Managing brands

Lecture 5 — Measuring brand health
By Zamira Ataniyazova
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v" Data analysis
v’ Data cleaning

v’ Data reporting
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Brand tracking

Brand awareness

Brand consumption/usage

Consumer disposition funnel

Brand image reporting using radar diagram

Loyalty
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Brand awareness
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Top of mind awareness — or TOM awareness — is a key concept in market research. It is a measure of how high brands rank in the consciousness of
consumers.

The first brand that comes to mind when consumers think of a certain niche, product or industry has achieved top of mind awareness. Not all consumers will
think of the same brand, but the results offer a clear indication of which companies are most popular within an industry.

What shampoo brands do you know? (please list all you know)
Nature Republic, Davines, Global Keratin, Fructis, Clear

Syoss, head& shoulders, nivea, dove, clear

Head&Shoulders, Kerasys, syoss, pantene, palmolive etc

clear

Loreal, Estel, H&SH, Dove, Kerasys, Clear

Pantene

SYOSS for men

Schwarzkopf, Head&Shoulders, Biolife

clear, h&sh, syoss

Fructis, nivea, head and shoulders, syoss, shauma, palmolive, elseve, pantene
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Top of mind awareness — or TOM awareness — is a key concept in market research. It is a measure of how high brands rank in the consciousness of

consumers.
The first brand that comes to mind when consumers think of a certain niche, product or industry has achieved top of mind awareness. Not all consumers will

think of the same brand, but the results offer a clear indication of which companies are most popular within an industry.

Excel - analysis

Brands Frequency Percentage

Nature republic 1 10%
Syoss 2 20%
H&S 1 10%
Clear 2 20%
L'oreal 1 10%
Pantene 1 10%
Schwarzkopf 1 10%
Fructis 1 10%
Sum 10 100%




Top of Mind Wple VW ESTMINSTER

An Accredited Institution of the University of Westminster (UK)

Top of mind awareness — or TOM awareness — is a key concept in market research. It is a measure of how high brands rank in the consciousness of
consumers.

The first brand that comes to mind when consumers think of a certain niche, product or industry has achieved top of mind awareness. Not all consumers will
think of the same brand, but the results offer a clear indication of which companies are most popular within an industry.

Excel - reporting

TOM AWARENESS

Nature republic,
Fructis, 10% 10%

Schwarzkopf,
10%

Syoss, 20%

Pantene, 10%

L'oreal, 10%
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Total spontaneous = unaided + TOM

Excel - analysis

Total pe— — Nature republic 10%
Brands TOM Unaided spontaneous e gsrcg:rrl](ljzi?\ morder L'oreal 10%
Nature republic 1 0 1 10% ) i g :
Sy0ss . 5 g 0% using filter tab in Schwarzkopf 10%
H&S 1 5 6  60% s Fructis 20%
[0) I
Clear 2 3 > 50% g Pantene 30%
L'oreal 1 0 1 10%
Pantene 1 2 3 30% Syoss 50%
Schwarzkopf 1 0 1 10% Clear 50%
Fructis 1 1 2 20%
H&S 60%

[EEN
o

Sum
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Total spontaneous = unaided + TOM

Excel - reporting

Total spontaneous awareness

H&S e 0%
Clear e 50 %,
Syoss I 50 %
Pantene mEEEEEEEESSS————— 30%
Fructis m—— ) (0%

Schwarzkopf m— 10%
L'oreal s 10%
Nature republic . 10%

0% 10% 20% 30% 40% 50% 60% 70%
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TOM +unaided + aided = TBA

Excel - analysis

Brands TOM Unaided Aided TBA Brands TOM Unaided Aided TBA
Nature Nature
republic 1 0 2 3 republic 10% 0% 20% 30%
Sy0sS ) 3 g 10 Syoss 20% 30% 50% 100%
H&S 1 5 4 10 H&S 10% 50% 40% 100%
Clear 20% 30% 40% 90%
Cllear 2 3 4 J L'oreal 10% 0% 50% 60%
S 1 0 = £ Pantene 10% 20% 30% 60%
Pantene 1 2 3 6 Schwarzko
Schwarzkopf 1 0 2 3 pf 10% 0% 20% 30%
Fructis 1 1 6 8 Fructis 10% 10% 60% 80%
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TOM +unaided + aided = TBA
Total brand awareness

: 120%
Excel - reporting i
100%  100%
100% 90%
80%
80% 40%
’ 50% : .
40% 60% 60%
60%
60%
40% 20% :
0 (o) (0]
30% 30% 50% 30% 50% 30%
20%  20% 20% 20%
L it 10% 0% ao% 1% 10%
Y o S N > e 3 X
P (9*0 QEB' ¢ & (,\@(\ ,\\/&OQ ; \)C‘
<
&.& “Je’(\

HTOM Unaided Aided TBA
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Brand consumption/usage
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Among the following air conditioner

Single answer — pie chart brands, which brand are you most likely
to purchase? [SA]

To calculate % - divide by total sample.

What is the brand of the air conditioner that you

Multiple answer — bar graph have at home and are using? Please select all that
apply from the list below. [MA]

To calculate % - divide by total sample.
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Brand funnel — or love curve

moreinfo
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What is the problem?

Awareness  Consideration Trial
Respondent 1 yes yes no
Respondent 2 yes yes no
Respondent 3 yes yes yes
Respondent 4 yes yes yes
Respondent 5 yes yes yes
Respondent 6 yes yes yes
Respondent / yes yes yes
Respondent 8 yes no yes
Respondent 9 yes no no
Respondent 10 No no no




Purpose of slide: To identify and understand our brand
bottlenecks

Where do we have funnel bottlenecks?

Conversion rate
Bottle neck
Funnel (in percent)

Consider- q Occasional Loyal
[ Awareness B | Stion 1) Trial D use U use
92 91 89 Q
Total market (O) 97 N\ A 90 N\ KX 82 N\ A 73 , 20
Target group (O) 98 Q} 92 @ 85 \9:4 77 @ 19
Bliss @
Total market (E) 95 \ 88 « 84 \90 N 76 uSG 66 16
91 89 6
Target group (E) 97 \ 88 P 86 \ P 79\ A 71 19
77 77 78 0
Total market 87 \J 67 \J 52 \J 41 10
TargEt grOUp 85 v 66 v 50 u 39 g 8

Slide 16
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Brand image attributes
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Sophisticated Premium Proud perfglrlgﬂhance Reliable Durable Professional Innovative Stylish design Modern
8 8 8 8 8 8 8 8 8 8
6 6 5 7 8 8 8 8 8 9
5 7 8 7 8 7 7 7 7 7
9 9 9 9 9 9 9 9 9 9
9 9 9 9 9 9 9 9 9 9
5 5 5 5 5 5 5 6 6 6
6 3 4 7 5 6 5 7 6 6

Avg
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# el Profession Innovativ  Stylish
Sophisticate Premium Proud performanc Reliable Durable . Modern
d e al e design
LG 6.9 6.7 6.9 7.4 7.4 7.4 7.3 7.7 7.6 7.7
SS 6.1 7.5 7.1 7.6 7.0 7.1 7.4 7.1 7.4 7.6
Art
el 4.1 3.7 3.7 4.6 4.0 4.3 3.7 4.6 4.9 5.0

Brand image of TV brands

Sophisticated
8.0

Modern 2.0 Premium

Stylish design Proud

Innovative High performance

Professional eliable

Durable
—| G =SS Artel
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NPS score calculation in the
part 2 of the lecture
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