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THE CONTEXT ADVANTAGE: 
WINNING THE MOMENTS 
THAT MATTER 
How Contextual Brand Equity reveals 
hidden growth opportunities
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Imagine visiting a new city armed only with TripAdvisor’s top ten attractions. You’d see the highlights, 
check the boxes, post the photos. But you’d miss the tucked-away restaurant where locals gather, the 
morning market that captures the city’s soul, the neighbourhood where culture actually lives. You’d leave 

See the full picture: welcome to the world of Contextual Brand Tracking.

that everything you thought you knew about your brand’s position, potential, and opportunities was only part  

TL;DR

Portfolio cannibalisation 
becomes solutions

strengths waiting to be deployed 
strategically.

Uncover the  
unexpected

on Brand Tracking reveals 
opportunities and threats 
invisible to traditional 

winning outside their core to 
success masking decline.

Context changes 
everything
Brands compete with 

 
moment by moment. Your 
snack bar rivals yogurt at lunch 
but savoury snacks in the 

measuring awareness, consideration, usage,  
important metrics, essential checkpoints. But 
while brands celebrate their position on these lists, 

in the streets below.

From traditional to Contextual Brand 
Tracking: go beyond the KPIs

metrics. They’re the ones that understand a 
context changes everything. 

A brand that is average in aggregate might be 

sometimes, your biggest opportunity isn’t in your 
category at all.
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Why context changes everything

Context impacts brand choice.

An Ipsos R&D study1 conducted across markets and 

and prevalent issues like economic uncertainties, 
which we call the “macro context”, and “micro 

people chose brands) impact people’s decision-
making and ultimately brand choice. The research 
indicates that context accounts for over 50% of 
brand choice overall.

chosen holds true across categories with some 

Ipsos Global Equity Database2 shows that in FMCG 
where consideration sets are relatively stable over 

the power to determine whether habitual purchases 
can be disrupted. For example, the same shopper 

competitive sets. In quick service restaurants3, 
where commitment to brands is typically shallow and 
choices are many, the context becomes the  

 
competitors next door.

Traditional tracking would tell you Pure Protein is a 

Ipsos’ Contextual Brand 
Tracking goes beyond 
traditional metrics to reveal 

brand choice.

bar brand choice, Ipsos’ Contextual Brand Tracking 

up against protein shakes and smoothies, which 
changes the roadmap.

understanding that consumer choice operates in 
moments, not categories. The same person choosing 
between bars at 6am is choosing between completely 

Ipsos’ Contextual Brand Tracking goes beyond 

brand choice. 
occasions, competitive sets, and consumer needs 
or moments, our solution uncovers the strategic 
opportunities and threats that conventional tracking 
might miss.

4 revealing how its holistic approach contrasts with traditional 

With Ipsos’ extensively validated Brand Value Creator system at the core, Contextual Brand Tracking gives 

BVC’s Brand Desire score is proven 
to relate to real world outcomes, 
which means that our clients can 

based on the insights we provide 
will have a real impact on their 
business.

Figure 1: BVC’s Brand Desire is highly 
correlated with real market share.

Underpinned by Ipsos’ proprietary Brand Equity measurement system.
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Stop thinking in categories, start thinking in occasions

When Contextual Brand Tracking mapped the pain 

single topical or alternative therapy breaks into the 

therapies surge into the top 5, creating a three-
way split between pills, topicals, and treatments 
that traditional tracking wouldn’t capture. Most 

across all pain types through price advantages, 

Muscle pain presents yet another dynamic, with 

management. Same need, same consumers, 

purely on where it hurts.

Another great story comes from the beverage 

beverage market, F&N manages a vast and diverse 

to wellness, milk and water. While this breadth is a 

lines, how could they ensure their core hydration 

next strategic move.

The RTD beverages consumption by occasion 

Figure 2:
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“The RTD beverage category is highly fragmented and being a market leader, we always knew we needed 

the next big occasion. Contextual Brand Tracking was instrumental. It allowed us to map out the entire ready-to-drink 
consumption landscape, with a clear view on where competitors were playing at, and more importantly where they 

What it means for marketers:
• Re-evaluate your true competitive set. 

• Align your strategy with consumer occasions, not just product categories. 
post-workout 

recovery, meal replacement), will enable you to develop more relevant messaging, innovations, 
and activation plans.

• Identify “white space” for growth by mapping the entire consumption landscape. Analysing 

Figure 3: 
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Discover moments of hidden potential

A year later,
spontaneously emerged in consumer language about Pure Protein, unprompted by any marketing, coupled with 

 

Figure 5: 
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Figure 4:
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What it means for marketers:
• Look beyond your brand’s presumed core occasion or category to discover hidden 

opportunities where consumer desire already exists. For example, Pure Protein’s growth 

growth avenues than the originally targeted exercise moment.

• Track unprompted signals in consumer sentiment to reveal emerging opportunities and 

• Innovation and portfolio strategies can be occasion-led, 
and messaging aligned with your consumers’ actual usage rather than traditional 
category assumptions.

When people spontaneously associate your brand with unexpected occasions or uses, when desire spikes 
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complementarity 

cannibalisation. The context lenses reveal 

often mask complementary opportunities.

something else entirely.

context analysis suggested letting each own its 
natural territory. Growth in “outer circle” moments 
wouldn’t cannibalise “inner circle” strength. 

S.Pellegrino showed potential to complement 
meals at home, enhancing dining experiences; 

S.Pellegrino could own “elevating everyday dining” 

In that case, the focus on context allowed us 
to monitor the brands’ performance across 
the portfolio but also uncover routes to avoid 
cannibalisation.

What it means for marketers:
• Stop seeing portfolio overlap as cannibalisation to eliminate. Start seeing it as 

complementarity to orchestrate. 

• Leverage each brand’s natural role by occasion 
resource allocation to achieve growth.

• Deploy brands strategically by occasion to prevent internal competition and 
mitigate negative market impacts.

• Implement occasion-based tracking to avoid cannibalisation, unlock growth 

“Complement a meal at home” occasion

“Refresh and energise” occasion

Figure 6: 
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A glimpse of the future through present signals
Revealing not just the current state but what the future trajectory is for each brand matters for  
brand owners.

perception = permission to exist beyond the gym.

The social media simulations were even more revealing:

Contextual Brand Tracking goes beyond monitoring the traditional brand KPIs by showing potential paths 
forward for brands.

What it means for marketers:
• Identify and combine key growth drivers 

• Quantify the impact of enhanced messaging to prioritise initiatives with the highest 

Figure 7: 
improve Pure Protein’s consideration by 1.8%
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Conclusion: the power of unexpected brand journey

• Competition is broader than categories

• Brands can also win outside their core

• 

• 

• 

opportunities lie beyond traditional metrics. In a world where categories blur, occasions multiply, and 

Ipsos’ Contextual Brand Tracking

Contextual Brand Tracking is Ipsos’ 

solution that goes beyond 
traditional metrics to reveal how 
context shapes brand choice. By 

occasions, competitive sets, and 
consumer needs, Contextual Brand 
Tracking uncovers the strategic 
opportunities and threats that 
conventional tracking misses.

implementing Contextual Brand 

Ipsos representative or visit  
www.Ipsos.com
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