
Marketers and academics have researched and tracked the e�ects of 
brand equity, the value driven by a brand’s name, at a product and 
pricing level for decades. However, what if we go up a level? For a 
company to achieve brand equity (and be able to price accordingly), it 
needs a certain level of fame. Vennli is pleased to introduce our 
newest product, a way to easily measure the level of fame your 
brand has amongst consumers – the Vennli Fame Index.

But what is fame and how does one measure it? Consumer familiarity 
with a brand is a necessary foundation but is only one component. A 
consumer could be familiar with a brand, but is that brand most often 
top-of-mind in its sector? And what kind of associations do they 
make with the brand? Are they all positive, or negative as well?

Consumer brand associations are extremely important because they often drive a potential customer’s decision to buy in 
the consideration phase of the purchase cycle. For example, if a consumer is looking for a cutting-edge smartphone, who 
do they think of as innovative versus traditional? On the �ip side, another consumer could be looking for a phone that isn’t 
radically di�erent from what they’ve become accustomed to using, so they’d look for a brand that is thought of to have 
the same qualities as one that they already favor.

Fame itself has a directional aspect when it comes to reputation. This is the concept of “fame” vs. “infamy.” It is possible 
for two brands, people, etc. to be just as well known, but one has a strong negative association. For example, Peyton 
Manning and OJ Simpson were both famous, record-setting NFL players and Hall of Fame inductees but of course, the 
public now sees them in very, very di�erent ways…

But what use is understanding fame if you don’t compare it to the competition? Ultimately, the goal of any marketing 
exercise is to help you stand out from the competition and drive consumer choice.

After hearing from clients about a need to understand how the public sees them in the context of “fame,” Vennli set to 
work determining how we could bring mindshare, associations, reputation, and competitive standing together in a way 
that can measure fame in both a way that is easy to visualize as well as trackable over time. The result is what we call the 
Vennli Fame Index, or “VFI”.

Introducing the 
Vennli Fame Index

It takes 20 years to build 
a reputation and �ve 
minutes to ruin it. If you 
think about that, you'll 
do things di�erently.

- WARREN BUFFETT

OUR METHODOLOGY >>>

Because you SHOULD give a damn 
‘bout your reputation 
- JOAN JETT & THE BLACKHEARTS



One of Vennli’s clients utilizing the VFI to track consumer 
perceptions of their brand is a major medical device 
manufacturer. As part of a new marketing initiative, they 
wanted to know how they stood against competitors on 
mindshare and the factors “Prestige” and “Innovation” 
and wanted to be able to watch the needle move over 
time.

In addition to the VFI questions, respondents were asked 
for reasons why they switched to or switched away from a 
brand in the past. After plotting these competitive brands 
on the VFI, we went back and compared the positions on 
the quadrant to the results from these other questions. 
The combined data showed that the VFI accurately 
represented why consumers were making relevant 
purchasing decisions for a particular brand’s products.

As a bonus to the VFI, our medical device partner was 
also able to use the associations made on “Prestige” and 

Users can also decide which target audience to 
survey. This can range from a census balanced 
sample of the general population to a tighter 
audience that already has awareness, is a 
particular age/gender, etc. Once the audience 
is determined, a survey is deployed to measure 
the associations respondents have with each 
brand in the index. The results determine not 
only where each brand is plotted on the 
quadrant, but also the bubble size representing 
mindshare. 

Our Methodology
We decided that a quadrant would be the clearest way to show the strength and positioning of a brand’s fame against its 
competitors. Plotting points also allow the Vennli research team to calculate the strength and direction of brand 
movements over time. This is particularly important after advertising campaigns or media appearances (for better or 
for worse!).

Each axis on the quadrant represents a factor. The X-axis traditionally represents Fame vs. Infamy (Reputation) while the 
Y-axis can take on Innovation, Prestige, etc. However, Vennli clients can choose whichever factors matter the most to 
them. This is key to properly measuring how well your brand messaging is resonating with prospective customers.
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A Brief Case Study

“Innovation” to help test messaging being used in their 
campaigns. Updates were made, and the progress can 
now be easily tracked by measuring the strength and 
direction of brand movements across the quadrant.  

To learn more about how the Vennli Fame Index can help 
you understand how your brand is perceived by 
consumers in today’s competitive marketplace, please 
reach out or click here to message us directly. We’d be 
happy to walk you through this exciting new o�ering!
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How do your customers think of your brand vs competitors?

https://www.vennli.com/contact-us?hsCtaTracking=99b09009-5167-4c67-8c3c-f8516d2c268b%7C20d7ad91-f86a-4814-aece-756a1276d49e

