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Topic 1. Keller's CBBE Model & Brand Exploratory

Topic 2. Brand exploratory in action: Marketing Research Plan




Brand Audit — what is it

Part B:

Exploratory

‘A Brand Audit requires understanding the sources of brand
equity from the perspective of both the company and the
consumer

From the perspective of the consumer, it is necessary to dig

deeply into the minds of consumers and tap their perceptions and

beliefs to uncover the true meaning of brands and products”
(Keller, 2012)



Brand Audit — What is it made of?

The goal of the Brand Exploratory is to
dig deeply into the minds of
consumers and tap their perceptions
and beliefs to uncover the true
meaning of brands and products

Part A Part B

Brand Inventory Brand Exploratory It is rooted in research to understand
what consumers think and feel about

the brand & the product category it
belongs to, to identify sources of
equity

1. Understand current knowledge and
[ Brand feelings for the brand and its

associations competitors
(strength, favorability,
uniqueness)

2. Determine depth and breadth of brand

el Clilgle awareness, brand image and necessary
programs PoP & PoD with key competitors from

the consumer’s point of view




Brand Equity & the Brand Audit
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The Keller model: Customer-based brand Equity (CBBE)

Basic premise: Power of a brand resides in the minds
of customers

/\
End goal: To create intense, active loyalty relationships with f N
/
customers / Cmﬁumer\k
/ Brand ”“\
Building customer-based brand equity requires the creation f;‘f Hesonance 1\
of a familiar brand that has favorable, strong, and unique / \\
brand associations ,,rf Consumer Consumer
;,:“f Judgments Feelings \x
kLY
Challenge is to ensure customers have the right types of ;;
experiences with products & services and their marketing / Brand Performance Brand Imagery
programs to create the right brand knowledge structures: / \\
— Thoughts / \
- / Brand Salience N
— Feelings j,,f’ ‘x\
— Images /
— Perceptions
— Attitudes

Adapted from Keller, 2009, Journal of Marketing Communication



The Keller model: Customer-based brand Equity (CBBE)

Salience: how easily and often customers think of the : Building Blocks

brand under various purchase or consumption situations

Performance: how well the product or service meets

customers’ functional needs RESONANCE

Imagery: describes the extrinsic properties of the product
or service, including the ways in which the brand attempts
to meet customers’ psychological or social needs o
S /yupGMENTS| FEELINGS
Judgement: consumers’ own personal opinions and Q9
evaluations >

©

o°’

v

Feelings: customers’ emotional responses and reactions
with respect to the brand PERFORMANCE IMAGERY
Resonance: the nature of the relationship customers
have with the brand, and how ‘in sync’ they are

SALIENCE

Source: Adapted from Keller, 2009,
Journal of Marketing Communication



The Keller model: Building blocks sub-dimensions

Resonance

LOYALTY
ATTACHMENT
COMMUNITY

ENGAGEMENT

WARMTH Feelings
Judgement QUALITY A g
CREDIBILITY EXCITEMENT
CONSIDERATION SECURITY
SUPERIORITY SOCIAL APPROVAL

SELF-EESPECT

PRIMARY CHARACTERISTICS & USER PROFILES

SECONDARY FEATURES PUR.CHASE & USAGE
Perfo rmance PRODUCT EELIABILITY, SITUATIONS Im ag e ry

DURABILITY & SERVICE ABILITY PERSONALITY &

SERVICE EFFECTIVENESS, VAILUES
EFFICIENCY, & EMPATHY HISTORY, HERITAGE,

STYLE AND DESIGN & EXPERIENCES

PRICE

Salience CATEGORY IDENTIFICATION

NEEDS SATISFIED

Source: Adapted from Keller, 2009,
Journal of Marketing Communication



Which brands of
furniture &
decoration come to
mind?

Have you ever heard
of these brands?

How would you
categorize these
brands?

LARRE

T=

10



The Keller model: Salience

Salience: how easily and often customers think of the
brand under various purchase or consumption situations
« To what extent is the brand top-of-mind and

easily recalled, or recognized?

LOYALTY
ATTACHMENT
COMMUNITY

ENGAGEMENT

* Unprompted vs prompted awareness
« Do customers understand the product or service
category in which the brand competes?

