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identity as an independent and modern brand, reflected in a brand value of €26 

extent is the success of MO9s repositioning strategy reflected in consumer perceptions 

in MO9s image, particularly in terms of modernity, proximity, and accessibility. 

Results also show that the more positive the perception of the brand9s evolution, 

netheless, challenges remain: MO9s 

by hindering MO9s full affirmation as an independent bran

Overall, the results show that MO9s repositioning has generated concrete 
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is the success of MO9s repositioning strategy reflected in 



brands in Portugal with an estimated value of €26 million

transformation from the consumer9s perspective

particularly relevant in today9s market, where symbolic and emotional 

Identify the core elements of MO9s repositioning strategy as the basis for 

Assess how consumers perceive the brand9s evolution and whether these 

not obtained through interviews. For this reason, brand value is used as a proxy to illustrate the company9s 







Although it is a ubiquitous presence in consumers9 daily lives, the concept of 

sign that identifies and distinguishes a company9s products or services, a 



favorable, strong, and unique associations in consumers9 minds.

argue that Keller9s model is overly 



foundation: the brand9s identity. As

the brand9s essence 

disconnected from the brand9s reality. 



promise that first captured the consumer9s trust. Sustained coherence in values 



abandoning the brand9s core identity. As 

should be seen as a way of adapting the brand9s expression and communication 





•

•

•

defines perceived value as the consumer9s overall assessment 

of a product9s utility, derived from a subjective comparison between perceived 

intimately linked to the consumer9s perception of the brand

particularly relevant in the context of brand trust, which refers to the consumer9s 

consumer9s conscious plan to acquire a particular brand. 



the goal of moving beyond the stigma of <supermarket fashion= and building 



perceptions, reinforcing the brand9s differentiation, and enhancing its cultural 

TU Clothing (Sainsbury’s)

TU Clothing followed a similar trajectory. Launched by Sainsbury9s in 2004, 

utility. Over time, however, Sainsbury9s recognized the need to reposition TU to 

observe, TU9s 





brand9s 

Sonae is one of Portugal9s largest and most diversified business groups, 



In July 2025, Sonae sold MO and Zippy to a consortium led by MO9s CEO

€20M Management 

19 pandemic accelerated MO9s omnichannel 

Recognition has followed: in 2024 MO ranked among Portugal9s 100 most 

valuable brands with an estimated value of €26M and a <Robust= strength rating 

<Best Physical 

Store for Women9s Fashion= and <Best Online Store for Men9s Fashion=

<Best Store in Portugal 2024= awards 

3

Over the past decade, Sonae9s fashion division

half of 2013, the division reported a turnover of approximately €518 million, 

had delivered a notably resilient performance, recording €96 million in turnover 



The figures refer to Sonae9s fashion division (initially under Sonae SR, now 









about the brand9s origin, evolution and the milestones in the transition from 

the growing role of digital marketing, social media and influencers in the brand9s 



The discussion focused mainly on perceptions of the brand9s evolution and 



that follows the consumer9s journey

Section 2 focuses on the consumer9s experience with MO, including frequency 

is perceived as an independent brand, contributing to the analysis of the brand9s 

In Section 3, perceptions of the brand9s evolution are assessed using a series of 





qualification: the majority hold a bachelor9s degree (43 %) or a master9s degree 





perspectives on the brand9s strategic repositioning process.









(<Occasionally=) (Table 



within Continente, both strongly positioned as consumers9 top choices (123 and 



Regarding where consumers notice MO9s advertising most, the majority 

indicate they see MO9s communications primarily in physical stores (57



Family Members9 Frequency of Shopping at MO.

6% (n=188) state that MO9s presence within Continente 

Influence of MO9s Presence in Continente on Consumer Purchase Decisions.



Reasons Why MO9s Presence in Continente Influences Purchase Decisions.

Regarding the perception of MO9s independence from Continente, 41.6% 

Consumer Perception of MO9s Independence from Continente.

X̅ X̅

It’s convenient to shop for both food and clothes in the same place.



X̅ X̅

hand, they agree that MO9s overall image has become more modern and 

X̅ X̅

The scale used ranged from 1 to 5, where 1 means <Strongly Disagree= and 5 

means <Strongly Agree=

Perception of MO9s Brand Evolution

X̅

X̅ X̅

X̅

X̅

X̅



X̅

X̅

X̅

X̅ 67), highlighting the importance of the brand9s proximity to its customers. 

