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GfK Brand Architect

A complete view of brand and category with concrete insights for brand growth

GFK

What sets winning brands apart? How strong is your brand? How to unleash your brand strength?
Through our four equity pillars we Our Brand Strength Index sums up all your Through our advanced analytics we
provide a 360 ° view of your brands and brand building efforts into a single metric, which combine these rich insights for powerful
their relationship with the people you reflects how consumers feel and what they recommendations to increase your Brand
want to target know about your brand, their likelihood to buy Strength Index, a strong predictor of

it, and how much of a premium they would pay market success.
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The model includes familiar brand KPls, complemented by new,

predictive metrics for brand strength and growth

Do you connect with your
target audience on a deep
and meaningful level?

Do you consistently create
positive memories?

28-Mar-23

Mental
Availability

Brand
Attachment

@

Brand
Experience

@

Brand
Knowledge

Does your brand tap into the
right cues to gain relevance?

Is your brand positioning
clear and differentiated?
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The Brand Strength Index is a unique GfK metric that
determines the strength of the brand and of its competitors.

The Brand Strength Index sums up the strength of a brand in one simple metric that’s unique to GfK

&

Brand Choice Brand
Score Strength

Index

Predisposition to Predisposition to Predisposition
buy your brand pay a premium to buy and pay a premium
for your brand for your brand
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Brand Strength derived from brand choice evaluator

Our approach replicates real-life purchase decisions and the trade-off that consumers
make in their daily buying experience

How do we do it?

We create simple purchase scenarios, which
respondents can relate to. For each scenario, Supposed you were to buy a 300g jar of jam.
respondents are asked to choose one brand or none
from a selection of brands at different price points.

If these were the only available alternatives in the supermarket, which of the
following products would you buy?

What are the benefits?

Implicitly measured! ™ = .
ﬁm%@; 4LU(K® None of these

A better & accurate representation of Consideration

and First Preference (=brand choice) 219¢€ 219¢€ 319¢€

Realistic market-based context with competing brands
With a variation in price (to determine 'brand MOVENPICK S None of these

premium’). 269€

Due to its iterative nature, it is less prone to survey
errors and better suited to cross-country comparisons
(as less cultural biases).
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Know where your brand stands against others and steer where
it's heading next with our Category Navigation Grid

A

Mainstream Power Brands

Brands

Popular brands that meet
core needs of consumers
for whom price is a main

driver.

Strong performers that
balance a strong premium
with wide market appeal.

Brand Choice

Smaller sales volume and High appeal to a niche

lower margins. May be audience. Known for

starting up or in decline. quality, design, innovation,
experience.

Smaller Exclusive
brands brands @

Brand Premium
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The Category Navigation Grid can guide your decisions on brand
building, brand re-positioning, portfolio management and much
more.

We recognize that not all brands have the same strategy. Some
achieve value through a higher premium, some through higher
volumes, some through both.

Based on consumers’ predisposition to buy your brand and/or pay a
premium, we segment brands into four types in any category.

Our Category Navigation Grid allows you to assess your
performance against your strategic direction and desired positioning
for your brand(s)

It is a tool, which helps you decide where to go and how to get
there:

m How to increase relevance with consumers
m How to build differentiation from other brands

m How to create stronger and consistent experiences across
touchpoints

m How to build the right emotional connections with consumers

© GfK



Exemplary output of GfK Brand Architect analyses

Example: hair care

Example: Competition Interaction

Which competing brands does my brand interact with the most? From which GFK

brands can | gain or lose market share? o
Fictious data

Step 2; find out which competing brands you could mainly win or lose from, based on an

analysis of the purchasing behavior in the Brand Choice Evaluator and the different
scenarios of brands and price levels.

Schwarzkopf

©ARNICR

M Threats M Opportunities

Loce Example: Competition Interaction GFK
Which competing brands does my brand interact with the most? From which
brands can | gain or lose market share?

Fictious data

Step 1; Forward looking: Revealing the pull of your brand and competitors’ allure through the
choices people make as they undergo different brands and pricing scenarios

Opportunities

Head & Shoulders shows potential to add 10% to their current
customer base. These are customers who are considering the
brand and already have a strong connection with the brand.

Threats

Schwarzkopf has a relatively large interaction with other

brands and could lose up to 10% in Brand Choice share.
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Exemplary output of GfK Brand Architect analyses

Example: hair care

GFK
Which category cues are important and is my brand tap into the right 'mental cues'?

Fictious data
Wordle of mental cues
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% of target consumers associate each

% all <category> related cues
brand with at least one category cue

associated with each brand

@l)ead& @bead&
slm»b(ars. 8% s/mmb(svsl 5% .
Example: Driver Analyses

Optimize your messaging across the right channels and Ll
touchpoints

4 ?
Schwarzkopf - 27% Schwarzkopf- 19%

ﬁ\RNleR- 24% ﬁRNIeR- 15% What drives volume doesn’t necessarily drive premium
QOur drivers analysis will guide your brand building efforts through identifying the relevant messages, channels, touchpoints, either
Category Average - 13% Category Average . 0% to increase Premium or Choice for your brand

W Category m Category

What do people think about your brand?

Identify which brand and category attributes, must-haves,
and differentiators you should communicate to support your
value proposition.

How can you best deliver your message?

Pinpoint the most effective channels and touch points to
reach your consumers, drive value, and create winning
brand experiences.

Image drivers’ contribution to Brand Choice Touchpoint drivers’ contribution to Brand Premium

. Talk to sales person

Demo in store

Review in magazine Brand Premium
Score

. Catalogue

Website

Well-known brand

Gives a luxurious feeling
High quality >

Available everywhere

Appealing design
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Have we sparked your interest?
Feel free to get in touch with us

Tobias Schulz

Client Business Partner

Nadine Zehe

Client Business Partner

+49 911 395 4578
tobias.schulz@gfk.com

+49 911 395 3209
nadine.zehe@gfk.com
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