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Mini Cooper Returns

On 10 July 1990, in responsce 1o growing
customer demand, the Mini Cooper will be
re-lannched into the UK markel
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With its sporting heritage il represents
the biggest single markcting opportunity on
Mini for many vears. As a Basic seclor
sports derivative, its positioning in the
market will be virtually unigue.

In particular it will alloaw male buyers
to be strongly targeted, with the
potcntial for major incremental
volume.

The Cooper, which has been
developed by Rover in
conjunction with FRA Specialisi §
Cars Lid and John Cooper W
himsclf, will be marketed in Europe

and Japan as well as the UK.

Market Background

The City Mavlair line-up las boen
reglardy supplemented in recont
vears willl Special Editions, timed
to cover the retail sales peaks.
Thesse have mainly been positioned
berwcen the  wo regular
clerivalives, bl most irrpm |1I_.:|r'.l'|!.'
have cxoended Minds stvledimage
appral throvegh their aesthetic
designs and have attracted ditterent
aril  yonmgen Weirh
commuiicilion suppon, they have
peowvided & sales impeois for both
conguests and repeat porchases

buyers.

Currenl Hasic secior |‘:l|.|._'_r-.:|.-'\. HITS
predominancly Bemale, with cars

Tezingz bowaght Tose Loy ranning, costs
and manocuvrability, and are used
primarily Tor local journeva, Apar
from repeat purchases, sales are
likely o be o SmalldLower
Medium car owners Csecond-haned),
o Firsr cirnee bueyens, wath Ficsta and
Aletro as the main allernalives,

The oew Cooper derivarive will
build vpon Mini's strengths, with
the: Comprer badge and the sevle of
the cur enhancing the distineive
appeal of the base product. The
performance effered by the 1,3 [ire
cngirne: will emiphasise Mind's “fun
Loy v g,

Mini key slirengths

- images for low cost of
ownerslip and
manocuvrahility, the key
seclor requirenenls

- & reputation for beims fun
1o drive, with Intrinsic
yuulth appeal and
individuality

- held in affection by the
public at large.



Market Objectives

The Jet Black/Red Hot and Racing/Flame Special Felitions have OBIECTIVES
demonstrated that different buver Lypes can be successiully targeted T
with Mini. The appeal of these products however was very much g0 s aehisvernant of

]|m:rt:tl~|u slyle, with rhe rnnr_]::nu:e ;::E‘L'Fnrm.rs.nu: COnHing m. limit  hetantial incremental sales
the car's appeal to males. The Cooper ollers the opporumly 1o

broaden further Mini's appeal and suppont the following marketing - 2 spin-off eflect on range sales
ahjectives: through increased brand
AWATENEEE

a nchar sales mix, with less
dependence on the City
derivative,

Marketing Platform

The Taunch platform for the Cooper will clearly be based on the
hertage of the brand. From its initial intreducrion in late 1061,

sulsstantial tacing and rally success was achieved, culminating in the
Monte Carlo Rally victorices in the mid-60's,

The platfonn is abviosly a speating one, hased on the history of
the brand. the stvle of the car, and its dynamic performance in
terms of acceleration, but also handling and driveability.

The: involvement of John Couper in the programme provides
significant opportunities for positive association and cndorsement.

I'he customer firofile is Hkely
to be very broad, but there
gre o peimary targels:

- middle-aged “nostalgics™ old
cnough to have expericneed
directly Mini's sporting
heyday and cither owned, or
aspired o own, a Cooper
Likely to be predominantly
male and making an
emotionally based purchase,. Communications Plans

- young buyers, aware of A substantial ament of Press exposure around the 10 July launch of
Mini's history and looking the Mini Cooper s anticipated, which will ereate high levels of
for a hiph-image product at  inital awareness. The exposure will feature bath the Special Edition
an affordable price. A more  and standand Cooper specifications.

practical purchase, with

males being attracted by This will he followed up and reinforced by National Colour Press
performance, but females as  Advertising commencing on 29 July.
well, looking for style, and

converted from Special Local advertising needs for the Specizl Edition will suppored Ty the

Editions, provision of Dealer Advertising material,



Product Strategy
There will be two versions of the new Conper derivative:

- u celebratory launch Special Edition to be launched in July 19460
- a stanchard derivative, o be lauoched in Septemlzer 1990,

Bothy versions use the 1.3 litre *A° Series single carburenor engine
fram the old MO Metro mated 1w the standard Mini's gearbox with
a 3.105:1 linal drive. This powerful combination, in conjuncion
with a stanckard Fit three way open loop catalyse, give the engine
power ourput of G108 and a 0-60 mph time of 11.2 seconds. This
level of performance is unigue within the sector.

The Special Edition, available in a limited range of colours is
further enhanced through the standard fiement of halogen
headlamps, auxiliary driving lamps, sunrool, tnted glass and body
calour wheelarch spats/door mirrars (mirrors for the standard car
are malched o the ool colourl,

On the interior, the Special Edition uses the traditional and
huxurious design from e Miod Thiny, with the “Cooper” identity
applied o the steering whecol and front scats. The standacd car will
have a more overtly vouthful stvle developed from the
Racing/Flame Spoecial Edition. Both cars have impor@ant featune
cues of tachometer, electronic ICE and leather steering wheel.

Insurance ratings fur Both versions of Cocper as recommended by
Associarion of British Insurcrs in Group 4.

The exterior style of the two cars
is very similar, and has been
deyeloped to reflect the
traditional Cooper cues, The key
elements are:

- Duntone body with white or
black real according Lo bady
aolour.

Traditional allpy whesls 25
*Thirty".

- Chrome finish “Cooper” grille,
plus other chromes harcwara.

- Mew “Mini Cooper” bonnet
badgo.
- Side coachfine, plus "Mini

Cooper” decals an bodysids and
oot lid.