QUALITY
CREDIBILITY
CONSIDERATION
SUPERIORITY

WARMTH

FUN

EXCITEMENT
SECURITY

SOCIAL APPROVAL
SELF-RESPECT

. . PRIMtIXRY CHARACTERISTICS &
* Influences the consideration set SECONDARY FEATURES

PRODUCT RELIABILITY,
DURABILITY & SERVICE ABILITY

SERVICE EFFECTIVENESS,
EFFICIENCY. & EMPATHY

STYLE AND DESIGN

PRICE

USER PROFILES
PURCHASE & USAGE
SITUATIONS
PERSONALITY &
VALUES
HISTOEY, HERITAGE.
& EXPERIENCES

BOOklng'com CATEGOEY IDENTIFICATION
- NEEDS SATISFIED
E Stays \ “';33 Flights % Flight + Hotel & Car rentals 838 Attractions TAXI Airport taxis

Source: Adapted from Keller, 2009,
Journal of Marketing Communication 11



Compared to other brands
In the category,

how well does this brand
provide the basic functions
of the furniture &
decoration category?

How well does this brand
satisfy the basic needs of
the product category?

What kind of pricing
does it use?

How reliable is this
brand?

How durable is this
brand?

How easily serviced
IS this brand?

12



The Keller model: Performance

Performance: what the brand does to meet customers'
more functional needs.

Inherent product characteristics benefits:
Reliability
Durability
Service effectiveness, service empathy
Aesthetics: Style, design (size, shape, materials,

Price (price tier, volatility, discounts)

LOYALTY
ATTACHMENT
COMMUNITY
ENGAGEMENT

WARMTH

QUALITY FUN

CREDIBILITY EXCITEMENT
CONSIDEFATION SECURITY
SUPERIORITY SOCIAL APPROVAL

SELF-RESPECT

PRIMARY CHARACTERISTICS & USER. PROFILES
SECONDAEY FEATURES PURCHASE & USAGE
PRODUCT RELIABILITY, SITUATIONS
DURABILITY & SERVICE ABILITY PERSONALITY &
SERVICE EFFECTIVENESS, VALUES
EFFICIENCY, & EMPATHY HISTOEY, HERITAGE.
STYLE AND DESIGN & EXPERIENCES
PRICE

colors)
/

CATEGORY IDENTIFICATION
NEEDS SATISFIED

Source: Adapted from Keller, 2009,
Journal of Marketing Communication

13



If IKEA were a person,
what kind of person would
they be?

What kind of personality
would they have? What
job would this person
have?

What kind of person uses
this brand?

How much do you
like the people who
use this brand?

To what extent does
thinking about the
brand bring up
pleasant memories?

For which situations
would you go to
IKEA?

14



The Keller model: Imagery

* How people think about a brand abstractly rather than what
they think the brand actually physically does: Psychological &
Social (as opposed to functional) needs

LOYALTY

* Four important intangible dimensions are:
« Brand personality

ATTACHMENT
COMMUNITY
ENGAGEMENT

« Personification of a brand: differentiating & enduring
set of human characteristics attributed to a brand
» Is at the heart of brand strategy, as it guides the tone

WARMTH
QUALITY FUN
CREDIBILITY EXCITEMENT
CONSIDEFATION SECURITY
SUPERIORITY SOCIAL APPROVAL
SELF-RESPECT

of voice and style through which the brand PRIMARY CHARACTERISTICS &

SECONDAEY FEATURES

USER. PROFILES
PURCHASE & USAGE

N FRODUCT RELIABILITY, SITUATIONS
CO m m U n ICateS DURABILITY & SEEVICE ABILITY PERSONALITY &
SERVICE EFFECTIVENESS, VALUES
1 1 EFFICIENCY, & EMPATHY HISTORY, HERITAGE,
« History & heritage STYLEAND DESIGN & EXPERIENCES
. PRICE
* EXxperiences
CATEGORY IDENTIFICATION
PY Type Of user NEEDS SATISFIED

» The type of person that uses the brand

Source: Adapted from Keller, 2009,
Journal of Marketing Communication

15



The Keller model: Imagery — type of user

FRPORSCHE

"Hopefully | will see a competent-looking
driver, but | know I'll see a soccer mom like |
see in every [Hummer] H2 around here."

"l heard a rumor that Porsche was
devoting their entire racing budget to the
"Cayenne Challenge," an event that pits
homemakers from different nations against
each other in a challenging obstacle course.
...Events include: 1000 metre grocery dash.”

https://www.forbes.com

"So much for the Porsche Mystique."
16



The Keller model: Imagery — Brand Personality

https://www.youtube.com/watch?v=0eEG5LVXdKo

17



Brand Personality Dimensions

'stnep

Down to
Earth, family-
oriented, small

town
Honest, real,
Wholesome,
original,

Cheerful,

friendly,

sentimental

Source: Aaker J.

