is socially responsible • Is environmentally responsible

• Promotes racial equality • Is leading the sector in sustainability efforts 
• Actively cares about and supports 

the community 
• Is taking steps to reduce its environmental 

impact

• People can easily replace it with another 
brand’s products/services

• People have interacted with this brand
in some way online

• Has ads that people have emailed to 
friends, or shared via a social networking site

• Promotes a positive conversation
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