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Drive Growth,
by Understanding The Reality of How People Choose Brands - Part 2

Keith Glasspoole, Ipsos Connect, UK

BVC assesses a brand’s ability to be first choice using two metrics — performance and closeness.
“Performance”, simply put, is whether a brand meets your needs — whether it does what you need it to
do. Typically, performance ratings will link back to the functional purpose of the brand, or more likely
the category: does it make your clothes clean, your breath fresh, etc. Such associations are often prices
of entry — if you don’t have them, you won’t be considered — but genuine superiority in functional

performance tends to be fleeting and quickly copied.

“Closeness” assesses the more emotional connection people have with brands. We must be realistic,
and concede that, with a few famous exceptions, people generally don’t have a strong emotional

connection to brands.

I like brown sauce, but | don’t feel the need to “engage” with the brand beyond putting it on my bacon
sandwich. However, there is some kind of connection there — otherwise why will | automatically, and
without thinking, buy that brand rather than any other, given that other brands will taste much the

same?

Put simply — I 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.

Our database provides the evidence — closeness does discriminate between brands, and does so more

than performance. The distribution of average performance scores is relatively small compared to

closeness, and the average score higher. (See Figure 2)
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In addition, we can isolate the factors which help make brands the first choice — this is much more
frequently driven by higher closeness, than by higher performance. So, it is hard to create an emotional
connection — but the rewards for doing so are high. Both performance and closeness help you achieve

a higher ranking, but closeness is more likely to push you into being ranked first.

Analysis of brand associations alongside BVC can help you identify what is most likely to drive stronger

connections for your brand, as well as their potential to make your brand distinctive.

Such analysis is not just an academic exercise. When we combine salience, performance and closeness,
and factor in rankings at respondent level, we arrive at an overall measure of brand desire. Brand desire
correlates strongly with share of wallet —i.e. the stronger your desire for a brand, the more often you

say you buy it —an observation which holds true across a wide range of product and service categories,
and results in the direct relationship we see between brand desire and market share. (See Figure 3)

We also know that if a brand “punches above its weight” for brand desire —i.e. the desire is higher than
its share of wallet would lead us to expect — such brands tend to grow more than others, and to be
insulated against market effects e.g. people might be prepared to look somewhere else for that brand,

if they can’t find it in the first place where they shop.

Comparison within the BVC database helps you understand whether your brand has as much desire as
it should, relative to its size. Analysis can lead you to the best ways to maximise the growth potential,

or minimise losses.

Of course, even when a brand is salient, and has formed a strong connection through performance and

closeness, it isn’t going to be purchased every time.

Market effects can get in the way. These are the factors which make it easy for us to choose the brand

we desire, or which might get in the way and push us to an alternative choice.

Again, our databases help us understand whether particular market effects are greater or smaller than
we might expect for a brand of a particular size —and whether the barriers are what you think they are.
For example, a knee-jerk reaction to falling sales volume might be a price cut or a sales promotion.
However, if we look at our database as a whole, price, or lack of promotions, are not the most common
barriers. You’re more likely to have a problem with accessibility or range — people can’t find your brand,

or not in the format they want.

Successfully addressing a distribution, in-store visibility or range optimisation issue improves your
chances of driving profitable growth — and this is true wherever you are in the world, not only in
developing markets where distribution might be more of a practical challenge, but in more mature
markets too. (See Table 1)e direct relationship we see between brand desire and market share. (See

Figure 3)
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People with high desire for a brand give more
of their spend in that category to that brand.
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Figure 3 *Source: BVC Database 2017

In conclusion —brand equity measurement through BVC is not just an academic exercise. When properly
analysed, and acted upon, it will help you identify and pursue the best path to profitable growth —to be

bought by more people, more often, more easily.

As an example — a confectionery brand in a developing market identified, via BVC, that it was losing
market share because of price, range and distribution. It increased distribution of a smaller format at a

lower price point —and sales grew by over 30%.

In conclusion —brand equity measurement through BVC is not just an academic exercise. When properly
analysed, and acted upon, it will help you identify and pursue the best path to profitable growth —to be

bought by more people, more often, more easily.
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