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BRANDVISION DEFINES A NEW ERA FOR BRAND  

AND COMMUNICATIONS RESEARCH 

Understanding how the consumer thinks and feels about your brand is critical to ensuring 
its success. BrandVision is a suite of research techniques and measures that help brand 
owners to understand their customers better and to develop well defined and targeted 
strategies to take their brand to the next level. BrandVision can help you with answering 
questions such as:  

 How well is your brand perceived relative to other brands in the market?  

 Which brands do you most closely compete with?  

 What are the strengths and weaknesses of your brand?  

 Which image attributes drive customer loyalty?  

 How does your brand perform over time or against industry norms?  

 Which image attributes should you be focusing on in your marketing activity?  

 How do customers’ perceptions of competitors affect their buying behaviour?  

 

So what is the thinking behind BrandVision?  

Vision One’s BrandVision is the accumulation of years of research taking into account the 

latest thinking and ideas from neuroscience to cognitive models. However, underpinning 

all our research is the desire to produce research for our clients which is both meaningful 

and actionable!  

Just some of the many ideas that shape our thinking.... 

Å In the past, it was believed emotions were the antithesis of reason, today they are 

understood to be the foundation on which decisions are made. 

Å People aren’t always logical or rational. For example, consumers will often buy the 

market leader simply because it is the the best known or the market leader – yet 

will tell us that they choose their brand because it is the best. We must recognise 

that people do things subconsciously and are not fully aware of why they do things 

or behave in a particular way. 

Å People’s brains are hardwired... they always choose the best option (within cost 

and time constraints). Knowing what makes you or your competitors the best (in 

the customer’s eye) is essential in developing your business. Being first in any 

category is going to give you the edge – it's much easier getting into the mind of 

consumers first, than trying to convince people you have a better product or 

service than the one that did get there first. If you can’t be first then 

differentiation is critical!  
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What does BrandVision involve? 

BrandVision uses both qualitative and quantitative techniques to understand markets 

and the brands within it. Focus groups are the mainstay of our qualitative approaches to 

evaluate and understand brands. Quantitative methods for benchmarking and tracking 

brands can be achieved via telephone, face-to-face and online methodologies. Whilst 

many brand tracking programmes share common goals and adopt similar approaches, 

BrandVision sets itself apart in a number of areas. These include: 

 

1. Understanding Market Dynamics 

Different markets tend to evoke different emotions – some markets have little 

value to us as consumers, and in these situations we tend to adopt a commodity 

approach. We have found that the best way to understand brands is actually to 

start by understanding perceptions of the market, along with users’ experiences 

and attitudes towards it. BrandVision incorporates questions that help to 

understand people’s perceptions towards the category and the brands within it. 

This includes measures such as ‘Interest in Category’ and ‘Commitment to Brands’. 

This approach also helps us to determine which brand attributes are generic to the 

category and which are unique to the brand(s) under investigation.  

 

2. Net Promoter Score (NPS) 

Net Promoter has made a big impact in recent 

years on many businesses across the globe. 

Following our own extensive investigation, 

Vision One has discovered that NPS is a robust 

and reliable measure of Brand Valence, linking 

to many established measures of brand equity. 

 

3. Attention and Empathy  

Nothing matters more than creating and sustaining rich, emotionally positive 

brand memories. If you can win your customers’ attention and liking then as a 

brand you’re almost there. Developing strong emotional ties is an essential part of 

building strong and successful brands, especially basic needs such as: 

 Safety and security 

 Physical excitement 

 Hedonic satisfaction 

 Satisfaction from benevolence and caring for others 

 Exclusivity or uniqueness 
 

BrandVision will monitor your brand awareness, saliency 

and brand image to ensure it is finely tuned. 
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Recent BrandVision clients include: 
 

 

 

 

 

 

How does BrandVision work? 

BrandVision is a modular approach - which is essential for any brand equity and tracking 
research approach. This is because no single technique is capable of understanding and 
measuring every facet of your brand. 
 

Some of our case studies include: 

 Tracking brand awareness for leading UK IT brand 

 Defining brand values for premium high street retailer 

 Assessing new product launch for new financial services brand 

 Understanding drivers of brand preference in UK spectacles market 

 Segmenting customers for UK’s leading holiday company 

 Measuring brand Image for specialist leisure brand 

 B2B corporate image study for leading housing association 

 Evaluating advertising and communications – various  brands 

 Measuring and tracking Net Promoter Score (NPS) – various brands 

 

ά±ƛǎƛƻƴ hƴŜ ǳƴŘŜǊǎǘƻƻŘ ǘƘŜ ǊŜǉǳƛǊŜƳŜƴǘǎ ƻŦ ƻǳǊ ǇǊƻƧŜŎǘ ŀƴŘ ǳǎŜŘ ǘƘŜƛǊ ŜȄǇŜǊǘƛǎŜ 

 to deliver an exceptional report that has significantly guided our stakeholder 

ŎƻƳƳǳƴƛŎŀǘƛƻƴ ǎǘǊŀǘŜƎȅέ 

Thames Valley Housing, Jan 2010 
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About Vision One 

Vision One Research is a leading and innovative independent full service research 
company delivering quality research and planning solutions across a wide variety of 
sectors. We specialise in retail and shopper behaviour and undertake all aspects of 
qualitative and quantitative research and also provide analysis and consultancy services. 

Vision One Research operates a quality management system. We are members of the 
Market Research Society (MRS) - MRS Company Partners, which provides reassurance to 
clients of our commitment to quality and adherence to the code of conduct of the MRS. 
Vision One Fieldwork is ISO 9001:2000 and ISO 20252:2006 accredited. 

 

 

 

In addition, Vision One is committed to meeting the requirements of:  

- UK Data Protection Act 1998 
- European Directive EU 95.46/EC 
- ICC/ESOMAR (The World Association of Research Professionals)  
- International Code of Marketing and Social Research Proactive 

Vision One is dedicated to superior quality research and is continuously looking for new 
ways to improve. As part of this programme, we track our client’s satisfaction on every 
project we do. For the past two years, since tracking began, we have managed to achieve 
a remarkable 100% satisfaction with all our clients. 

Feel free to contact us for more information about BrandVision or any other research 
requirements you may wish to discuss. 

 

Telephone 0207 692 0702 (Please ask for Tony Lewis, Director) 

Post  85-87 Bayham Street 

  Camden Town 

  London       

  NW1 OAG 

Email  enquiries@visionone.co.uk  

Web  www.visionone.co.uk 

 

mailto:enquiries@visionone.co.uk
http://www.visionone.co.uk/