T=5Lnm

Daring, trendy,
exciting
Spirited, cool,
young
Imaginative,
unique
Contemporary,
up-to-date,
iIndependent

ROLEX

HARLEY-DAYIDSON

Reliable, hard
working, secure
Intelligent,
technical,
corporate
Successful,
leader,
confident

Class: upper-
class, good-
looking,
glamorous
Charm:
feminine,
smooth

Masculinity:
outdoorsy,
masculine,

western

Toughness:

tough, rugged

18



The Keller model: Imagery — Brand Personality

19



Brand Personality: Archetypes

\

THE OUTLAW

§  Building Extraordinary Brands
"8 Through the Power of Archetypes

x Margaret Mark & Carol S. Pearson

THE HERO AND

Archetypes: images and
thoughts that have universal
meaning across cultures and
may show up in dreams,
literature, art or religion.

We immediately connect to
these, as they stem from our
‘collective sub-conscious’

Carl Jung identified several key
archetypes. “The hero & ourlaw”
brought this in the realm of
branding

Archetypes are ‘the heartbeat of a
brand’ because they convey a
meaning that makes customers
relate to a product as if it actually
were alive in some way, they have a
relationship with it and care about it.”

Brands with “tightly defined”
archetype identities increased their
value by 97% more over six years
than “confused brands” or brands
with characteristics from many
different archetypes.

20



Brand Personality: Archetypes

21



Brand Personality: Archetypes

’

S Dove
¥
Creator Innocent
(innovation) | (safety)
Ruler Sage
(control) (knowledge)
NORTHNN
Pampers Caregiver %ACE
(service) Provide Explore Explorer
Structure Spirituality (freedom)
: Everyman Pursue Leave
(belonging) Connection Legacy Outlaw
: (liberation)
Jester
(enjoyment) Magician
R e (empowerment)
LB E \
. Lover Hero ®¢
(intimacy) (mastery) ISNEp
VISR &

22



Brand Personality:
Connecting Archetypes & Aaker’s personality framework

Source: Bechter, Farinelli, Frey, 2016

Archetype Archetype Manifestation Personality Trait Brand Personality Dimension
Stability Reliable Competence
Ruler Tough Ruggedness
Upper Class Sophistication
Stability Imaginative Excitement
Creator Independence Unique Excitement
Upper Class Sophistication
Stability Embraced Sincerity
Caregiver Belonging Welcoming Sincerity
Genuine Sincerity
Belonging Genuine Sincerity
Jester Mastery Charming Sophistication
Imaginative Excitement
Belonging Welcoming Sincerity
Lover Stability Charming Sophistication
Embraced Sincerity
Belonging Welcoming Sincerity
Regular Guy Reliable Competence
Genuine Sincerity
Mastery Adventure Exciternent
Outlaw Independence Tough Ruggedness
Charming Sophistication
Mastery Embraced Sincerity
Magician Belonging Reliable Competence
Imaginative Excitement
Mastery Adventure Excitement
Hero Genuine Sincerity
Tough Ruggedness
Independence Unique Exciternent
Sage Stability Reliable Competence
Imaginative Excitement
Independence Adventure Exciternent
Explorer Unique Excitement
Tough Ruggedness
Independence Genuine Sincerity
Innocent Mastery Unique Excitement
Reliable Competence

23



What is your overall
opinion about the quality
of this brand?

Does this brand offer good
value?

How innovative are the
makers of this brand?

To what extent to does
this brand understand
your needs?

How much do you
admire this brand?

How superior is this
brand to others in
the category?

24



How does this brand make
you feel?

Does this brand give you a
feeling of excitement?

Does this brand give
you a feeling of social
approval?

25



The Keller model: Judgements & Feelings

m Feelings: Consumers’ emotional responses and reactions
to the brand

= Can be mild or intense; positive or negative

s Feelings of warmth/ fun/ excitement/ security/ self-
respect

s Judgments: Consumers’ overall brand evaluations

= How consumers combine performance and imagery
associations to form different kinds of brand opinions

LOYAITY
ATTACHMENT
COMMUNITY
ENGAGEMENT
EEEEEEEEEEN EEEEEEEEEEENE,
u
WARMTH ]
QUALITY FUN [
CREDIBILITY EXCITEMENT ]
CONSIDERATION SECURITY ]
SUPERIORITY SOCIAL APPROVAL | ]
SELF-RESPECT u
| ]
FRMAN TR IFR-EIGCE I U FERWRFI I I I EREEERY
SECONDARY FEATURES PURCHASE & USAGE
PRODUCT RELIABILITY, SITUATIONS
DURABILITY & SERVICE ABILITY PERSONALITY &
SERVICE EFFECTIVENESS, VALUES
EFFICIENCY, & EMPATHY HISTORY, HERITAGE,
STYLE AND DESIGN & EXPERIENCES
PRICE

= Quality, satisfaction, credibility, consideration,
superiority
- To what extent do the makers of this brand
understand your needs /

CATEGORY IDENTIFICATION
NEEDS SATISFIED

care about your opinions
have your interests in mind

Source: Keller, Apéria, Georgson (2008) Strategic Brand Management, A European Perspective

26



To what extent do you
consider yourself loyal to
this brand?

