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Brandwatch is a monitoring and analysis company 
with offices in the UK, Germany 
and New York (from July).



Campaign Planning
Campaign Measurement 
Campaign Evaluation

Brandwatch: how our clients use us

Brand research
Identify, route, engage, evaluate
responses

Site analysis
Language optimization

Identify, route, engage, manage
Customer Services
Prospecting
Customer retention

Market research 
Brand analysis
Thematics



Online Reputation Management 

All brands have issues from time to time. Being able to identify
the issue, understand what and where it is and whether it 
needs action is a critical part of managing a brand online

In this example the brand wants to understand what’s 
happening around their brand

• Identify the issue and alert them
• Track the issue
• Respond if needed
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Online Reputation Management - Nissan
Tracking the issue - there are huge numbers of mentions (219K per month)



Online Reputation Management
…. but about 1% are the ones the brands PR team would be interested in.



Online Reputation Management - Alerts



Social CRM

Identify and manage responses for customer service issues, PR 
issues and sales opportunities. To do this you need to:

•Identify the right mentions
•Route the right mentions to the right people
•Engage (if needed) 
•Manage the process
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http://www.youtube.com/watch?v=DgVCVoa1Ofo



Social CRM: Find the right mentions

In this example sales want to engage with English language mentions where 
someone may be looking to but a Nissan Qashqai, Brandwatch looks for 
mentions that match the following profile:

(qq OR qashqai) NEAR/5 ("looking at" OR buying OR “brand new” OR 
buy OR test OR getting OR try)

The following mention found on http://farmingforum.co.uk/ matches that 
profile:
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The customer service team add different category information to the mention 
to route the mention to the right person and to add data to the mention that 
will help measurement.

Social CRM: Route the mentions
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RBU Modelmention type

Priority level 
and Status are 
checked

Mention is time 
stamped 
automatically



They add notes to the mention and assign it to the relevant user

Social CRM: Route the mentions
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Assigned by 
email address

Notes have a full 
audit trail

Notes are added to 
the mention



The user can click on the chart to read the actual mention

Social CRM: Manage the mentions
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E.On - Fitting into org. structure

DEPARTMENTS
PR, Product & pricing, Talent, Retail, Renewables…

WHAT DO THEY TRACK?
Brand, plants, competitors, lobby groups, sponsorship, 
campaigns, events
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Fit the data to the organisation
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Reporting - managing data and tagging
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Tagging & charting
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Drill down
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A word on influence

• What is online influence?
• How does measuring it vary by source?
• How to use influence metrics
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Influential bloggers ….…
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Existing systems & Integration
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THANK YOU for listening
Giles Palmer
giles@brandwatch.com
@joodoo9
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