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Brand Identity Prism - Mahindra Brand Identity Prism — Scorpio
Tough, economical, Diown o earth, tough, Indian,
jeep looks, all-terrain, nfé::#?iqj{::_:ﬁfq::;c; | ~ Styling, Pawerful, in cantral,
diesel,noisy nte%ﬁﬁ!::?ﬂiﬂg' SoebiE
Physique Persona Physiqus Persana
Dependalla Relationshi Lalfgr:ﬁ;k Bxtensionofhis | o Cuilture Living life at
p Culturs lifestyle P anes own terms
Userimage  Self | LS e SNk
1. Institutional- police, arm o
2 Rural guy, e cass maF::?'lJtsetglLllgh new emswzﬁ?:;f:ilﬁessmar. 399;‘;;-‘“;::5;?““‘ lif2
Self made, Evolved taste Nothing Else Will Do
Source: Mahindra & Mahindra.
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Sports Utility Vehicle Market Share

Midsize Nen-Premium Sports Utility

Vehicle Market Share Premium and Mon-Premium
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Midsize Non-Premium Sports Utility Vehicle Models

Buick Rainier Isuzu Ascender
Chevrolet TrailBlazer Jeep Commandsar
Chrysler Aspen Jeep Grand Cherokee
Dodge Durango Kia Sarento

Ford Explorar Mearcury Mountainesar
GMC Envoy Mitsubishi Endeaver
Honda Pilat Nissan Pathfinder
HUMMER H3 Tayola 4Runnar

Total Sports Utility Vehicle Market Share

Source: Power Information Network™
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