What would you do if
this brand was not
available in your area?

To extent do you love
this brand? Is this brand
special to you?

Do you identify/feel a
connection with other
people who use this
brand?

Do you like to talk about
this brand with others?

Do you like to visit the
brand’s website?

27



The Keller model: Resonance

Brand loyalty is a measure of a consumer’s attachment to a
specific brand

«  Committed consumers guarantee future income
streams as well as facilitating brand extensions by
transferring any positive associations to new brands.

The extent to which customers feel that they are “in synch” with
the brand

« Intensity or depth of the psychological bond that
customers have with the brand or others

 Level of activity engendered by this loyalty
 Repeat purchase rates

. The extent to which consumers seek out brand
information, events, or other loyal customers

Source: Keller, Apéria, Georgson (2008) Strategic Brand Management, A European Perspective

| consider myself loyal to this
brand

| feel this is the only brand of
this product that | need

| love this brand

| identify with the people who
use this brand

| feel a connection with the
people who use this brand

| am always interested in
learning more about this brand

| am proud to have others know
that | use this brand

28



The Keller model: Resonance — 4 levels

Behavioral Loyalty

Customers’ repeat purchases and the
amount or share of category volume
attributed to the brand

Attitudinal Attachment

When customers view the brand as being
something special in a broader context

Sense of Community

When customers feel a kinship or affiliation with other
people associated with the brand.

Active Engagement

When customers are willing to invest personal resources
on the brand — time, energy, money, etc. — beyond those

resources expended during purchase or consumption of
the brand

Source: Keller, Apéria, Georgson (2008) Strategic Brand Management, A European Perspective



The Keller model: Resonance — 4 levels

i duolingo and kiuzr
<@ chygun e Original audio

oy

In an Instagram video released on Monday, the language learning app

¢

quickly recapped the owl’s death before the bright green bird is seen

9

duolingo # faking my death was the : . .
15t il Youall i bursting from flames with a comic book-style text bubble that reads,

w “Tm back.”

®

¢

“Faking my death was the test,” Duo wrote in the caption, “and you all
passed.”

The quick-paced video shows the completion of several in-app
challenges, implying that users’ increased activity on the app may have
brought the beloved mascot back to life.

In fact, the stunt was part of a global campaign in which the app
awned different countries against one another to see which could earn
OQYVY A 5
the most XP (experience points) to save Duo. As of Monday, the top

716,303 likes
February 24 three performing countries were the United States, Germany and Brazil,

according to the Bring Back Duolingo website.

Source: https://eu.usatoday.com/story/tech/2025/02/24/duolingo-duo-owl-mascot-faked-death/80059015007/



CBBE — Levi’s example

Figure 4. CBBE Pyramid Diagnosis for Levi's (Selected Key Dimensions)

Decreasing
Resonance

Decreasing Decreasing

Credibility, Excitement
Relevance, &
Unigueness
Decreasing Sylishness Decreasing Coolness

/ Jeans

Source: Adapted from Keller, 2009,
Journal of Marketing Communication
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Agenda

Topic 1. Keller's CBBE Model & Brand Exploratory

Topic 2. Brand exploratory in action: Marketing Research Plan
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Brand Equity & the Brand Audit

Part B:

' amazon
Dy S Nerruix

Exploratory

b

Consumer
Brand
Resonance

Consumer Consumer
Judgments Feelings
/ Brand Performance Brand Imagery \
Brand Salience \
\ 33




The marketing research process

Why?
[ » Who?
Q... What?
Plan © v
By March 14t 33333? pian
QO ...

information

Do

Act Final Presentation with

Recommendations
(due April 29)

34



The marketing research process

a Define the problem

and research objectives

Plan
Develop the
research plan

Do

Act

Source: Kotler, P. & Keller, K. L. (2016). “Marketing Management” (15th Edition). Pearson, Global Edition.



e Define the problem
and research objectives
1

Planning marketing research: Define the Problem

Marketing research question
What are the reasons for sales not

Management problem

Sales at the new store have not met management
expectations, possibly due to the emergence

For Brand Audit, example:

of a new competitor meeting management expectations?
Problem
The brand is losing relevance in the market
1. 5. Research Question
Sub-question: SEueson: What is the current equity of the brand?
Has customer disposable Were management
income in the area declined ixnpcle’ccf?tr:??ri;it t(‘;tz :tilga? ]
over the last six months? A =8 /overe:stima‘t)ed? Research SUb-queStlonS
! , 3 . "  What are consumers’ habits and needs
Sub-question: Sub-question: in the Category?
Is a new cqnpetitor, Are customers conducting ¢ What are Consumers’ Current
Jeseo, faxing mway ore of et S1CpHDE perceptions of competing brands?
p—r 3 - « How can the brand differentiate itself?

