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2009 MAZDAG6 STYLING AND PRICE

The redone 2009 Mazda6 has more sculptured styling that ideally
will help the Mazda6 emulate the recurring success of the Mazda3.
To evaluate the styling, TNS showed 2,500 consumers a picture of
the 2009 Mazda6 with the badge obscured and asked them to
identify the brand and how much they would expect to pay.

Debadged 2009 Mazda6
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On looks alone, consumers do not see the 2009 Mazda conclusively as a Mazda. This
may suggest a conquest opportunity for Mazda among Nissan shoppers, but it may also
mean less of an upsell opportunity among current Mazda3 owners.. To reveal how far
Mazda has moved the needle, Mazda can compare these results with like results for a
debadged 2008 Mazda6.. Mazda may face some pricing challenges given that 1 in 4
respondents expect to pay less than the base price of the lowest trim. The depth of this
challenge can be revealed by providing respondents with additional information, including
vehicle size, performance, and content levels, and including analyses on willingness to pay.
Mazda can also ensure that those elements are reinforced in positioning and messaging.




