Brand
Insight






BrandAsset® Valuato
Because brand management with vision requires deeper insight.




13 years
20,000 brands
450,000 consumers
44 countries
70 brand metrics
48 imagery attributes
140 consumer metrics
Over 50 categories

The biggest brand study
ever conducted




Determine the Power of your brand.
What it’s been in the past and
means for the future.

what that

Understand which com

petitors are immediate and
long-term threats.
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Differentiation

The brands

point of

difference. Relevance
Relates to )
margins. How appropriate

the brand is to you.
Relates to market Esteem

penetration. Knowledge
How you regard
the brand. An intimate
Relates to understanding
perception. of the brand.
Relates to
consumer

experience.

Brands are built in a very specific progression.
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Leading Lagging

BAV is predictive—focusing on leading indicators of brand and business success.



First, differentiation builds, then
relevance. Over time, esteem
develops, then knowledge.

Brand Strength
(Differentiation & Relevance)

Unrealized
Potential or Niche

Declining

New .

Unfocused

Eroded

v

Brand Stature
(Esteem & Knowledge)



Brand Strength
Differentiation & Relevance

Up-and-Coming/
Niche

IKEA

TiVo

Odwalla

Trader Joe's
Crest SpinBrush
JetBlue

Leaders

Google .
Gatorade
F(?breze Mature Leaders
Nike . Kodak
Pixar Macy’s
Woolite
Timex
Burger King

New/Undeveloped
Sephora
BlackBerry

Clif Bar

Bratz

XM

Eroded/Commaoditized
Budget

Ace Hardware

AOL

Hi-C

Payless Shoe Source

Brand Stature

(Esteem & Knowledge)
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Differentiation Relevance

Examples: Mini Cooper, iPod, Smirnoff Ice, Gucci
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Differentiation Relevance

More relevance than differentiation implies commodity.
Uniqueness has faded, price becomes dominant
reason to buy.

Examples: Tylenol, Ace Hardware, Morton Salt, Kellogg’s



Too much knowledge
without esteem can

be dangerous
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Esteem Knowledge
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eadership brands
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rowing brands have
he desirable step
jown pattern
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lirting with disaster:

3rands on the ropes
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Consumer Measures
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Landor Associates
San Francisco, California

415 365 1700
more_info@sfo.landor.com




Landor