Sub-question:

Are customers tired/

; bored of the current
Figure 4.2 ' product range in the
Example of a marketing existing supermarket?

research question

© Oxford University Press, 2010. All rights reserved. 36



Planning marketing research

[ e e e e e e e e
o Define the problem

and research objectives
I

1

1

1

1

1

1

1

1

1

' Plan e
1

1

1

i Develop the
1

1

1

1

research plan

_____________________________________ . —

|

* Data sources
* Research approaches / methods
« Sampling plan

Source: Kotler, P. & Keller, K. L. (2016). “Marketing Management” (15th Edition). Pearson, Global Edition.

37



e Develop the

research plan

__________________ -

Research Plan: Data sources

Research Question

Secondary Data Primary Data

* Collected specifically for the
research purpose

« Address the specific
research issue

* |nvolve time and cost

 E.g. Interviews, focus
groups

« Already existing, collected for
a different or generic purpose

« Easy to access (though
usually at a cost)

« May not address the specific
research issue

* Internal (e.g. CRM, analytics)
or external (e.g. panels, D ——
Census) sources

 E.g. Nielsen, Euromonitor,

Statista, McKinsey, PWC,
BCG reports

Source: Kotler, P. & Keller, K. L. (2016). “Marketing Management” (15th Edition). Pearson, Global Edition. 38



e Develop the

research plan

__________________ -

Research Plan: Approaches (Methods)

Primary Research
Types

|
Quantitative ll Qual}atlve
Surveys 'l Focus Grqups, Interviews
[ |
Causal : :
modelling Suveys & |
& Experiments other s?:g stery Case | In-depth I Focus Ethnographic  Semiotic
structural multivariate PPINg studied  interviews 1 groups studies studies
equation techniques  Studies I I
modelling | ]
| i
_ | S _
Quantitive research techniques Qualitative techniques

39
© Oxford University Press, 2010. All rights reserved.



e Develop the

research plan

Interviews

« Conducted on a 1:1 basis to gain a deep understanding of
individuals

* Uncover underlying motivations, beliefs, attitudes, feelings...
« Enable deeper insight, associating responses to respondent
« Challenging to analyse and interpret data objectively

* Recorded

« Follows a discussion guide to ensure consistency, but can diverge
« Time consuming, but easier to set up

* Risks related to biased moderator

Source: Malhotra, Naresh et al. (2017). “Marketing Research” (5th Edition). Pearson, Global Edition. 40



Research Approaches: Types of Primary Data

QUANTITATIVE RESEARCH

Answers to

YES/ NO

HOW MANY / MUCH
WHERE

WHEN

HOW OFTEN

Provides statistical information (%, #)

Research instrument: structured _
guestionnaire with closed-ended questions
mainly

Sampling: sample size to ensure
statistical validity, randomly generated
population sample

QUALITATIVE RESEARCH

Answers to
WHAT
WHY

HOW

Provides details, not statistical
Information

Research instrument: Discussion
guide & open ended, in-depth
questions

Sampling: group homogeneity, but not
statistical significance

e Develop the

research plan

41



Research Approaches: Types of Primary Data

QUANTITATIVE RESEARCH

Types of questions:

Yes / no
How much / many
To what extent....

Answers fit in exact boxes

E.g.

Do you own any pets
(Yes / No)

How many pets do you own

(1, 2, 3-5, 5+)

What types of pets do you have
(Please select: Cat, Dog, Bird, Turtle,
Other/Please specify)

How strongly do you Agree/Disagree with
the following statements about your pet

(I love my pet, | feed my pet 3 times a
day..)

QUALITATIVE RESEARCH

Types of questions:
— Please describe a time....
— How did this make you feel..?
— Why would you say this?

Responses do not fit in boxes (i.e can diverge)

E.g.
— Please describe a time when your pet

misbehaved. How did it make you feel?
How did you react?

— How did you decide to adopt your second
pet?

e Develop the

research plan



e Develop the

research plan

Sampling plan - considerations
out/Buy MarketingWeek

Sample kg — ot E— —

A group of people taking part in a market research project, selected to be

representative of the target market overall .

How do you win new
. Sampli it Who 1 customers? Ask your
ampling unit: who to survey extreme loyalists

» Different sample composition depending on the issue. E.g. Those who spend more and buy your brand more often have

_ _ unparalleled insight into what makes it special — and into what
Users VS. NON-USErS appeals to new customers too.

