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Evaluate each brand on each attribute.
Rate importance of each attribute.

• Taste
• Color
• Size
• Recognizability
• Sustainability
• Price
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Myth

Product ingredients are the most 
important driver of quality 

perceptions.

Brand knowledge is the most 
important driver of quality 

perceptions.

Truth
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Recognition:
Are we known?

Image:
What are we known for?

Brand Knowledge
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