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This Is not a
case study.
It's a chance
to think bigger
about brand
tracking.

The state of brand tracking

In 2025

What's overdue
for change

Why it matters now,
more than ever

o
What the
future holds

Told through practical lessons

and lived experience
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Most brand
trackers today were
oullt for a world that
No longer exists.

What e

Measure

viiiat
Matters
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The Culture Shift

Attention Is fragmented.
Loyalty Is fragile.
ldentity iIs fluid.
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This creates 3 major problems.

We're giving a history
lesson nobody asked for.

Most trackers are designed to
measure stable brand health over
time, not fast-moving shifts. Reports
feel more like history lessons than
action plans.
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This creates 3 major problems.

We're giving a history
lesson nobody asked for.

Most trackers are designed to
measure stable brand health over
time, not fast-moving shifts. Reports
feel more like history lessons than
action plans.

We've created

a monster.

Trackers swell overtime, we layer
them with more and more, slice them
In different ways to tackle current
challenges and end up with
overwhelm.
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This creates 3 major problems.

We're giving a history
lesson nobody asked for.

Most trackers are designed to
measure stable brand health over
time, not fast-moving shifts. Reports
feel more like history lessons than
action plans.

We've created

a monster.

Trackers swell overtime, we layer
them with more and more, slice them
In different ways to tackle current
challenges and end up with
overwhelm.

We struggle to emotionally

check-In.

Most trackers are still obsessesd with
rational, prompted measures and
miss the irrationality and emotional
lure of real decisions.
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Most brand trackers are standardised, however
different brands have different goals.
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Tracking brand impact Is not
the same as tracking
marketing impact.
Your-brandis-heta-lege
Your-prangis-heta-campaigh

Your brand Is holistic.
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Nobody gets excited by
micro-shift led presentations.

Stakeholders need to be excited to engage with tracking data,
otherwise you'll struggle to have it feel meaningful.

Metric performance over time:

©2025 ImpactSense. All rights reserved




Impactsense™

The fact Is, Brand
TraCkIﬂg haS aﬂ % C(I);tr;fgléeetet[]seic;onsider
adOpthﬂ companies most

under-utilised asset*
problem.

*Invoca Study 2025



In Play

The Brand
Perspective.




How radical do we go?
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Evolution

Optimising what you do today
to make your tracker the best it
can be.

Our study into brand tracking showed a strong desire for

VS

change but disagreement on the extent.

Revolution

Ripping up the rule book with
new ways to understand and
track your brand.
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Read all
about It
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The Future Needs

a Middle Ground
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Track Culture Not
Just Category

The Future Needs
a Middle Ground

Prepare with Understand
Signals, Not Emotion, Not
Just Scores Just Awareness
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Shifts in Action

The Brand
Perspective.
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Creating a tangible path forwards

How to adopt a
mindset shift.
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:'Actuaf s
—Behaviour

Dlversn‘y y0ur
Data Inputs.

Building
Resonance
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Make your tracker more powerful by fe'eﬁiin |ﬂ
multiple truths, not just claimed ones. % |
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Create
Cultural
ontext.

Cultural fluency isn't a nice-to-have, it's a
tracker essential - not just at the
beginning, not just at the end.

Image Source: New York Times



Track
Momentum.

Static metrics can miss the early signals that
matter the most in tracking - Add questions that
track direction of sentiment, that layer emotion
and attitude.




Linkto Impact&
Forecast Outcomes. .
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Make your tracker future-facing, not just report-driven. Show how |

brand drives buiess not just awarenegs - through @mbining |

the three previod$ points.  _ @
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Integrate your
Segme ntatio

Tracking by segment helps you move from a flat, one"s
fits-all view to a more nuanced and targeted unde St 10
of brand performance. \
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Impact in Reality

The Brand
Perspective.




A more holistic
future for

understanding
brand.

customer
EXperience
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To provide actionable insight in each category,

we consume hundreds of data points from various sources.
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PRODUCT
PROPOSITION

Understanding what makes
your offering unique and if
that marries with what
customers care about

MEASURED THROUGH:

VALUE PERCEPTION VERSUS
TOTAL COST OF OWNERSHIP

PERFORMANCE ACROSS
PRODUCT ATTRIBUTES

UNIQUE PRODUCT
FEATURES

COMPETITOR AND
DISRUPTIVE CHALLENGER
BENCHMARKING

BRAND
LOVE

Profiling sentiment towards
your business to strive to
create loved experiences

for your customers

MEASURED THROUGH:

SOCIAL AND PUBLIC
FORUM SENTIMENT

A MULTI-FACETED VIEW
OF BRAND PERCEPTION

ETHICAL ALIGNMENT AND
STRENGTH OF PRIDE

COMPETITOR AND
DISRUPTIVE CHALLENGER
BENCHMARKING

HUMAN
INTERACTION

|dentifying opportunities to
enhance the human

relationships between your
staff and customers

MEASURED THROUGH:

CHANNEL INTERACTION
HEALTH BAROMETERS

TONAL ANALYSIS

EMPLOYEE PERCEPTION
AND INDIVIDUAL
PERFORMANCE

COMPETITOR AND
DISRUPTIVE CHALLENGER
BENCHMARKING

JOURNEY
FLOW

Pin-pointing enhancement
areas across your
omnichannel journeys

MEASURED THROUGH:

FLOW METRIC
PERFORMANCE

JOURNEY STAGE ANALYSIS

CHANNEL PERFORMANCE

CONFLICT
RESOLUTION

Quantifying moments of
service failure to learn how
best to ensure that your
business can evolve and
adapt

MEASURED THROUGH:

CONFLICT
TRIGGER RATIO

CONFLICT LIFECYCLE

CONFLICT CHANNEL
PREFERENCE

COMPETITOR AND
DISRUPTIVE CHALLENGER
BENCHMARKING
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Beliefs anchor brand experience
until external forces intervene

Each ReX category is weighted to reflect established consumer beliefs about the brand and industry, yet
external influences, such as a data breach, can disrupt and redefine customer experience in ways that
existing frameworks cannot always predict.

REX BRAND & INDUSTRY MACRO-IMPACT SKEW
CATEGORIES WEIGHTINGS FACTORS

PRODUCT
PROPOSITION

| Y|

BRAND
LOVE

A A

HUMAN
INTERACTION

JOURNEY >
FLOW

CONFLICT
RESOLUTION
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CENTRALISED
CUSTOMER INSIGHT
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In Conclusion

If your brand tracker feels
tired - It probably Is.
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We've got a question for you...

What's been your biggest barrier to
Incorporating culture into your brand
tracker?

Or if you're already tracking cultural
signals, how have you done It?
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Thank you

Let's keep the
conversation going.

Francesca Miller

European Group Research
and Insight Manager
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Veronica Naguib
Managing Director
ImpactSense
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