—Light vs heavy users vs lapsed users
—Novice vs Experts

—Men vs women

—QOlder consumers vs Younger

» Filters or Screening questions: ensure that sample includes the relevant
population (E.g. Gender, Age, Income, Product usage / knowledge, Nationality)

E By Mark Ritson | 18 May 2023 Share this article
74

« Sample size: how many people should participate in the research?
— Surveys: Minimum 100
— InterV|eWS m|n 20 |nd|v|dua|s Juan Rodriguez was born in Colombia. He worked hard, married and had

two children. In his early 60s, Juan (not his real name) retired. His
retirement was not a healthy one. By 70 he was experiencing the kind of
mild cognitive impairment associated with Alzheimer’s disease. And as
each year passed Juan increasingly struggled with verbal fluency and
short-term memory loss. At 72 he was diagnosed with dementia and from

Source: Kotler, P. & Keller, K. L. (2016). “Marketing Management” (15th Edition). Pearson, Global Edition. 43



e Develop the

research plan

__________________ -

Sampling plan — sampling screener L
PIINE P Ping What participants were we

2. Inthepastd weeks, which ofthe following have voupurchased? |00k|ng for thIS StUdy?

3. Inthepast4d weeks howmany times have vou purchazed the following drnks?
(ASK ONLY FOR THOSE THEY ANSWERED IN Q.4)

Purchazed Past 4 # Times Past 4 Weeks
Weelks? 1 2 3 4 3+
BEHAVIORAL Bottled Water oNooYes =
Bottled Flavored Water oMNaooYes >
Bottled Ice Tea oNooYes 3
Bottled FlavoredIce Tea | oMo o Yes =
Bottled Lemonade oMNooYes =
Bottled Juice oNooYes 3

(IFTHEY HAVE PUECHASED 2 OF. MOEE DIFFERENT TYPES OF BEEVERAGES, RECEUIT A GOOD
MIFWIF 0 or 1 TERMINATE)

4. HNow, I'dlike toread voutwo statements. For each one, please tell meif yvoustrongly agree, agree, neither
agree or disagree, disagree or strongly disagree.
(EEAD STATEMENTS AWD EEFEAT SCALE AS WEEDED)

1 2 3 4 5
Strongly | Agree Neither | Disagree | Strongly
Agree Agree or Dizagree
PSYCHOGRAPHIC Disagree

A
I am concemed about bactena and germs in the
foodleatandbeverages [ donk

B

When choosing a product. I alwaystry to
consider the manufacturer’s environmental track
record and practices in my decision

e OQUOTA 1 :MUST ANSWEE A{1 OR2)AND B (1.2 OR 1) ONLY

44
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The marketing research process

Why?
l ’...W.h.?.? ...........
aa.,%e:;';:;;‘:hpg.';;:;g;:,es W hat? —-» Discussion
Plan e ¢ B easssssssEsEsEssEsEsEEEEEEEE ; gu Ide
Do

Act




Research instrument development: Discussion guide

Step 1: Start with the overall structure: Main
sections/themes you’d like to explore (follow template on
Moodle)

= E.g. Salience, Performance, Imagery, Judgement, etc, or

LOYALTY
ATTACHMENT
COMMUNITY

ENGAGEMENT

Category, Awareness, Associations, or any other way that

Ju

you find useful based on your Research Objectives qurr | B

= Consult the sub-dimensions of the Building Blocks to clarify =
what you are looking for in each theme ommms |
= Focus on those that seem more relevant for your brand & |/ swezmamees ™| e magery
adapt STILE ADDESGN & EXPERIENCES

/Salience

CATEGORY IDENTIFICATION
NEEDS SATISFIED

N\

= Make sure you include category understanding
questions and any other topic you’ve identified as
potentially problematic for the brand

Figure 2. Sub-dimensions of brand building blocks.



Research instrument development: Discussion guide

Discussion Guide template

NOTE: The below template is an indicative discussion guide structure to
ensure all the relevant topics are covered during the interviews. You will need
to customize and adapt it to vour own brand, based on the brand’s issues you've
identified in the Inventory phase and the specific Management problem you are
trying to solve. In the end, you should be able to fill out Keller’s CBBE
model for your brand and wunderstand PoPs, PoDs and
vulnerabilities of your brand as it relates to its competitors.

Introduction

* Respondent introduction, e.g. greeting, topic of discussion (describe as
a discussion on the general product category, not your specific brand),
name, etc.

* Explain what to expect from the process (how long it will take,
confidentiality, ask permission to record).

