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TWELVE YEAR STUDY EXPLORING HOW BRANDS TANGIBLY IMPROVE 
PEOPLES’ LIVES FUNCTIONALLY, ENHANCE THEIR PERSONAL WELL-BEING, 

AND CONTRIBUTE TO WIDER SOCIETY.
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Ranking of Meaningful Brands: Engie and 
Luminus top the list
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Meaningful Brands ranking: Belgium
Engie, Luminus and Ecopower on the podium.



Meaningful Brands ranking: North vs. South
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Meaningful Brands KPIs
Engie and Luminus secure their hegemony through various funnel KPIs.



Generational gap: 
Engie retains its leadership position for the 55+, 

but Luminus takes over for the 18-35.



18-35

55+

Key takeaways

• The functional pillar remains the most 

important for both segments.

• The collective pillar takes second 

place for the 18-35 age group.

• On the other hand, the 55+ put 

personal benefits in the runner-up 
spot. 

Meaningful Brands pillars: 18-35 vs. 55+
Collective benefits take over among young people.

SECTOR



LUMINUS – 18-35 yo. – COLLECTIVE ENGIE – 55+ yo. – PERSONAL

Brand industry spiders: Luminus 18-35 vs. Engie 55+
Luminus responds more successfully to the collective expectations of the 18-35, while Engie retains its leadership 
position among the 55+.

BRANDS



Brands focus



BRANDS

Ecopower very strong on ethics & ecology in the north
Which is the most expected from a collective point of view in the North
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Fall in performance 23 VS 21

A difficult brand transition between Lampiris and TotalEnergies
Decrease mainly in personal and collective. Only increase on some functional attributes (digital experience, leader 
and data privacy).

BRANDS
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Bolt Energy perf / Industry's avg perf

Different attributes where Bolt Energy stands out 

BRANDS
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NOTICE: Proprietary and Confidential

All the content of this document (text, figures, lists, financial information, 

graphics, design, diagrams, as well as other graphic elements and/or 

audio and videos), whichever the format used (paper or electronic), is 

confidential and proprietary to Havas Media Network. This document 

includes ideas and information based on the experience, know-how, 

intellectual/creative effort of Havas Media Network. For these reasons, 

this material shall not be used, reproduced, copied, disclosed, 

transmitted, transformed, commercialized or communicated, in whole 

or in part, neither to third parties nor to the public, without the express 

and written consent of Havas Media Network.

Havas Media Network © All rights reserved

This presentation is not a contractual proposal and has no binding 

effects for any Havas Media Network company until a final and written 

contract is entered into between the parties.
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CONTACT 

US
Geoffrey Hennaut

Senior Insights advisor

Geoffrey.hennaut@havasmedia.com

Hugo Uhr

Head of Intelligence

Hugo.uhr@havasmedia.com
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