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Brand Keys is a research - based consultancy 

specializing in emotional brand engagement

and consumer loyalty metrics.

These metrics are proven to be predictive of future in - market behavior and expectations, correlating very 

highly (0.77+) with sales.

The model and methodology is grounded in psychology, allowing us to understand both the emotional and  

rational factors which engage consumers.

The model can accurately measure the impact that any media, marketing, or communications initiative will 

have on future in - market behavior –  in advance of the spend!
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Some Brand Keys Clients
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• Consumers’ emotional and rational views of the category, letting you understand

how consumers really view, compare,  and choose  among category options.

• How high the mountain gets is a real indicator of expectations .

What’s the Best Criterion to Use?

© 2026 Brand Keys, 

Inc.



“The consumer does
not behave as he says;

he does not say what he 
thinks, and he does not 

think what he feels.”

– DAVID OGILVY



•  Emotionally - derived  metrics  based  on  established  psychological  theory .

•  Emotional  and  rational  category  values  "fused"  via  a  3 - step  statistical  process,  including  factor,  

regression,  and  causal  path  analyses .

•  Utilizes  category - specific  ideal,  identifying  how  customers  will  view  a  category,

evaluate  brands  within  the  category,  and  ultimately  buy  within  the  category

•  100 % respondent  driven

•  Test/re - test  reliability  of  .93  off  National  Samples  in the  US  and  the  UK

•  Recalibrated  every  5  years

•  B2B, B2C  and  D 2C  applications

•  Used  in 35 +  countries  around  the  world

•  Via  independent  validation,  Brand  Keys'  metrics  have  been  shown  to  correlate  very  highly  (0 .77 +)  

with  positive,  in- market  consumer  behavior  and  sales

TECHNICAL SPECIFICATIONS
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These psychological behavioral metrics  and h igher - order statistical analyses  identify true 

category drivers − the emotional  and rational  decision - making factors that drive engagement 
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Brand Keys Metrics Correlate with Sales/ProfitabilityIndependent Validation
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24 / 7 Wall  St ., a  global  equity  analysis  firm,  ran  a  financial  equity  analysis  against  the  598  brands  included  in the  

Brand  Keys  Customer  Loyalty  Engagement  Index  (CLEI) . They  identified  11 brands  Brand  Keys  assessed  as  best  

meeting  consumer  expectations  and  found  that  10 of  those  11 brands  were  the  market  leader  in their  category .

Aquetong  Capital  Advisors,  an  independent  equity  valuation  firm,  examined  the  

correlation  between  Brand  Keys  brand  equity  metrics  and  brand  value . Aquetong  

selected  10 categories  from  the  Brand  Keys  CLEI,  and  found  correlations  ranging  

from  a  low  of  .830  to  a  high  of  .901 , confirming  the  ability  of  Brand  Keys  assessments  

to  predict  impact  on  future  purchase  behavior,  and  work  cross - category .

“First Opinion Research Review” validation of model and methodology



Predictive Assessments from the World’s Largest, Most - Continuous 

Database of Brand Engagement + Loyalty Tracking Metrics

CUSTOMER LOYALTY ENGAGEMENT INDEX

28 YEARS

4.6 MILLION CUSTOMERS

1,628 BRANDS  in  145 CATEGORIES  (B2B, B2C, D2C)
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Why this shift?

2006

60 :40

2026

71:29

The Consumer Decision Process Has

Become More Emotional Than Rational



The Consumer 

Decision Process

Has Become More 

Emotional Than 

Rational

1986 65 :35

1996 45 :55

2006 40 :60

2016 36 :64

2026 29 :71

Rational/Emotional Ratios

Source: Brand Keys CLEI © 2026



What Doesn’t  Work  in Measuring 

Emotions

SMILEY SCALE



What Works

Consumer expectations are proven to be 

the best measures of category/brand 

emotional engagement



Brand Keys Emotional Engagement Model (Sample Output)
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But, expectations move at

the speed of the consumer , and

usually faster than brands.
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On average, brands have

kept up by only 8%

Expectations have increased 29%



Expectations,

Engagement, Loyalty 

& Brand Success

• Independent validations have proven that the best 

measure of 21st century emotional brand 

engagement and loyalty are consumer 

expectations.

• Specifically, how well a brand meets consumer 

expectations for what drives behavior in your 

category.

• The category’s behavioral drivers describe the way 

consumers view  a category, compare  brands in a 

category and ultimately, buy  in a category

• The ability to meet or exceed expectations held 

for those drivers are leading - indicators of positive 

consumer behavior toward your brand.

• Thus affecting sales and profits



Zappo’s 2008 Revenue went from $1.6M to $1B



Financial Sector &

Online Banking Category 

Expectations

• The net change since 1996 has been a 40% 

cross - category increase in what consumers 

expect from their ideal in a category.

• Brands, on average, only managed to keep 

up by 10% leaving an awfully big gap 

between what consumers truly desire and 

what they see brands delivering.

• In the Financial sector, the net 

expectation - increase has been 40%. 

Brands have only kept up by 8%

• In the online brokerage category, there’s 

been a net increase in expectations of 

36%, with brands only keeping up by 8%



© 2026 Brand Keys, 

Inc.



© 2026 Brand Keys, 

Inc.









GAP of

17 pts

GAP of

20 pts

GAP of

10 pts

GAP of

11 pts

GAP of

17 pts

GAP of

20 pts

GAP of

10 pts

GAP of

11 pts



Brands that best meet

expectations for the ideal

always do better in the

marketplace.



example

119              
143 = 83.2%

Brand

=        Expectation 

  Stength

overall weighted  expectation index

overall ideal  expectations index

Convert Brands’ Ability to Meet Expectations

Across 4 Category Drivers vs. the Ideal into “Brand Expectation Strength,”

Expressed as a Percentage
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r=0.86

PROFESSIONAL 

SERVICES

r= 0.88

BEAUTY BRANDS

r=0.90

ONLINE RETAIL

r=0.89

FINANCIAL SERVICES

r= 0.85

TECHNOLOGY

r= 0.77

AUTOMOTIVE

Source: Brand Keys CLEI © 2026

Works for B2B, B2C, and D2C 

Categories



• Consumer decision - making is more emotional than rational

• Expectations have been proven to be the best predictive measures of 

category/brand emotional engagement

• Expectation assessments correlate very highly with

consumer behavior, sales, and profitability (0.77+)

KEY TAKEAWAYS





Robert Passikoff

robertp@brandkeys.com

917.847.6110

Thank You!
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