* Explain that there are no right or wrong answers — you are only looking
for the personal experience and opinion.

Warm up
* Tell me about the last time you bought [product category] (the idea
here is to get the participant in the right frame of mind to think about
the category in a natural & personally relevant way)
o  What was the experience like? What did you like/dislike about
it?

Category habits & involvement

* Awareness of brands

* Purchase habits

* Decision making

* Needs - routine usage
* Shopping experience

* Information sources

= XX

Brand Equitv: Perceptions of main brand & competitors (1-2)
{competitors can include those that participants bring up and/or

those vou have identified as kev competitors in the Inventory stage)
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Brand Equity: Salience

" XX
" XX
" XX

Brand Equity: Performance

" XX
. XX
" XX

Brand Equityv: Emotions

" XX
" XX
" XX

Brand Equity: Judgement

" XX
" XX
" XX

LOYALTY
ATTACHMENT
COMMUNITY

ENGAGEMENT

Judgement

QUALITY
CREDIBILITY
CONSIDERATION
SUPERIORITY

Feelinys
WARMTH

FUN

EXCITEMENT
SECURITY

SOCIAL APPROVAL
SELF-RESPECT

PRIMARY CHARACTERISTICS &
SECONDARY FEATURES

PRODUCT RELIABILITY,
DURABILITY & SERVICE ABILITY

SERVICE EFFECTIVENESS,

ICIENCY, & EMPATHY
Perfo angﬂ E AND DESIGN
FRICE

USERPROFILES
PURCHASE & USAGE
SITUATIONS
PERSONALITY &
wus  lmager
HISTORY, HERITAGE,
& EXPERIENCES

i CATEGORY IDENTIFICATION
/éal lence NEEDS SATISFIED

Figure 2. Sub-dimensions of brand building blocks.

Specialized questions (depending on any other issues you may have

identified from the Inventory, and depending on who is in your sample)

" XX
" XX

Closing

* Thank the respondent for their time and answer any questions they may

have
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Research instrument development: Discussion guide

= Step 2: Translate the topics into specific questions that can be used in a
discussion (open-ended, not quantitative)

= Start the discussion from a general (category) point of view, and
move to the specific (brand & competitors)

= Consult the Keller reading for specific questions suggestions by
building block

= Techniques that can be used: Free associations, Projective
techniques, Image/card sorts

= Try out the discussion guide to ensure logical flow & highlight missing
information

= Compare to your Research Objectives to ensure you have covered
everything you need



Research instrument development: Discussion guide — question

examples

Appendix. Candidate Measures of
Brand-Building Blocks

l. Salience

What brands of product or service category can you think of? (using increas-
ingly specific product category cues)

Have you ever heard of these brands?
Which brands might you be likely to use under the following situations?
How frequently do you think of this brand?

Il. Performance

Compared to other brands in the category, how well does this brand provide
the basic functions of the product or service category?

Compared to other brands in the category, how well does this brand satisfy
the basic needs of the product or service category?

To what extent does this brand have special features?
How reliable is this brand?

How durable is this brand?

How easily serviced is this brand?
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Discussion guide development:

Category & Behavior Understanding (indicative)

Category Attitudes

» What would you say are the following categories about?
What do they do for you? What type of people would need
each?

* What comes to you mind when you think of [category]
products?

» How would you describe this category? Use 3 adjectives
to describe it

* How important is [main function of product] for you?

» Why would someone buy [category] products? (e.g. to
look good, for pampering, necessity) Is it a luxury or a
necessity?

» What would the ideal [category] product be able to do for
you? (if you could design the perfect product). Is there
any product/brand that comes close to this ideal? Why?
Why not?

» What are the main trends in this category?

Routine Usage

* Describe the typical usage of [category] products
 Which kind of products do you use?

* Do you use a combination of products? Are they from the same
brand? If you could only afford 1 product, what would it be? (most
important one)

» When do you use these? (occasion)

« If you could ask an expert 2 questions to improve the way you [main
category benefit] what would they be?

Purchasing

What are the important factors when buying a [product]? Why?
Do you know which products are the best for you?

Are you buying the best products for you?

How easy is it to choose? Why? What would make it easier?



Discussion guide development: Imagery (indicative)

The Goal is to understand the * Examples from Keller (MSI)
following * To what extent do people you admire and respect use
* User profiles this brand?
* Personality and values * How much do you like people who use this brand?
* History, heritage, * How well do the following words describe this brand?
experiences * How appropriate are the following situations to use this

* Purchase & Usage situations

brand?

