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Win the Battle for Market Share

How to Optimize Brand Strategy 
and Predict Share Growth

Building market share is one of the chief objectives for Marketers of 

consumer goods products. This is no easy task given the increasingly 

competitive nature of the consumer packaged goods market, the rapid 

evolution of digital marketing, and the growing sophistication of consumers

who now have more tools for seeking and sharing information about

brands and more channels from which to choose brands than ever before.

In order to build market share, the Marketer first needs to identify which

category drivers to leverage in order to do so. The challenge is to determine

exactly how to uncover the true drivers of consumer choice. Should brands

be evaluated on functional attributes, emotional attributes, or both?

The Marketer’s next step is usually to employ a simulation tool to deter-

mine the best marketing strategies for achieving optimal share based on

the identified drivers. The frustration the Marketer often faces during this

phase is that many simulators do not reflect what the real changes in the

market will be. The changes predicted by a simulator are frequently exag-

gerated, and the Marketer can use the results for directional guidance only.

Recognizing the limitations of current brand research frameworks, Ipsos

Marketing, Consumer Goods embarked on an extensive, multinational R&D

study to uncover better ways to understand how consumers connect with

brands. Our goal was to build the foundation for a more comprehensive
and consumer-centric approach to brand research.

Our findings resulted in a new framework for determining which brand

components drive consumer choice as well as a more accurate method 

for conducting market simulations for optimizing brand share.

Sunando Das
Vice President, 
Global Product Center,
Ipsos Marketing, 
Consumer Goods Sector

sunando.das@ipsos.com

The author would like to thank and acknowledge Lee Markowitz, Global Chief Research Officer, Ipsos Marketing, Consumer
Goods, for contributing research and writing support for this piece.
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Current Brand Frameworks Fail on Three Levels
While Marketers have a wide selection of brand models from which to choose, most of these models do not provide a
holistic view of the brand and do not offer solid recommendations for driving brand growth into the future.

Marketers should ask themselves if the brand research model they are currently using has any of the following problems:

Yes No

1. The framework fails to capture all the ways a consumer connects with a brand. � �
2. The framework does not provide an understanding of the future direction of the brand. � �
3. The simulator does not realistically predict the impact of changes to brand positioning. � �

If the answer to one or more of the above questions is “Yes,” then the brand model is not providing the best possible
method for deciding which strategies should be deployed to increase consumer share of brand choice. 

What follows are the solutions we developed to each of these problems based on our brand research R&D.

Problem #1: Failure to Capture All the Ways a Consumer Connects with a Brand
The core challenge a Marketer faces when embarking on brand research is identifying the brand components that drive
consumer choice. Some research approaches focus on functional aspects while others focus on emotional aspects. Still
other approaches focus on very specific aspects, such as brand personality. Indeed, to develop a holistic understanding of
what drives brand choice so that a successful marketing strategy can be implemented, a brand framework must focus on
all these aspects.

The Solution: Understand 
Your Brand’s Body and Soul
The premise of our brand research is
that, just like humans, a brand has a
DNA with a Body and a Soul (Figure 1).
The Body and the Soul of the brand
help connect it to the mind and heart
of the consumer. This connection is
formed through various consumer inter-
actions with the brand, thus creating a
brand experience. 

F

Brand’s DNA

Functional Properties Emotional Needs

Brand Image Personality

The Body of the Brand The Soul of the Brand

The Body of the brand must include the following components:

1Functional Properties: These represent what the brand is good at, or the competency of the brand. 
Functional properties may be “good taste” for a food brand, “rich lather” for a soap brand, or “effective

at removing dirt” for a household cleaner brand. Functional benefits are the prerequisite for success for any
brand. Febreeze® Fabric Refresher™ succeeds because it offers a unique functional benefit: it clears away
odors from household fabrics such as upholstery, curtains and carpets. 

2 Brand Image: This refers to what the brand stands for, and what kind of image the brand conveys. Brand
image is important because it helps differentiate the brand from other brands. A brand may have an

image that is innovative, traditional, authentic,or prestigious, to name a few. For example, Coke® is known as
a cool brand, Mr. Clean® stands for toughness, and Dove® has an image of gentleness.

The Soul of the brand must include the following components:

3 Emotional Needs: These represent the feelings evoked by the brand and measure how the brand makes
the user feel and what the brand helps the user to achieve. Examples of emotional attributes are 

excitement, fun, and well-being. Oil of Olay® makes women feel beautiful by helping them improve the
appearance of their skin.  

4 Personality: These attributes help us understand the character of the brand and what the brand says
about the user. Personality is important because it helps the consumer identify with the brand. Examples

of personality attributes are cheerful, intelligent, and successful. Ben & Jerry’s® ice cream exudes a light-
hearted and humorous personality, with such flavors as Chunky Monkey and Berried Treasure.

These four components of Body and Soul comprise the brand’s DNA.They drive the implicit value or strength of the brand
in consumers’ minds and represent Brand Equity.

Figure 1
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The Four Components of Body and Soul are Validated to Be More Predictive
We have seen from our R&D that each of the four compo-
nents of Body and Soul, by itself, can explain fairly well
what drives the equity of the brand. Hence, frameworks
focusing on only one or two of the four components are
not wrong; however, they are not complete. If we had
only one of the four components in our framework, we
would predict at most 60% of consumers’ brand choices.
However, when we consider all four components of Body
and Soul and the interactions among them, we are able to
predict 85–95% of consumers’ brand choices. 

