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Case Study





BRANDS ARE NOT STATIC, BRAND TRACKERS SHOULDN’T BE EITHER

• Brand trackers must capture more than 
awareness and KPI metrics, instead layering 
methodologies that capture nonconscious 
emotions and perceptions of the brands.

• Using scale type questions limits the ability for 
respondents to speak to how the brand lives 
in their mind - leveraging an open ended 
question designed to capture top of mind 
perceptions uncovers a broader array of 
results.

• Most brand trackers are not designed for the 
mobile age, biasing responses and restricting 
insights. Meta4 Insight is device agnostic and 
quantifies rich qualitative data at scale.
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METAPHOR ELICITATION: A SYSTEM 1 APPROACH TO OPEN-ENDED QUESTIONING

Please select one image that best 
captures the values and personality 
traits of someone who would 
drives a Tesla.

“A tall building in a modern downtown 
area that’s trendy and blue”

Step 1: Image Selection Step 2: Description
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Survey UI

Respondents select an image to answer a 

question. ~600 images display in a 
randomized grid. On average, respondents 

scroll through 150 images.

Respondents describe the image to ground 

themselves and confirm meaning:

Respondents explain how the image 
answers the question:

Analysis + Output

Step 3: Interpretation

“A person who is modern, tech savvy, 
works in tech field, is business minded, 
likes the newest and latest technology, 
young, and has the drive to succeed.”

Themes are displayed in a radar chart to infer the general space a 
concept operates in, and to discourage the implication that there are 

winning and losing themes in the output of natural respondent 
qualitative text data. Salient themes represent top-of-mind 

connections. Themes are not mutually exclusive; it’s feasible for one 
respondent to speak to multiple themes in their answer.
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Verbatim from Step 3 thematically coded with text analytics software 
to enable the quantification of salient qualitative themes: 

Please select one image that best captures the 
values and personality traits of someone who 
would drives a Tesla.

How does this image best capture the values and 
personality traits of someone who would drives a 
Tesla?
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RESPONSE LATENCY: A SYSTEM 1 APPROACH TO UNCOVER IMPLICIT ASSOCIATIONS
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A B

Respondents complete a 
series of forced choice 

comparisons with various 
stimuli options

Speed (latency) and 
frequency of selection are 
used to complete analysis 

and reporting

+
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Top Right: Fast response and frequent selection. The association is implicit, 
subconscious, and engrained in the psyche. 
Top Left: Slow response and frequent selection. The association is very cognitive, 
deliberate and rational, requiring more thought.
Below 40% : Lower frequency. The association is weak
Why seconds off the average? Individual dexterity, device, and internet connection 
speed all play a role in how long it takes respondents to make a selection. To 
standardize the latency variable and evenly compare respondents to each other, we 
first calculate how long it took respondents to make a selection against their own 
average, then compare at an aggregate level if the trait was selected slower or faster.

Y-Axis: The percent of 
times the trait was 
selected in the sample 

X-Axis: Milliseconds the 
respondent selected above 
or below their individual 
average response time 
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BRAND FUNNEL METRICS TELL THE STORY OF BRAND OWNERSHIP AND PERFORMANCE
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Wave 1 Wave 2 Wave 1 Wave 2 Wave 1 Wave 2 Wave 1 Wave 2

Unaided Awareness 65% 50% 63% 62% 50% 53% 55% 65%

Aided Awareness 80% 90% 70% 71% 84% 87% 68% 76%

Advertising Awareness 29% 27% 26% 20% 31% 24% 23% 33%

Ever Owned 37% 26% 28% 41% 25% 27% 29% 32%

P12M Purchase 16% 13% 15% 12% 15% 7% 17% 12%

Preferred Brand 38% 44% 34% 37% 37% 43% 40% 30%

Future Buying Intent
(12 Month) 5% 8% 11% 11% 8% 7% 10% 6%

National
Sample

Significance testing not shown above, included in all deliverables.
Note: Quantitative awareness/KPI data simulated to represent brand tracking deliverables.



ADVERTISING CHANNEL KPIS INFORM MARKETING STRATEGIES AND CAMPAIGNS
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Wave 1 Wave 2 Wave 1 Wave 2 Wave 1 Wave 2 Wave 1 Wave 2

P30 Day Advertising Awareness 17% 17% 18% 17% 47% 17% 24% 17%

Aided Advertising Source Recall Wave 1 Wave 2 Wave 1 Wave 2 Wave 1 Wave 2 Wave 1 Wave 2

Internet or social media (Facebook, Reddit, 
Instagram, etc.) 40% 40% 36% 40% 38% 40% 39% 40%

Blog, magazine, or newspaper article 27% 27% 27% 27% 29% 27% 25% 27%

TV or video 26% 26% 31% 26% 50% 26% 33% 26%

Public space (billboard, outdoor space, bus, train) 20% 20% 23% 20% 24% 20% 24% 20%

Celebrities or personalities 18% 18% 15% 18% 21% 18% 14% 18%

Sponsorships & events (sports games, concerts, 
fairs, festivals) 17% 17% 20% 17% 18% 17% 20% 17%

Email 10% 10% 11% 10% 9% 10% 10% 10%

Radio or podcast 10% 10% 12% 10% 13% 10% 13% 10%

Other 5% 5% 9% 5% 6% 5% 7% 5%

National
Sample

Significance testing not shown above, included in all deliverables. 
Note: Quantitative awareness/KPI data simulated to represent brand tracking deliverables.



