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Through Advertising
Building 

Learning from Brand 
Equity Research to Build 
Ads That Build Brands
Years of research have shown 
that consumer perceptions and 
attitudes − measured collectively, 
and commonly described as 
consumer Brand Equity − have a 
direct relationship to a brand's 
market position and business 
results.  Marketers rely on 
advertising as one primary tool 
to develop and nurture Brand 
Equity.  This paper will share 
some findings that look at 
advertising, as a contributor to 
Brand Equity − specifically, how 
Brand Equity measures can 
contribute to the development 
and evaluation of advertising at 
the pretest stage, in a copytest.  

Short-Term Impact and �
Long-Term Brand Equity
Historically, pretest (copytest) 
measures are designed primarily 
to evaluate an ad's potential 
impact in the short term.  We use 
standardized measures of the 
ad's potential to be noticed and 
remembered; to register the 
brand name and convey its 
message or image; to reinforce 
loyalty or preference among 

current buyers; and to persuade 
consumers to buy or use the 
brand.  Previous studies, many of 
them presented at the ARF over 
the years, have validated these 
pretest measures in relation to in-
market results − typically in 
terms of sales volume or share, 
and sometimes awareness, for 
the period during or immediately 
following the ad's run.  So these 
pretest measures have a 
demonstrated ability to identify 
and quantify the short-term 
effectiveness of individual ads1.  

But marketers also want 
advertising to build their brands 
in the long term.  Some studies 
have focused on the long-term 
effects of advertising, a year or 
more beyond the ad's run.  They 
show that some ads are effective 
in the short term and the long 
term, while some are effective 
only while they run.  However, 
we have yet to see any evidence 
of ads that contribute to business 
results in the long term without 
any measurable short-term 
impact.  So we could say that 
short-term effectiveness is 
necessary, but not sufficient, to 
produce long-term results2. 

This raises the obvious question, 
how can we measure an ad's 
potential to build the brand in 
the long term − to develop or 
reinforce Brand Equity?  One 
approach comes from our 
learning about Brand Equity.  To 
show how that applies to 
copytesting, we have to start at 
the other end:  with measures of 
consumer Brand Equity, in 
market.

Measuring Brand Equity
Our measure of Brand Equity 
comes from a model that uses a 
handful of standardized attitude 
measures that are generalizable 
across brands, business sectors, 
and markets.  In a study 
representing 200 different brands 
from 40 different product and 
service categories, comprising 
over 12,000 consumer interviews 
for over 200,000 individual brand 
assessments, these measures 
have been validated in relation to 
market variables and business 
outcomes − what we like to call 
"Brand Health."  

Ipsos-ASI is the largest provider of 
advertising pre-testing services in the 
world. We are committed to working 
with our clients to build brand health 
and maximize the return on their 
advertising investment by helping them 
make decisions that improve and 
optimize their marketing 
communications.  

All of Ipsos-ASI's advertising pre-testing 
services provide multiple measures of 
recall, persuasion, and diagnostics. 
Ipsos-ASI Next*TV®, an in-home, video-
based system, offers local, regional, and 
multinational advertisers a truly global 
copy testing system with methods 
providing comparable measures around 
the world. Other pre-testing services 
include Next*Print, Next*Kids, and 
Next*Idea.

Ipsos-ASI provides a full range of 
advertising research services with 
Advertising Testing, Tracking and Brand 
Equity, backed by a dedicated team of 
advertising research experts whose 
mission is to deliver the answers that 
will add value to your business 
anywhere in the world.
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