X̅

X̅

X̅

availability of plus sizes, product variety (including children9s and sportswear) 



The scale used ranged from 1 to 5, where 1 means <Much Lower= and 5 means 

<Much Higher.=

X̅ 14), suggesting that service is one of the brand9s strengths. 

X̅ 20), reinforcing MO9s connection 

X̅ X̅

X̅

The scale used ranged from 1 to 5, where 1 means <Not at all= and 5 means 

<Completely.=

Consumer Perception of MO9s Brand Values Compared to Competitors



Consumer Perception of MO9s Differentiation from Competitors.

from MO9s presence in Continente stores, is also relevant for 42



Correlation between the perception of the brand’s evolution and 

purchase intention (Spearman’s ρ

MO9s evolution (Q7) and future purchase intention (Q10). For this, two variables 

were used: Perception Index (Q7, excluding the item <

=) and Purchase Intention Index (Q10).

H : There is no relationship between perception of MO9s evolution and 

ρ

H¡: There is a relationship between perception of MO9s evolution and 

ρb0).

Spearman9s ρ between perception of MO9s evolution and purchase intention

→ Reject H .

There is a moderate to strong positive correlation between perception of MO9s 



(Spearman’s ρ

H : There is no significant correlation between consumers9 attitude and trust 

ρ

H¡: There is a significant correlation between consumers9 attitude and trust 

ρb0).

Spearman9s ρ between attitude 

→  

ρ 5) between consumers9 



H : There are no significant differences in purchase intention and 

H¡: There are significant differences in purchase intention and/or 

3

→  



recommendation. Significant differences occur especially between <Worse= and 

the other groups. The <Equal= group only shows a significant increase in 

<Better=

influences the perception of the brand9s evolution (Q7). Variables used: 

Perception Index (Q7, excluding the item <I am more willing to buy again at 

MO=) and Purchase Frequency at MO

H : The perception of MO9s evolution does not differ among levels of purchase 

H¡: The perception of MO9s evolution differs in at least two levels of purchase 

Mean ranks of perception of MO9s evolution by purchase frequency groups

Wallis test results for perception of MO9s evolution by purchase frequency



3

→  

Perceptions of MO9s evolution rise significantly as purchase frequency 

Continente Store, Online Store) influences both the perception of MO9s evolution 

(Q3), Perception Index (Q7, excluding the item <I am more willing to buy again 

at MO=), and Attitude Index (Q8).

H : There are no significant differences in perception

H¡: There are significant differences in perception 

of MO9s evolution by predominant purchase 



3

→  

→  

Mediation of the effect of MO’s evolution perception on purchase 

The objective of this test was to evaluate if the perception of MO9s evolution 

• Perception index (Q7 except <I am more willing to buy again at MO=)

•



•

•

H : The perception of MO9s evolution does not influence purchase intention 

H¡: The perception of MO9s evolution influences purchase intention indirectly 

through attitude and/or trust (indirect effects b 0).

•

• a¡ = effect of Q7 on mediator Q8 (attitude)

• a¢ = effect of Q7 on mediator Q9 (trust)

• c9 = direct effect of Q7 on Q10 controlling for Q8 and Q9

• b¡ = effect of Q8 on P10 controlling for Q7 and Q9

• b¢ = effect of Q9 on Q10 controlling for Q7 and Q8



→  

The perception of MO9s evolution shows a significant positive total effect on 





•

•

•

reflects MO9s attempt to 



MO9s case, the brand book, together with the growing use of social media and 

(Tesco) and TU Clothing (Sainsbury9s), which initially struggled to 

X̅

X̅

X̅ X̅ X̅



X̅ X̅

X̅ < =

X̅

X̅

intention. These results corroborate Keller9s 



It was also found that the perception of MO9s competitiveness in relation to 

This finding reinforces Keller9s 

X̅ X̅ X̅

9

effective positioning depends on the brand9s ability to align projected identity 

X̅



confirming that MO9s repositioning has been effective in securing attributes that 

the success of MO9s repositioning strategy is reflected in consumer perceptions 



Overall, the strategy9s success is more evident in cognitive and functional 







This study assessed the effectiveness of MO9s repositioning from the 

dering MO9s consolidation as a fully independent brand. This 

positive perceptions of the brand9s evolution and behavioral variables such as 



In summary, the study confirms that MO9s repositioning has generated 

brand9s 



9s

MO9s characteristics restrict the generalization of findings to other markets.



