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Do you ever hear yourself or
your stakeholders saying...

This tracking model
makes no sense...
it’s too hard to
explain to people
and doesn’t
resonate with the
way marketing
speak and work

Why does this data
only look at what
happened in the
past? Also, do you
think these insights
are actually
benefitting us or
just telling a story
for the agency?

| wish our brand
equity output was
more human and
gave us all a more
holistic perspective
of how our brand is
performing in the
real world

We have had this
brand tracker for years
and we don’t see too
much coming

out of it. It seems

like it takes up a lot

of our budget  it’s
inflexible, and we get
results a bit too slowly




That’s why we’ve created

TTENTION

Byron Sharp-esque measure of mental
availability and distinctiveness. Brands that
garner attention gain reach and share of voice.

NDERSTANDING

Consistency and clarity, as well as having

clear benefits for people. Brands that people “get”.

ELEVANCE

Emotionally and rationally appealing - explicitly
and implicitly. Brands that resonate with people.

UTHENTICITY

Credible, honest, transparent & believable.
Brands that people trust and have faith in what
they are saying.

AURA is a new brand
equity model that is...

not a black box approach
it is intuitive, transparent and speaks marketer

nimble and flexible
it can be adapted to recognise that all clients are different

holistic & integrated
it connects seamlessly to other data sources but also to
qualitative insight
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future-proofed way of measuring
and optimising brand




Where did AURA come from?

Our 23-year experience as a leading human-first partner to some of the
world’s biggest brands has taught us that those that are most considered,

deliver Attention, Understanding, Relevance and Authenticity

Crucially though, we know that it is only when all of
these come together, that brands truly succeed.

We've never worked in standardised ways, and we know other Brand Equity
work often does, so we went at it with our independent spirit as always.

We now have an agile solution free of the the macro pressures of black
boxes models.

It also merges the depth of human & cultural understanding that
comes from our qual into our future-proofed, quant-led brand equity
solutions.

All this has enabled us to launch AURA as an approach to equity with all the
benefits of a leading-edge solution, but in a more human and - crucially
- more flexible way.

Impact of AURA combinations

on consideration

172%

All AURA

27%

1 metric
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Our most recent
Brand AURA report
covers 60 brands
across 5 categories

get in touch to
see how your
brand stacks up
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