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MASB Identified that Preference was the primary driver of Market Share + Brand Value 
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Taking Preference To Another Level
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How is preference created?
Preference cannot be managed directly. Organizations can only influence the conditions from which preference 
emerges. Understanding those conditions is therefore essential for improving marketing effectiveness, guiding 
resource allocation, and strengthening long-term financial performance.

Measurement

Can Preference be measured?

Law of comparative judgment
Louis Leon Thurston (1927)

Prediction

How accurately can Preference be 
estimated and predicted?
• Random Utility Models
• Conjoint Analysis
• Choice Models
• Behavioral Economics
• Artificial Intelligence

Valuation

Why does Preference predict 
brand value? 

MASB
Brand Investment & Valuation

Formation

What creates Preference? 

The Behavioral Foundations of 
Preference
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Brand Equity Investigation: 2003
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Most research suppliers attempt to measure Brand Equity through a series of questions like brand affinity, purchase 
interest, or claimed purchase behavior…

“The trouble with market research is that people don’t think how they feel, they 
don’t say what they think and they don’t do what they say” – David Ogilvy

The answer to measuring brand desire… is Preference.  Now we need to understand what creates Preference.
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Quantitative Investigation: 2004
Imagery:

Relevance, Differentiation, Uniqueness, Growing in Popularity, Emotional Connection Recommend to my friends, 
Identify with other users, Good value for money, Worth paying more for, Consistently High Quality, Trust, 
Responsible for major developments and Superior performing brand 

We needed to evaluate the performance of these brand attributes to explain Preference and other Equity measurements. 

To perform this evaluation, we created a survey frame of 12 diverse product categories including:

• Personal Care: Lipsticks, Shampoo & Toothpaste,

• Household Products: Facial Tissues & Floor Cleaners,

• Food & Beverage: Frozen Pizza, Beer & Potato Chips

• Food Service: Casual Dining & Quick Serve Restaurants

• Services: Wireless Telephony & Automobile Insurance

31,052 interviews, conducted with category buyers in April 2004

Explicit 
Opinion

Reaction 
Time

Certainty=+
We use a reaction time measurement to 
provide certainty around the explicit response. 
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Winning Brand Idea

The RDE Framework: The Cognitive Formation of a Winning Brand Idea
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In the Original 2004 study, Relevance carried approximately 1.5 times the weight of Difference 

Difference

Relevance

Novelty

Commodity

Who Cares
Consumers perceive little personal 
importance and little distinction.

The brand is personally important but 
offers no compelling reason for choice.

The brand is both personally important 
and meaningfully differentiated.

The brand is distinctive but 
not personally important.

High

Low
Low High
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RDE strongly predicts Preference within the category

R² = 0.8616
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Preference is the result of a sequential cognitive process rather than the outcome of independent Brand Equity 
dimensions. Relevance establishes personal importance, Difference provides competitive justification for 
choice, and Emotional Connection reinforces that choice through repeated positive experiences.
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The Missing Layer

Marketing theory has traditionally focused on either:

1. Marketing activities: product development, pricing, distribution, and communications

2. Marketing outcomes: awareness, Preference, loyalty, market share, and enterprise value

Less attention has been devoted to the enduring consumer characteristics that connect the two.

Marketing activities create Consumer Experiences that Consumers Interpret into Behavioral Assets. 

These Behavioral Assets shape consumers' evaluations of Relevance, Difference, and Emotional 
Connection, from which Preference emerges. Preference influences repeated choice, and repeated 
choice underpins future cash flows ultimately enterprise value.
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1 MARKETING

Firms design and execute activities that create experiences for consumers.

Marketing Activities

Products, pricing, distribution, communications, service, packaging, and other brand touchpoints

Consumer Experiences

Direct and indirect experiences with the brand across multiple contexts and over time

Creates
experiences

Piece 1 of 4

Adaptive System of Consumer Preference Formation



10

2 CONSUMER LEARNING

Consumers interpret experiences and build enduring Behavioral Assets through adaptive learning.

Consumer Interpretation
Consumers assign meaning through existing assets, perceptual filters, involvement, and social 

and cultural context

Behavioral Assets

Enduring cognitive, emotional, behavioral, and social structures stored in memory

Interprets and builds
Behavioral Assets

Piece 2 of 4

Adaptive System of Consumer Preference Formation



11

3 COGNITIVE EVALUATION

Behavioral Assets shape cognitive evaluations that create a Winning Brand Idea and foster Emotional 
Connection.

Relevance × Difference
Consumers evaluate the brand as personally relevant and meaningfully different from alternatives

Winning Brand Idea
The brand is seen as relevant and different, forming a compelling proposition in memory

Consistent Positive Experiences
Ongoing positive experiences reinforce and strengthen the Winning Brand Idea

Emotional Connection
Repeated positive experiences build an enduring emotional bond with the brand

Strong Brand
A brand with a compelling idea and strong emotional connection

Evaluates, connects,
and builds strength

Piece 3 of 4

Adaptive System of Consumer Preference Formation
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4 OUTCOME

Preference emerges as the downstream consequence of this adaptive process.