9 perception
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According to the article <A queda de um sufixo elevou a MO= published 

What was the main objective behind MO9s separation from Continente?



The transition from Modalfa to MO was a decisive moment in the brand9s 

What aspects of MO9s new identity were most valued by consumers?

Competitive Advantages and MO’s Future

Are there plans to continue evolving MO9s brand identity in the future? 

If you could highlight one key factor that contributed to MO9s success as 



I9ve been at MO for nearly nine years now, leading and coordinating a team of 

we call <live models= and flat product photography.



I believe MO9s evolution has been very consistent. The brand started, as you may 

But on the other hand, we9ve worked hard to solidify 

If you9re not familiar with the term, a brand book is essentially the brand9s Bible 

external teams. I believe MO9s evolution has been about preserving some of the 

time developing and asserting the brand9s independence from the hypermarket.

We don9t deny our origins, but we aim to go further. We9ve also worked on 



and digital efforts. We9ve invested heavily in digital and influencer marketing to 

This year, we9re repeating that customer study 

It9s still very important for us to be inside hypermarkets, because we continue to 



we don9t launch something across 120 stores 

then scale. That9s how we approach everything 



I: It9s hard to compare directly with what was true back in the Modalfa days, but 

we9ve maintained key

and that9s not necessarily due to staff 



I: They9ve played a huge role, particularly from 2015 onwards, when we 

and Facebook was just starting to gain ground. Back then, social media wasn9t 

We9re planning to run another customer study this year

to better understand the role of digital in brand perception. I9ll be able to share 

more personal. We9re also very consistent and committed to our brand promise.

C: What are your future plans for the evolution of MO9s brand identity?

We9ll continue investing in the category management model

We9re also renovating our store network in Portugal, modernizing the customer 



I: Yes, always. We maintain the MO branding across all markets. We9ve created 

4

4

course, there9s some

C: And finally, if you had to highlight one key factor behind MO9s success, what 

I: Definitely convenience and proximity. Speaking as someone who9s been with 

fact that we9re in hypermarkets, in less urban areas, and that our people know 

4 that9s a real advantage.

ss experience across all touchpoints. I think we9re on the right 

track. We9ve been making consistent, thoughtful steps and it9s paying off.



nd customers9 perception of MO: how they feel about the 

brand9s evolution, what they value. We had already done a similar study in 

evolution. That9s why it was particularly interesting to see your survey. Also 

customers don9t buy MO 



north. Most had a bachelor9s degree or higher.

R: Yes, that9s interesting. In our study, that perception came up a lot: for 

now it is MO, many would say: <For us, it will always be Modalfa.=

C: Regarding the brand9s evolution, the results were positive, although many 

answered <neither agree nor disagree.= This is perhaps the most difficult 



try, we don9t consider sustainability a core value.



focus groups, when the moderator asked <Why don9t you buy from the brand?= 

many answered: <I don9t like it,= <I only buy pajamas,= or <I only buy basics.= 

uld show the website and ask: <And now, what do you 

think?= and they would reply: <Oh, there are some nice pieces.= I think this may 

strongly felt in the focus groups: <It doesn9t even look like MO,= <I would even 

buy this,= when they saw the website.

don9t know it often keep the prejudice of the association with Continente. It is 



☐
☐
If <No,= end the survey.

If <Yes,= proceed to the next section.

☐
☐
☐

☐
☐
☐

☐
☐
☐
☐
☐ I usually don9t see any



☐
☐
☐
☐ I don9t know

Does MO9s presence within Continente influence your purchase decision?

☐
☐
A. If you answered <Yes,= why? (select up to 3 options)

☐
☐
☐
☐
☐

☐

☐

☐

☐
☐
☐ I don9t know / I9ve never thought about it



Perception of MO’s Evolution

MO9s overall image is now 

MO9s image is consistent 



MO9s values?



☐
☐
☐ 9

. If you answered <Yes,= why do you think MO differentiates itself from 

☐
☐
☐
☐
☐
☐
☐



–

☐ ☐ ☐

☐
☐ 9

☐ 9

☐

☐
☐
☐
☐
☐
☐
☐
☐

☐
☐
☐
☐










