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The exploratory study of using behaviors’ big data in

internet to measure brand performance

Ying. Lan Beijing Xinsight technology Co. Limited.
Beiping. Tan Beijing Xinsight technology Co. Limited.

Abstract The Internet has been changed the relationship between the consumers and
brands. As the meanwhile, the development of big data technology makes the
relationships can be tracked. There are many different touch points between
consumers and brands which all can be tracked. But the biggest difficult points are
whether and which touch points from big data have high relationship with the
traditional indices. Only solve this problem, the big data can be used in brand
management. In this article, we will explore the relationship and apply it to brand
measurement in digital era. We collected the big data about nearly 200 brands
information. Each brand has more than 30 touch points information which gathered
to four big parts, Content connection, Desire connection, Action connection and
Interaction connection. We found that, the behaviors’ big data in internet can be
gathered and calculated to a single one index, which named Brand Connection
Quotient, to measure the brand performance. We also found that different category
has different stages of development in the internet. Some categories have very high
frequency connection with consumers but some are very low. The other very
important result is the index of behaviors’ big data shows significant impact upon the
traditional brand power index and the category has the same significant impact to the
relationship between the index of behaviors and brand power index. With the
research, We learn that big data is truly a very useful technology to measure brand
performance in the internet and the real world. It makes the measurement more rapid,
detailed and accurate. The companies need to care about the changing relationship
about the brand and consumer and use the big data technology to measure the brands
and their consumers in marketing.

Key Word Brand Connection Quotient, Internet behavior, HLM, Big data, Brand

tracking



