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Brand Purpose, Awareness, Equity: l'unione fa la forza
Mauro Fusco — EMEA Analytics Lead Kantar
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Brand purpose, Awareness, Equity are all
ingredients of a successful brand

Yet they must
have a place
and a reason
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Why do we measure brand? e
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So, what is it to measure?

g

What makes it
desirable?

What makes it
outstanding?

What makes it
more visible?
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So, what is it to measure? ba
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Meaningful

(Values,
Efficiency,
Purposeful)

Different
waewor,  BRAND EQUITY

Momentum,
Purposeful)

Salient
(Awareness,
Distribution,

Presence)
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Exploring the relationship between be
Brand Equity and Sales Trends
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The direct effect of marketing activities on sales

does not explain sustainable growth
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What produces sustainable effect on sales growth

is structural and slow paced
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Some activities are more likely to push sales be
directly on sales a direct or brand contribution
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B voLy 2,2x
B social 2,8x
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Half of MROI and growth potential are in Ué
the long-term through Brand building
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B ITA Short-term contribution [l Global Short-term contribution
I ITA Long-term contribution [ Global Long-term contribution
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long-term

+ Direct
short-term
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Have this in mind when planning your budget allocation ce
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IMPATTO DELLE DISCONTINUITA DI BUDGET SULLE INIZIATIVE m
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«In caso di forte discontinuita del budget a disposizione, quali saranno le iniziative maggiormente impattate?»

68% 32%
Iniziative di Brand Building Iniziative di Sales Activation
% Rispondenti — Base: Totale campione
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GRAZIE!
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valeria.chiappini@kantar.com
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