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Keith Glasspoole, Ipsos Connect, UK

The pace of technological and social change is bewilderingly fast. In the world of brand and
communications, we feel this particularly keenly, with the digital revolution transforming the way that

brands seek to connect with people.

At the age of 45, | am not particularly old —and yet when | embarked on my career in the mid- 1990s,
“search engine optimisation” meant trying to work out why my car wouldn’t start, and “social networks”

meant the people | met in the pub.

So, when age-related depression threatens to set in, and | am tempted to write myself off as a dinosaur,

it is comforting to remember that people and their behaviour don’t change as fast as technology does.

Critically, in many categories, the role that brands play in people’s lives doesn’t change. For example,
back in the mid-1990s, | would not have had e-commerce apps installed on my smartphone, allowing
me to order my groceries at the touch of a button. Indeed, | wouldn’t have known what you meant by
“app” or “smartphone”. However, when my groceries reached the kitchen, | was still cooking them and

eating them the same way then as | do now. (A slightly better quality chef these days, perhaps).

So, whilst grocery brands have a lot of new ways in which to gain my attention, and influence my choice—
the underlying factors driving my choice have not changed. | know that particular brand of brown sauce
still tastes great on a bacon sandwich, and that experience will stay lodged in my mental network for
that brand, regardless of the fact that | can order it online these days. As long as it remains easy for me

to buy, by whatever means, then | will buy it again.

| don't necessarily "love" that brand of brown sauce, and | certainly don't want to "engage" with it on
social media — but | do love the way it tastes on a bacon sandwich, so | will buy it again. To put that in
more academic language — | will continue to make a habitual brand choice of brown sauce, based on
my established mental network. | will do this to the extent that | will not give it a moment's thought -

and other brands of brown sauce will have to work pretty hard to disrupt that process.

By basing your brand evaluation around people, and the reality of how they choose brands — which is
still governed by "analogue" mental networks, even if those networks can be digitally disrupted these

days —then you can find the best strategy for growth.

Brand Value Creator (BVC), the Ipsos approach to measuring brand equity, is based on these principles.
With calculations based around each individual respondent, it is rooted in reality for individual people
at the moment of assessment. This is reflected in the market-leading validations it achieves — no
competitor approach reflects market share, or potential for growth, better. So, harnessing the insight

that comes from BVC will help drive brand growth.



BVC studies have been running for 10 years. This has yielded an extensive database from which we can
mine learning to inform brand growth strategies. The database reflects the way that people make

choices between brands, and how this has been evolving — gradually — over time.

The first step towards brand growth is to be salient — to come readily to mind in the moments that
matter, for more people, more often. Brands which are salient will make it into an individual person's
consideration set. Naturally, the number of brands considered will be influenced by the number of
brands available — on average, the busier and more cluttered the market, the larger the consideration
set. Not that much larger, however. Where the number of brands in a category is less than 10, the
average consideration set is around 3. When it is over 10, it goes up — but only to between 4.5 and 5 on

average.

How about our ever-increasing consumption of media, and the blurring of boundaries between
categories? Both of these things could lead to more brands being salient in any given category context.
There is some evidence for this — for example, if we look at all packaged goods brands, the size of the
average consideration set has gone up —albeit, not by much — from around 5 a few years ago, to around

6 now.

So, the battle for saliency is hard fought, and not getting any easier. Brands are better equipped to win
it when they have strong mental networks — the associations which will make the brand spring
effortlessly and automatically to mind when someone is next making a purchase in the category. (Such
as my bacon sandwich). Since our minds can’t or won’t work hard enough to maintain such associations
for all the brands we could potentially choose, our consideration sets are remarkably restricted, even

when the range of choice is wide and getting wider.

Put simply — | don’t feel close to that brand of brown sauce. But | do feel closer to that brand than to
any other. This helps that brand to have a higher perceived value for me at the moment of choice —it

ranks first.

BVC will help you understand where lack of saliency is the key challenge for your brand. Exploration of
the mental networks around the category will help you identify opportunities for your brand to become

more distinctive.

Once brands are salient, having successfully jostled for space within our limited mental networks, the
next step is to be the first choice - to have the highest perceived value at the moment of choice,
compared with alternatives (which might include those which have achieved attention saliency at the

last moment, for example by having an eye catching promotion at point of sale).
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