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Brand Equity:
The Most Underrated
Asset In Business




builders of
brand equity




The financial value
of a brand beyond
Its functional
products, services,
and offerings.

The difference in perceived
value between Aand B is
Coca-Cola’s brand equity.




Brand equity drives
critical business
outcomes that are
often overlooked.

Pricing power

Acquisition efficiency

Perceived product quality

Market resilience

Market entry and expansion
Conversion of SOV to SOM
Recruitment and retention
Upstream and downstream leverage
Customer loyalty

The list goes on...

Ritson, M. Marketing Week Mini MBA in Brand Planning. Marketing Week.
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Brand Building vs.
Sales Activation

Brand Building

Like watering the tree, brand building
ensures future harvests. It grows
preference, strengthens loyalty, and
drives long-term growth and profit.

Sales Activation

Like picking ripe fruit, sales activation
turns brand preference into immediate
results. It’s efficient, delivers quick
ROI, and keeps momentum going.

Ritson, M, Marketing Weexk Mint MBA in Brand Planning, Marxeting \Week ././1
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B d B ® ld = + Sales activation helps you win today, brand building
ra n u I I n g creates more opportunities for you to win tomorrow.
Sales Activation

Sales uplift over base

\A‘}“

M Sales Activation B Brand Building + Sales Activation

Time

Converts brand preference into immediate Builds brand preference & reduces price sensitivity:.
responses. High efficiency & ROI. Main driver of long-term growth & profit.
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B LI I I.Cl l ng Brand equity is built through low-

consciousness interactions, requiring

B ran d Eq U Ity more creativity, consistency, and sustained

media investment than sales activation.

C e ati N g lOW— Diagnostic Research

Distinctive Brand Assets

consciousnhess Pceanic

= Diverse Media Investment
I m paCt: Deep Patience
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M eaS U rl ng Measuring brand equity is harder than sales

activation because it’s an indirect, long-term driver

B ran d Eq U Ity of business performance and can’t be captured

through traditional financial or media metrics.

Brand Equity = —
Brand Awareness X  taretaudience and

Brand Perception

key competitors
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An ﬁ Ll al. Brand tracking helps us measure brand metrics,

typically on an annual basis to allow sufficient time

B ran d TraCki ng In market and avoid short-term decisions that

undermine long-term brand building.

o o Funnel Metrics
T h e h 0 |. l St I C Attribute Associations

Market Orientation

benefits of annual Competitive Iniight

Correlated Decision Drivers

b ra n d t raC ki n g: Segmentation & Targeting Guidance

ROI & Investment Guidance

Ritson, M. Marketing Wee
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B2B vs. B2C
(It’s No Different)

B2B doesn’t need
different rules.

It needs to apply
proven ones.

The myth: B2B decisions are rational, objective,
and immune to emotional brand building.

The reality: B2B and B2C follow the same
orowth laws. The difference isn’t how decisions
are made, it's how long they take.

Share of voice drives growth

Brand and activation drive long-term growth
Mental availability beats message complexity
Emotion builds memory and preference

...even especially in B2B.
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B d b = ld = Breakthrough brands build momentum through bold
ra n u I I n g action: moments that capture attention, spark

® b ® d b ld conversation, and make the brand impossible to ignore.
1S big and bold.
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Brand Readiness
Index |Prototype]

Pillar 1: Brand Planning
Pillar 2: Investment

Pillar 3: Measurement
Pillar 4: Market Orientation
Pillar 5: Availability

Pillar 6: Distinctiveness & Differentiation

Pillar 7: Boldness
Pillar 8: Consistency

We're helping brands of all sizes assess how
well they're set up for success. This 5-minute
survey spans eight core pillars of brand building
culminating in a Brand Readiness Score.

Readiness
Score

s score reflects how well your
brand is set

growth

50%

Brand in Motion
Progress is underway.

There are arcas of strength, alongside
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Ready to build more
brand equity? Let’s talk.

andrew.howlett@struck.com