Preference

An enduring tendency to choose this brand over alternatives when choice is available

Emerges as
the outcome

Piece 4 of 4

Adaptive System of Consumer Preference Formation
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Adaptive System of Consumer Preference Formation

1 MARKETING

Firms design and execute 
activities that create experiences 
for consumers.

Marketing Activities
Products, pricing, distribution, 

communications, service, packaging, 
and other brand touchpoints

Consumer Experiences
Direct and indirect experiences with the 
brand across multiple contexts and over 

time

Creates
experiences

2 CONSUMER LEARNING

Consumers interpret experiences 
and build enduring Behavioral 
Assets through adaptive learning.

Consumer Interpretation
Consumers assign meaning through 

existing assets, perceptual filters, 
involvement, and social and cultural 

context

Behavioral Assets
Enduring cognitive, emotional, 

behavioral, and social structures 
stored in memory

Interprets and builds
Behavioral Assets

3 COGNITIVE EVALUATION

Behavioral Assets shape cognitive evaluations that create a 
Winning Brand Idea and foster Emotional Connection.

Relevance × Difference
Consumers evaluate the brand as personally relevant and meaningfully different from 

alternatives

Winning Brand Idea

The brand is seen as relevant and different, forming a compelling proposition in memory

Consistent Positive Experiences

Ongoing positive experiences reinforce and strengthen the Winning Brand Idea

Emotional Connection

Repeated positive experiences build an enduring emotional bond with the brand

Strong Brand

A brand with a compelling idea and strong emotional connection

Evaluates, connects,
and builds strength

4 OUTCOME

Preference emerges as the 
downstream consequence of this 
adaptive process.

Preference

An enduring tendency to choose this 
brand over alternatives when choice is 

available

Emerges as
the outcome

Note. As Behavioral Assets evolve, they influence future interpretations, experiences, and evaluations, creating a dynamic cycle over time.
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What this Theory Adds

The individual components are not new. The contribution is their integration into one system:

• Behavioral Assets provide the missing middle between marketing activity and Preference. 

• Consumer Interpretation explains why identical experiences produce different effects. 

• Existing Behavioral Assets influence how subsequent experiences are interpreted. 

• Preference becomes an emergent outcome of recursive consumer learning. 

These are one accumulated asset class operating within a recursive system.

Marketing creates experiences. Consumers create meaning. Meaning accumulates as Behavioral Assets.

14
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Why do we call them assets?

1. Accumulate through investment
They develop through repeated experiences, not isolated activities.

2. Persist, appreciate and depreciate
They remain after campaigns end. Strengthen through repeated positive experiences and consistent 
reinforcement. Weaken through neglect, inconsistency, or negative experiences.

3. Influence future choice
They affect future judgments, expectations and behavior.

4. Create future economic value
They increase the probability of choice, cash flow and brand value.

15
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Supported by an Adaptive Learning System
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How Brand Mechanisms become Behavioral Assets
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Amazon Distinctive Brand Assets vs. Behavioral Assets

Behavioral Assets are the 

enduring, learned 

expectations, meanings, 

emotions, habits and 

social associations that 

consumers accumulate 

through experience and 

that increase the 

probability of choosing 

the brand in the future. 

Distinctive Brand Assets 

help retrieve the brand.

Behavioral Assets are the 

learned content that 

retrieval activates.
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From Conceptual Framework to Empirical Test

1. Changes in interpreted consumer experience should precede changes in Behavioral Assets. 

2. Behavioral Assets should mediate the relationship between consumer experience and RDE. 

3. RDE should mediate the relationship between Behavioral Assets and Preference. 

4. Repeated consistent experiences should strengthen Behavioral Assets; inconsistent or negative experiences 
should weaken, modify or replace them. 

5. Changes in Preference should subsequently predict changes in choice and financial performance. 

We have identified six possible learning outcomes: 

   Creation, Strengthening, Modification, Weakening, Replacement or Elimination

19
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The MASB Opportunity

MASB could support the independent testing and 
validation of the Adaptive Systems Theory of Consumer 
Preference Formation and its Behavioral Assets 
construct by: 

1. Testing the proposed causal pathway longitudinally

2. Evaluating measures of Behavioral Asset strength and 
change

3. Examining the relationship between Behavioral 
Assets, Preference, cash flow and brand value

4. Helping establish common measurement standards 
for applying the theory.

Behavioral Assets and the Adaptive Systems Theory of Consumer 
Preference Formation were developed by Steven Jagger and MSW 
Research.
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Appendix
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How Brand Mechanisms become Behavioral Assets
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Coca-Cola Distinctive Brand Assets vs. Behavioral Assets
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