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Perceptual Mapping To See The Big Picture — Often it can be illuminating to include a visual
summary in the analysis which readily communicates your brand positioning on imagery and

performance relative to other competitors.

Specifically, this vantage point often yields macro-learning for the category that might not
otherwise be evident and reveals the key ways that brands are differentiated in the minds of

consumers.

— Vector Mapping —

Depending on your specific needs, another mainstay for mapping brand imagery
employs multidimensional scaling to plot brands among vectors, where the vectors
represent imagery dimensions. While more is involved with interpreting this type of
map as compared to those rendered from correspondence analysis, at times the
vector map can be more precise in portraying the underlying data.

Example 1
Brand Positioning BigName 2%
Perceptual Map Technology for the Future
I'm proud to

use this brand

Is stylish
Understands y
my heeds

Stands by me

I look smart s
buying this brand
Provides leading- _ _

Meets all my heeds

Is a brand for
everyone

Best value for
the money
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Has a great
—_ warranty

Is a leader in the market

Is a high quality brand Features anticipate
my future needs well

[ Rational Dimension ]

Q Fits my personality
0 Easy to find in stores
Is an intelligent brand

Easy-to-use basic features

Is a no-nonsense
brand

Mote: Size of bubble represents
relative importance of the attribute,

NOTE: Fictional brands and data.
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Example 2

Category Perceptual Map — Interior Paint

[See p, 2 for Map Explanation]
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Premium Paints

Durable, will not crack, chi

, peel (C,
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Stain resistant (H) / |

More bio-friendly (L)

Is sold in a one-stop shop type store (H)

$ . g
Weatherprooi/ "._! / p is sold in a store that ! like (H)
Moisture resistant (H) Voo / Upon drying, paint helps repel dust (W)
N . RALPH / _ _
i LAUREN /f Has an innovative feature (1)

AN e i P /" Material can provide texture (L)

! 1 / e o _~ Sold at a store with paint “experts™ (1
KILZ ® / rd =" s faderesistant

N Is anti-bacterial (M)

* Has light, fresh fragrance when applied (V)
| *  One-coaf coverage (C)

v Not messy/ ho drips, runs, spatter (H)

Comes in easy to openy pour container ()

e Has Lifetime Guarantee (1)
+ Has “fresh” look long after appiication (C)
_» Recommended by spokesperson (L)
I Has little or no odor when applied (H)
""""" Faux products available in brand (1)
Smaﬂ wet take-home samples available (L)
Recommended by trusted friend (1)

3> Great color display / take-home colors {C)
Scuff resistant (H)

Available in varied finishes (C)

Washable and scrubbable (C)
Non-Toxic/environmentally safe (H)
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Mote: Key indicates importance of each attribute relative to the others.

| NOTE: Fictional brand and data. |  [Page 1 af2]

Category Perceptual Map

How To Interpret

& ROSSO

Premium Paints

This map utilizes points and vectors in two-
dimensional space to show relationships
between the attributes and brands plotted.
Brand performance on each altribute is inter-
preted by understanding that brands locating
closer to the Vector Arrowhead along the
Vector Line continuum are more strongly
percelved to deliver that atiribute than brands
focating farther away.

To interpret distance from the Vector
Arrowhead, imagine lines being extended
perpendicuiar from the Vector Line to the point
of each brand location.

Weak on Attribute

(This imaginary fine is not shown on th map)

‘ Vector Arrowfread ‘

N Strong on Attribute

Brand B\//

For example, Brand B above is stronger
on the attribiite than Brand A because it
is located miuch closer to the arrowhead
based on where the perpendicular line
extends from the vector line to intersect
with each brand.
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