EIGHT TERRITORIES ENCOMPASS THE SALIENT, TOP OF MIND PERCEPTIONS OF TESLA
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Wave 1
Wave 2 Status

Portraying a high-class, sophisticated individual. In some 
instances related to a person who has achieved success, or whose 
profession is a doctor, engineer or businessman to name 
examples. 

Classic
Perceived as a brand that has a long and rich history, well-
established. As well as associated with a a traditional, old-
fashioned individual.  

Joy
Able to create the emotion of joy when driving the vehicle or joy 
by owning the vehicle. In some cases feeling is also tied to 
excitement and adventure involving the brand.  

Performance
Related on how well the vehicle performs in terms of durability, 
speed, reliability and other attributes. More around the functional 
elements of the vehicle and the brand. 

Environmentally
Friendly

If the vehicles are believed to be low emission, or if the person 
driving the vehicle is associated with someone who cares deeply 
about their impact on the environment.

Innovation
If the brand is believed to be constantly implementing 
technological upgrades to their vehicles, modernizing the industry 
and having a fast-forward mentality.   

Safety
If the vehicle is believed to be safe, strong and durable against 
accidents. In other instances if the vehicle brand is believed to be 
trustworthy. 

Family 
Friendly

If the vehicle is suited for families and children, thanks to the 
vehicle’s attributes and safety. Or if driver is believed to be a 
family person. 

Q: Now, please explain why you selected this image. How does this image capture the values and personality traits of someone who would drives a Tesla?
Significance testing not shown above, included in all deliverables. 

Between Wave 1 and Wave 2, perceptions of Tesla have shifted further into 
existing territories. Those surveyed in Wave 2 perceive Tesla to be more 

innovative than in previous ways – linked to PR campaigns around new battery 
technology and space exploration. There were other minor shifts in perceptions –

most notably around status, joy, and performance.
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Well-off business people, innovative thinkers
“Tesla's are owned by well-off business people who are 
interested in the latest technology in cars and responsibility to 
the environment. They see a Tesla as a way to show off that 
they are innovative thinkers.”

“Status” Theme in Wave 1: Wealthy professionals

Tech-savvy and business minded, drive to succeed
“ A person who is modern, tech savvy, works in tech field, is 
business minded, likes the newest and latest technology, 
young, and has the drive to succeed.”

Successful and knowledgeable individuals
“Successful person with conscience of environments. Willing to 
walk, sacrifice comfortable life style for the sake of saving 
earth. Big IQ, with a lot of knowledge and desire to find out 
more. Future oriented.”

Pioneers, accomplishment in trying out new products
“A person who drives a Tesla seeks out unique experiences. 
They are often the first to try new products, and feel a sense of 
accomplishment when obtaining the object of their desire.”

Tech-savvy, cares about the environment
“A person who is conscientious about energy consumption 
footprint. It indicates that they are spending money on future 
technology so that we can strive toward a society not bent on 
consumption but steering to conservation.”

“Status” Theme in Wave 2: Winners and trendsetters

Successful, analytical and liberal thinkers 

“People who choose Tesla tend to be successful analytical and 
detail oriented people who are most concerned about 
evidence, not perception. They are also concerned about the 
environment and tend to be liberal thinkers.”

Not only to showcase wealth, concerned about the world 
“A person who drives a Tesla is all for research and innovation 
and wants to control what they can in their lives, but also is 
concerned about the environment and making the world 
better, not to just be rich.”

Stylish, keep with the latest technology 
“A Tesla driver likes to have the latest technology and 
experience life by moving quickly and in style. They are also 
technologically savvy and conscious of environmental issues.”

TESLA DRIVERS ARE THOUGHT OF AS ACCOMPLISHED INDIVIDUALS, BUT WAVE 2 ALSO 
HIGHLIGHTS THEIR DESIRES IN MAKING THE WORLD A BETTER PLACE 

Exploring the verbatims that support each theme across waves tracks the brand’s evolution and positioning. 



THE TESLA BRAND SCORECARD SHOWCASES PERFORMANCE ACROSS KEY METRICS
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How well the brand resonates with people

Visual Universe Top of Mind Brand Perception Index Implicit Brand Associations

Unaided
Awareness

Wave 1 80%

Wave 2 90%

Wave 3 -

Wave 4 -

Wave 1 29%

Wave 2 27%

Wave 3 -

Wave 4 -

Wave 1 65%

Wave 2 50%

Wave 3 -

Wave 4 -
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Brand
Resonation

Wave 1 69%

Wave 2 71%

Wave 3 -

Wave 4 -

27% 50% 71% 71%

Resonates 
well

Doesn’t
resonate at 

all

AVG. 63%

91% 
avg.

30% 
avg.

55% 
avg.

63% 
avg.

The images used to speak to the brand change from 
Wave 1 to Wave 2. In Wave 2, the largest image is the 

lightning bolt and windmills, a product of the 
innovation perception that is unique to the wave.  
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Significance testing not shown above, included in all deliverables. 
Note: Quantitative awareness/KPI data simulated to represent brand tracking deliverables.