* QOther (free associations & Projective techniques)

What comes to mind when you think of this brand?
Use 3 adjectives to describe this brand

If this brand were a person, what would they be like?
What type of music would they be listening to?
Probe: for attributes from Aaker’'s Personality
framework



LOYAITY
ATTACHMENT
COMMUNITY

ENGAGEMENT

Jydgement Feelings
WARMTH
QUALITY FUN
CREDIBILITY EXCITEMENT
CONSIDERATION SECURITY
SUPERIORITY SOCIAL APPROVAL
SELF-RESPECT
PRIMARY CHARACTERISTICS & USER PROFILES
SECONDARY FEATURES PURCHASE & USAGE
PRODUCT RELIABILITY, SITUATIONS
DURABILITY & SERVICE ABILITY PERSONALITY &
SERVICE EFFECTIVENESS. VALUES Imagery

EFFICIENCY. & EMPATHY
e e e ] e ) S TN o s o
FRICE

HISTORY, HERITAGE,

Salience CATEGORY IDENTIFICATION
NEEDS SATISFIED

Figure 2. Sub-dimensions of brand building blocks.
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What brands
of skin care

come to
mind?
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What brands
might you be

likely to use
under these
situations?

Looking to moisturize my face

Searching for a moisturizing shower gel

Aiming to use the latest anti-aging technology

55



LOYAITY

ATTACHMENT
COMMUNITY
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Figure 2. Sub-dimensions of brand building blocks.
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What comes
to mind when

you think of
IKEA?

Source: Keller, Apéria, Georgson (2008) Strategic Brand Management, A European Perspective
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Qualitative Research Techniques: Free Associations

= Can also gauge relative strength, favorability,
uniqueness of the associations

» Order of elicitation (what comes to mind
first will most likely be a strong
association)

= Comparing associations with those for
competitors provide an indication of their
relative unigueness

» Follow up questions can also be used to
probe deeper and understand the
associations

Source: Keller, Apéria, Georgson (2008) Strategic Brand Management, A European Perspective



Qualitative Research Techniques: Projective Techniques

If IKEA walked
through this
door right now,
what would
they look like?

If IKEA was a

person, what

would they be
like?

How old What
would type of
they be? What music do

are they they

. [ ?
wearing listen to?
?
What
are their

friends
What like?

hobbies
do they
have?

Source: Keller, Apéria, Georgson (2008) Strategic Brand Management, A European Perspective
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Qualitative Research Techniques: Projective Techniques

Source: Keller, Apéria, Georgson (2008) Strategic Brand Management, A European Perspective



Qualitative Research Techniques: Image sort

= Participants sort images (from magazines, etc, or even logos) into meaningful groups and
provide a label or description for each group

= Useful for eliciting competitive sets & knowledge (Salience), Personality traits (Imagery),
Emotions (Feelings)

=  Useful for the Salience building block
= E.g. Print logos of the extended competitive set and ask participants to
= Group them, and label the category
» Place them in the product category/usage occasion they think fits best

» Useful if there is a gap between the company’s offerings and the associations by
consumers. E.g. Booking.cg

Booking

Booking
flights

Renting
cars

concert
tickets

61
Source: Keller, Apéria, Georgson (2008) Strategic Brand Management, A European Perspective



Download the
Discussion Guide
template and

start including
the appropriate
guestions

15:00

Start

Stop

mins:

15

Secs:

type:

MNone

b

I'.'!I Breaktime for PowerPoint by Flow Simulation Lid.

Show Settings [
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For next time

What do you have to do?

Session / | Topic Due Required
Daie Beadings
1. Febg Course introduction Select into groups by Feb | Eeller: 1
What is a brand? 7 by 7pm (Moodle)
2, Feb 12 Brand Equity Submit on Mocdle: Feb Feller: a (p. 68-78), 3, 4,
Brand Audit (A): Inventory 14, by 7pm: Team Brand | & 8 (p. 293-299)
Top 3 choices
3. Feb 26 Brand Platform: Positioning, Eeller: g
Identity, Essence, Values
4. Mar g WORESHOP: Brand inventory Ilaterials from zession
& Brand Platform 2 8
/\
c. Mariz | Brand Audit (B): Exploratory & _Due: Sampling plan an + Esller: Building
the CEEE maodel < discussion guide by Customer-based Brand
Equity (IMocdla)
+ Keller: 2 (p. 7g-end)
ey oy e T T e S T Ay e s ™ S ‘-E-ﬂ-ﬁwg_'é—---—I-—___
6. Monday | Brand lovalty and engagsement r s McKinsey Consumer

173 In-class quiz Diecizion Journey

MAKE (zo09) (Moodle)

TP * Ten vears on the
consumer decision
journey: where are we
today? (Moodls)

=== N T - ST e T SubmitUA Moo — = [ — = s =
Individual Assignment, by
March 28, 7pm
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