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A new approach to Engagement measure
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100 big brands analyzed through ISARA approach (Fra nce list)
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Respondents are asked to anwser questions around .. .
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According to their answers,
people are classified into a particular group....

)��*������
���
��������

�
����8�
�%���#���

)��*���
�
����
������
����
����8�

#�*���
��������
���	���
�
����8�

�������

9 �#$����$

)��*���
�
����
������
����
����8�

#�*���
��������
���	���
�
����8�

�������

9 9
)��*������
��������������������%�������(��

)��*���������
���������

������������	��
������
�
��(��

)��*�������������������(��

)��*��������
��������������������


���� !

9 © OTO Research 2008 - Strictly confidential - All rights reserved - No reproduction or diffusion without written authorisation 

)��*���
���	���
�
����8�

�������

� ./���$�(#

)��*������
��������������������%�������(��

)��*���������
���������

������������	�:��
�
��(��� ����
��������(�����
��������	��	��:������(�

)��*��������
��������������������
�(��

)��*������������������
	���;�����������
����

)��*���
���	���
�
����8�

�������

9 ��'�$�(#�!��

)��*������
��������������������%�������(��

)��*���������
���������

������������	�:��
�
��(��� ����
��������(�����
��������	��	��:������(�

)��*��������
��������������������
�(��

)��*������������������
	���;�����������
����

)��*���
���	���
�
����8�

�������

9
)��*������������
�����
�������
������
����(�

)��*�������������������(�

)��*���
���

������������
���������
������(�

)��*������"�������	��������
�
��(��

���
����
���������	*����

9 �+,����-(��!��



…which builds the ISARA 0 of each brand
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In each group, some people have a “recommendation” ro le for the brand
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The Engagement index summarizes the rational and em otional response of 
consumers in terms of Engagement 

Calculation based on the % of interaction and the %  of 
recommendation

Recommendation
score*

Interaction level
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Extract from ISARA figures
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Some limits...
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Ranking of the 100 brands on the Engagement Index in  France:
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Ranking of the 100 brands on the Engagement Index in  Italy:
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ISARA 0 Research: a global diagnosis of the brand 
performance in terms of interaction and engagement

1. HOW MANY of my prospects and clients are 
interacting with the brand ?

2. How does it COMPARE to my key competitors 
performance ?

3. HOW do prospects and clients interact with the 
brand today (detail per interaction/ touchpoint )brand today (detail per interaction/ touchpoint )

4. WHO is interacting with the brand ? Who is not?

IMPACT on the brand image perception ?

5. How does it correlate to the INTENTIONS TO 
BUY the brand or to RECOMMEND it ?
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ISARA 0 Research: a global diagnosis of the brand 
performance in terms of interaction and engagement

1. HOW MANY of my prospects and clients are 
interacting with the brand ?

2. How does it COMPARE to my key competitors 
performance ?

3. HOW do prospects and clients interact with the 
brand today (detail per interaction/ touchpoint )brand today (detail per interaction/ touchpoint )

4. WHO is interacting with the brand ? Who is not?

IMPACT on the brand image perception ?

5. How does it correlate to the INTENTIONS TO 
BUY the brand or to RECOMMEND it ?

6. SUMMARY of the brand performances: the Engagemen t Index
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How can it support your teams ? 
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Why is it different ?

� �� A�
��	�B� ���������
������������������
������%���
����
��

�  �

���������� ��

�
�������
��

���� 6�����������������*�
�
�?�����������
�����7����� 
���

��������������%(+� �������
�
���

21 © OTO Research 2008 - Strictly confidential - All rights reserved - No reproduction or diffusion without written authorisation 

� ������������������� ���8����

� ��
��������������
��
���� �������������������������



© OTO Research 2008 - Strictly confidential - All rights reserved - No reproduction or diffusion without written authorisation


