
Emotional Monitoring®



Emotional Monitoring®

Emotional Monitoring® is an exclusively licensed approach used to diagnose 

the brand consumer relationship. Through a merger of quantitative rigor and 

qualitative insights, Emotional Monitoring® uses proprietary projective 

techniques to elicit consumer visions of the brand user and brand world. 

Emotional Monitoring® is designed for both insight and action.  The method 

provides powerful insight into how consumer projections measure up to desired 

brand positioning. Emotional Monitoring® provides brand managers with 

insights that can be used to sharpen brand identity, stimulate brand appeal, and 

increase brand competitiveness. 
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Emotional Monitoring®  Insights & Strategic Actions 3

Brand Positioning

• Are consumers connecting to my brand?

• What emotional message most resonates 

with the target consumer?

• Which are the key lifestyles that need to be 

emphasized in the advertising?

• Is the ad campaign making a difference in 

consumer connections to the brand?

Brand Identity

• Do marketplace perceptions match up to my 

marketing goals?

• Are connections to my brand strengthening 

or weakening?

• Where can my brand extend to in the 

marketplace? 

• Can my brand move across categories? 

Brand connection, brand and message 

alignment,  brand extension & stretch, 

brand halo, brand dimensions

Messaging elements, message targeting, 

brand understanding, brand pre-

positioning & re-positioning, new brand 

launch & development



The Emotional Monitoring® Method

• Emotional Monitoring® uncovers important nuances by profiling the brand as 

a system of worlds.

• Identifies all types of perceptions of the brand, and relationships to it, that 

might coexist in the marketplace.

• Measures, sizes and illuminates these perceptions

• Determines marketplace affiliation, opposition and dominance, or 

weakness to the desired brand image

• Emotional Monitoring® is targeted for assessments of Brand/Competitor 

positioning (existing and new platform tests) and the tracking of consumer-

brand relationship over time. 
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Emotional Monitoring® Dimension Assessment 5

Building the brand’s 

territory and distinctive 

identity

Imaginary World:

Describe the world of…the Brand…

• What is it like to live in this world?

• What are it’s values

Brand DNA

Identifies “adhesion” to 

brand and assesses brand 

relevancy

Relational World:

Do you want to spend time in this world?

• What’s my relationship with brand?

• What attraction does the world have?

Relationship

Building the brand’s 

territory and distinctive 

identity

Identification World:

Describe the person who lives in this world…

• What are the qualities/personalities of this person?

• What is their lifestyle?

Identity

Profiles the brand and 

anchors the product in 

specific consumption 

modes

Impression and Product Experience:

What is Consumption/Usage of…the Brand?

• What are perceptions of brand?

• Does it fit with my consumption habits?

Product 

Perception

Emotional Processes Impact on the Brand



The Emotional Monitoring® Approach

Quantitative measures

 Quantitative indicators  

• Size of the different representations

• Adhesion to the values expressed 

enables us to compare the platforms 

with one another and build up a 

databank

Qualitative exploration 

 Use of projective games 

• To collect consumers' hidden 

personal representations, repressed 

feelings, and non-expressed needs

• And obtain a precise description of 

their perceptions, letting them use 

their own words

One single quantitative on-line research

that combines :

Upon a large number of respondents (quantitative sample: 120 people-cells minimum)

Depth of 

qualitative research
+ Robustness of 

quantitative research

Approximately 40 open-ended questions are asked to collect an in-depth 

understanding of the consumer emotional connection to the brand.  
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Developing World Visions

• World visions are developed through 

qualitative analysis of consumer 

responses to the dimension 

questions.

• World visions generate a view of the 

brand from both landscape 

descriptors and inhabitant portraits –

developing a holistic vision that 

translates to emotional consumer-

brand associations.

Evolved Idea

Serene

Fun

Dignity

Golden Rule

Relaxing

Interested



Emotional Monitoring® Profiling

• Emotional Monitoring® profiles the brand and determines brand values 

relative to  consumer perception.

• Consumer visions are positioned along value maps that highlight brand 

strengths and weaknesses.
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World Vision: Brand DNA & Identification (Example)

• Perfect weather of sunshine everyday and clear, beautiful, 

bright moonlights every night.’

• ‘Perfect place, relaxing, not a worry in the world. No pollution 

and congestion.’

• ‘People treat each other with ‘relaxed informality, friendliness 

and respect.  Respect for others is a `priority.’

• A mom; in her mid-thirties; has a couple kids.’

• ‘’A young man, in collegewith a limited budget’

• ‘’Generally a fun person who everyone always likes to be 

around.’

Evolved Idea

Serene

Fun

Dignity

Golden Rule

• The ‘Evolved Idea’ world is a place free from worries, a world where 

everyone is happy and relaxed. Here, the weather  is beautiful and the air 

is fresh and free of pollution.  

• The people of this world are concerned with treating others with respect, 

and want only the best for everyone. They are simple people, who enjoy a 

good meal and a laugh with friends.

Relaxing
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Relationship to the Brand: Adhesion (Example)

Here, overall opinion of the brand is strong, but it does not reflect the segment’s 

desire to be a part of the brand experience.
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< Good Times

< Evolved Ideal

Brand 

overall opinion

< Harmony & Balance

< Show Over Substance

Strong 

Opinion

Weak 

Opinion

Total
Sample

< Good Times
< Evolved Ideal

Adhesion

< Harmony & Balance

< Show Over Substance

High 

Relevance

Low 

Relevance



Recommendation: Alignment of consumer perception 

with brand DNA (Example)

It is key therefore to further inject the following values into the 

brand to be in line with the DNA:

Overall brand equity as 

projected by consumers
Overall fit with DNA as 

defined by brand

 Innovative

Engaging

More Style 

Captivating, Assertive

More Enjoyment (Rep)

Quality (Beyond the context of price)

Progressive, Advancement, Discovery

 Tech Advanced/Options
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Emotional Monitoring Longitudinal Comparison 
(Example)

Brand Performance in 2009

Overall Conclusions 

Brand Equity and Fit with Brand DNA

Overall brand equity as 

projected by consumers
Overall fit with brand DNA as 

defined by Company

E F
2007

2009

E F
2007

2009

Consumer/world projections and brand DNA alignment are progressing 

at the same positive rate. 

Brand is becoming more relevant to consumers and is meeting 

more of its brand targets.  

Equity as Projected Fit with brand DNA
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