Another important conclusion from our R&D is that func-
tional and emotional components are interlinked. Any
brand positioning or communication emphasizing func-
tional benefits also impacts emotional benefits.

As stated earlier, the four components of Body and Soul drive Brand Equity. Brand Equity, in combination with a brand’s
price, drives Brand Value, which reflects consumers’ share of choice of brands. Based on our R&D, we were able to develop
a model that incorporates the four components, along with price, to predict Brand Value (Share of Choice). We have 
validated that our Brand Value model produces results that are very close to actual market shares. 

Problem #2: The Brand’s Future Direction is Not Considered in the Model
Many models only measure the present strength of the brand. However, Marketers need to understand how connected
their buyers are to their brands to predict whether their brands are likely to increase or decrease their market share. 

The Solution: Use Affiliation to Measure Connectedness to a Brand
Through our R&D, we were able to derive a measure we call Affiliation. Affiliation, also known as Loyalty, is a measure of
the likelihood of consumers to stay with a brand in the future. Affiliation is obtained by considering Brand Value in com-
bination with barriers – factors that make it difficult to switch brands. For example, once a mother starts her baby on a 
specific brand of baby formula, it is difficult to switch the baby to another formula brand. The barrier is the risk that the
new formula will not be agreeable to the baby. Affiliation has been validated to be reflective of future consumer behavior.

An understanding of Affiliation helps Marketers identify consumers who are not well-entrenched with the brand – even if
they are using the brand. Strategies can then be devised to increase the loyalty of these consumers. Equally important, core
consumers who are loyal to the brand can be identified and then nurtured with strategies to reinforce and retain their loyalty.

Problem #3: Brand Simulators that Do Not Make Realistic Predictions
One of the key applications of brand research is to simulate different marketing strategies with the goal of optimizing
brand share. Unfortunately, current simulators used to estimate market share often do not reflect what the real changes in
the market will be. One of the main reasons for this failure is that the full range of drivers of choice is not covered in the
simulator. Another important reason is that individual-level data is not used.

The Solution: Predict Share Growth with an Individual-Level Simulation Model
All of the components of a brand’s Body and Soul
(and their interactions) should be captured in a brand 
simulator. Moreover, brand simulators should be based 
on individual-level data. Why? Because every consumer is
unique and has different needs. Individual-level models
help in evolving the science of brand equity from a
brand-centric to a consumer-centric approach.The result
is more realistic simulations. Our R&D has shown that
individual-level models are at least 30% more accurate
in predicting consumer behavior.

“…when we consider all 

four components of Body and 

Soul and the interactions among 

them, we are able to predict 

85–95% of consumers’ 

brand choices.”

“Individual-level models help 

in evolving the science of brand

equity from a brand-centric to a

consumer-centric approach.”

1Manners, Tim. Relevance: Making Stuff that Matters. Penguin Group. 2008.
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Figure 2 shows an example of a simulation that incorporates the four components of Body and Soul and uses individual-
level data. In this case, the performance of Brand 8 is simulated. 

The simulator provides a line chart in which the dotted red line represents the current performance of Brand 8 on the key
category drivers.The solid red line represents an improved performance on those drivers that the Marketer of Brand 8 would
like to simulate.The blue line represents the performance of Brand 4 given the simulated improved performance of Brand 8. 

The simulator then provides a bar chart that shows the impact of Brand 8’s improved performance on share of choice in
the category. The current share of choice for each brand is shown (in green) along with the simulated share of choice 
(in blue), given the simulated improved performance of Brand 8 on the key category drivers. As Brand 8’s perform ance
improves, the shares of choice for competitive brands decline. The size of Brand 8’s share increase, as well as the sizes of
competitors’ share declines, is reflective of what would actually happen in the market. 
Figure 2
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The Ultimate Solution: A New, Comprehensive Brand Framework– PERCEPTOR®Plus:
Based on our R&D, we have developed a new brand re search tool, PERCEPTORPlus, which helps Marketers meet the key
challenges they face when trying to leverage brand research to optimize their strategy and predict share growth. 

Specifically, PERCEPTORPlus:

• Captures all the ways a consumer con-
nects with a brand by evaluating the
brand’s Body and Soul.

• Provides an understanding of the future
direction of the brand by measuring
Affiliation. 

• Employs an individual-level model to
accurately simulate market share.

The full PERCEPTOR®Plus framework is
summarized in Figure 3.

What makes PERCEPTORPlus unique is its
ability to integrate virtually all relevant
drivers of brand choice – in essence, the
Body and Soul of a brand – into a compre -
hensive framework that can be used by
Marketers to determine Brand Equity,
Brand Value (Share of Choice) and Affilia-
tion (Loyalty). Marketers can also leverage
PERCEPTORPlus’ simulator to predict the
impact of different strategies on market
share. Because the simulator covers the
Body and Soul of a brand and is based on validated, individual-level modeling, Marketers can be well-armed to go into the
battle for market share…and win.

Connection

Experience

Bo
dy

So
ul

Brand
Equity

Loyal

Affiliation

Switcher

Inertia
(Barriers)

Price

Brand
Value

Value

Functional
Properties

Brand
Image

Emotional
Needs

Personality

Figure 3



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<

    /BGR <>
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /ETI <>
    /FRA <>
    /GRE <>

    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /LTH <>
    /LVI <>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SKY <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /UKR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [595.276 841.890]
>> setpagedevice


