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Embrace a digital brand health tracking age

Johnson Hsiao, Ipsos Senior Research Manager

For many brand owners, regular tracking of brand health is an indispensable investment. Just like
human health checkup, regular brand health checks provide clues to examine the competency of your
brand and serve as an effective tool to track competitors as well. With the changes in brand
communication tools and media environment, traditional brand health tracking surveys also require

revamp, included covering social intelligence, which is a trend that brands can't ignore.

The traditional brand tracking survey focuses on the consumer's memory of the brand, a unique link
to a comprehensive set of ideas, experiences, impressions, stories, links, colors, sounds, symbols and
even memories. By regularly tracking key brand KPls, you can understand the changes in consumer
perceptions of brand memory. On the other hand, through social intelligence, brand owners can
understand a series of moments of continuous accumulation of brand or product interaction with
consumers, including product experience and word-of-mouth communication among consumers.
Compared with the traditional brand tracking survey, social intelligence allows brand owners to learn
more about real brand and product usage scenarios from the perspective of consumers, and to

explore more different and deeper consumer insight

However, if the brand owner wants to incorporate social intelligence into the brand's health tracking,
is there anything needed to be pay more attentions? Based on Ipsos' observation, the brand owner

should at least pay attentions to the following eight points.

. Sometimes, people just don’t talk about the category

For some sensitive (like diseases) or low-involved categories (like toothbrush), people rarely
share their opinions on the Internet, or consumers prefer a more private online group to

discuss.

. Sometimes, people just don’t talk about brands

The discussion content on social network varies by category and brand. Many times, if brands
are not actively on the social platform, or lacking the focus what consumers are really
interested, it is difficult to attract consumers' attention and have more discussions on the

Internet.

. Not all content is consumer generated

The contents on social platform often includes paid & owned content of the brand itself. Also,
more and more contents are produced via robots or programs. When the brand owner analyzes

social data, must be taken to ensure strict data cleansing.



. Privacy is a concern

The fact that can't be ignored is that 18% of people will not disclose their conversations on the
Internet, and often only open to specific relatives and friends. In addition, increasingly strict
privacy restrictions may led to an increase in the so-called “dark social”, online conversation

unable to track.

. Not representative of total market

Not everyone will post on Internet. Similarly, the people often posting on the Internet does not
be equal the overall population. Any important insights found on social platform should be

careful to interpret if only reflecting the voice of particular group.

. Difficult to target specific groups

The focus of the social intelligence is to understand who post, who involve discuss rather than
the traditional consumer analysis methods. The so-called online user profile refers to the profile
of the post. At the same time, we can’t zoom into specific group of interest(eg. Purchase

intenders)

. Distinctive associations are top social topics

People talk about things that are prominent in their minds at a particular moment. Therefore,

established brands that do not have distinctive associations may not surface on social.

. Small brands tend to over-index

The smaller niche or emerging brands that are more exciting tend to be talked about more than

the established brands that have less new news to share.

Despite the above-mentioned areas that need attention, the analysis of social intelligence often
strengthens traditional brand tracking KPI, providing brand owners with more immediate and useful
information to diagnose the situation of the market and consumers, and also provides more

resources with brand strategy development.



Ipsos is the global leader in branding and marketing research and has locations in over 89
countries across the world. Our creative solutions help us build strong relationships which lead
to better results for our clients. This has made us the trusted advisor and with all matters lead
by our industry expert from measuring, modeling to managing customer and employee
relationships.

For more information, visit us online at:

https://www.ipsos.com/en-tw/solution/overview#category3

or contact our research team:
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