


Research in Cognitive Theory

Perception Theory — Perception theory looks at how the human brain perceives the world.
Simply put, at any given time every individual naturally goes through 4 steps to process
information - they notice, categorize, group and infer. Asking consumers questions that
relate to those steps and following them along that path is a more organic way to obtain
their candid thoughts and feelings. Using Perception Theory allows us to cut through the
easy platitudes (“Its nice. I like it...”} and tap into people’s deeper, sometimes unconscious
thoughts.

Identity Theory - Identity Theory looks at how people define who they are and where
they belong in the world. By making a point to understand how consumers see them-
selves and who they aspire to be, we can more easily understand what is relevant to them
and the choices they make. For instance, if we know that a consumer sees themselves as a
young professional fashionista, we can get a better sense as to why or why not they gravi-
tate toward certain brands and messages.

Phenomenology — Phenomenology is the study of consumer experiences from their point
of view. When we apply Phenomenology, we ground ourselves in what we believe to be
an immovable truth: Consumers interpret the value of a brand (or message) within the
context of their own experiences. Using Phenomenology lets a consumer paint their own
picture, and allows us understand and isolate which experiences most accurately inform
how they connect to a brand.








