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Most brands
think they
understand
why people
choose them.

They don't.

\

Most people choosing your brand can't fully
explain why? <

The real levers of value often live below
conscious recall, in instinct, emotion and
subconscious-association.

Yet most research never reaches them.
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Why it matters

Research often captures what people can say.
We capture what they can’t.

When you don't understand the whole picture, it
creates commercial risk.

@ Investment goes into the wrong areas

@ Campaigns land, but have inconsistent impact
@ The emotional drivers of value are missed

Q Pricing decisions are made on incomplete data

@ You see Improved research scores but static sales

: v
MM-Eye

/ ThoughtScape

/




WE DON'T
ASK PEOPLE
TO EXPLAIN
We capture
Instinctive,
unfiltered
reactions.

houghtScape:
he truth about your brand

WE CAPTURE
WHAT COMES
NATURALLY
What people

mention matters.

What they don't,
doesn't.

WE MODEL
WHAT DRIVES
BEHAVIOUR
Linking
emotional
meaning to real-
world decisions.

Faster than qual. Deeper than quant. Built for decisions.

uncovers the

Instinctive associations shaping your
brand.

Is the output,
combining Al + human intelligence,
to bring it to life. Turning large-scale,
unstructured consumer thinking into
a clear, actionable view of what
defines your brand.
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ThoughtScape: Your brand, decoded

The Brand Reality Map turns words into meaning and shows what people instinctively
associate with you, not what you say you stand for. Every Pillar, and Moment is sized,

emotionally understood and linked to commercial impact so you know what matters, how it
lands, and where to act.
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What defines What is driving or Where and what

MAP : : :
your brand value damaging that value to fix or amplify
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‘INNCWMGWDN COMMS
The Challenge: A global The Challenge: A luxury The Challenge: A luxury
premiuy‘n brand struggled to . underwear brand faced a jewellery brand’'s campaign

saturated market with little
clear innovation whitespace.

ju rice premiums in a
cro ed market.

delivered high awareness
but inconsistent conversion.
ThoughtScape uncovered
that while the creative
signalled craftsmanship, it
failed to evoke the emotional
moments (self-reward,
personal identity) that
trigger purchase. By
reshaping messaging to
align with these instinctive
drivers, the campaign moved
from being admired to being
personally meaningful.

instinctive consumer category level associations

. responses to reveal the and revealed unmet

" deeper emotional emotional needs: comfort
associations shaping without compromise and
perception; sh Wlng that everyday luxury rather than
feelings like onfldence occasion-led indulgence.
status and rs%ssu rance were This exposed clear

the real drivers of premium - innovation territory, guiding
value, notjust features. This “ product development
reframed their brand - toward propositions people
positioning around emotlon didn't explicitly ask for but
Unlocking clearer g immediately recognised as Strengthening emotional
~justification for price and desirable. pull and increasing intent to
~ stronger differentiation. buy.
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Turning insight into impact

STRATEGY

The Challenge: An FMCG
brand struggled to define
“‘quality”, in a differentiated
way beyond category norms.

ThoughtScape revealed
that quality wasn't just
functional performance but
a blend of trust, consistency,
and small moments of
emotional reassurance in
everyday use. By redefining
value through this
emotional-commercial lens,
the brand was able to
sharpen its strategy.
Prioritising the attributes
that genuinely drive choice
and willingness to pay more.




ThoughtScape
takes you from
surface to

If you want to move from ‘better’ to ‘best’, you
have to go beyond what people say and
uncover what really drives them;
commercially and emotionally.

Focus only on delivering product excellence
or building an emotional connection and you
fall short.

Get both right and you justify your premium,
build loyalty and drive growth.

ThoughtScape reveals both. Not just what
people think, but how they feel about it.

You can find out more at www.mm-eye.com
or get in touch at info@mm-eye.com
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