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● Introduction

● Collecting the right data

● Monitoring your brand

● Keeping in touch with your brand

What this 
guide covers

Click the links to jump straight to that 
section. For more information visit our 
Help Center.

https://consumer-research-help.brandwatch.com/hc/en-us


Objective: The purpose of this guide is to give you an 
overview of how to best monitor your brand using the 
Brandwatch Consumer Research platform.

User level: Aimed at beginner level user of the Brandwatch 
Consumer Research platform. 

Introduction
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Why monitor a brand?
● To get to understand to the voice of our customers

● Understand what your customers are saying and why

● Aid brand development by understanding what 

resonates with your audience

● Protect your brand image and understand your 

reputation
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Starting off with 
the right data

In order to ensure you can conduct thorough analysis of your brand, you’ll 
need to start off with the right data.

By plugging in your data source into a dashboard, we can fuel it with right data 
we want to analyse.

This means writing a query which captures all relevant mentions of your 
brand.

With a well-rounded brand query, you can rest assured that you will be get an 
accurate representation of your brand online.

On the next few slides we will demonstrate how to write a clean brand query.
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Keywords

Use Brandwatch as a keyword to pull in 
mentions where Brandwatch is used as a 
word.
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Currently using Brandwatch to discover which are the most 
popular summer destinations!



@ mentions

Use @ to find mentions online that have 
tagged your handle, irrelevant of if keywords 
are used.

I’m using @brandwatch to monitor my consumer conversations
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engagingWith:

Use engagingWith:brandwatch to find 
mentions where people respond to (or 
retweet) a post from the @Brandwatch 
account, even if they don’t tag them in.
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Tom stone Retweeted



author:

Use author: to find mentions online that have 
been posted by the Twitter account.
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# hashtags

Use a # to find mentions online that include 
your brand, slogans or campaigns. 

Hashtags are a modern language so include 
all that are unique to your brand.

With social insights we can get to the heart of our customers 
#brandwatch #brandwatchBCR
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title:

Use title:Brandwatch to find mentions that 
have Brandwatch in their title e.g. News or 
Forum sites.
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links:

Use links:brandwatch.com to find mentions 
that include a link to ikea.com, regardless of 
whether they mention Brandwatch in the text.

This operator will also collect shortened (Bitly) 
links too.
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Recommend:  www.brandwatch.com/blog/ if you’re interested 
in reading about understanding consumer insights.



site:

Use site:brandwatch.com to find mentions 
that have been posted on brandwatch.com.
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Your Query
As a results, by combining these 
operators we can ensure that all 
relevant conversation is 
captured in its entirety.
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Create a Brand Dashboard
Once you have your brand query, you can begin to analyse the data!

The dashboard you create will act as the hub of insights on your band, 
so you want to make sure you capture all insights. The dashboards 
come equipped with a full range of components designed to help 
answer a wide variety of business questions. 

On the next few slides we will explore some of the best practises for 
brand monitoring, these include:

● Measuring volumes of conversation 

● Monitoring trends and topics of conversation

● Monitoring where online conversation comes from

● Assessing who your audience is
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Measuring volumes
Volume components will be vital in understanding the when’s 
of your brand.

When are people online and talking about my brand?
When do people tend to post about us?
Which day of the week seems to be the most prevalent in 
conversation around us?

By using components such a Volume Over Time, you are able 
to measure the crucial insight that is the 

Are volumes rising or falling?

By combining volume over time alongside a benchmarking 
component we are able to understand incoming volumes 
alongside comparisons of a previous date range for further 
context.
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What is driving its 
momentum?
Each spike in your data could be driven by a variety of 
mentions, or simply just by one viral mention.

You can click in to dive into your data. Once in a spike or 
segment, you can sort with a variety metrics to see which 
posts have gained traction. 

While this is recommended, save yourself time by simply 
enabling Iris - our AI assisted personal analyst which will 
detect and analyse the drivers of the peaks in your data for 
you!

See if a Tweet was Retweeted a lot of time, if a hashtag went 
viral, or perhaps a sub-Reddit saw a lot of activity. Iris can 
detect this and much more.
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Monitoring topics 
and trends
Conversation components are crucial in understanding the what’s of 
your brand.

What's being said about your brand?

Components such as the Word Cloud allow you to visualise the most 
prominently mentioned topics. These topics can be further broken 
down by specific areas of interest such as by hashtags, organisations, 
people and more. 

What’s trending?

The Trending Topics component will do just this. See what is current vs 
fading and the volumes around these topics all in one place.

What’s driving positive/negative sentiment around our brand?

Utilise the Filter bar to isolate the positive and negative in your 
conversation allowing for a clearer insight.
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Monitoring where online 
conversation comes from

Monitoring the content sources that conversation around your 
brand derive from online is vital in understanding the where’s of 
your brand.

Where is my conversation coming from? 
Where online do people go to make complaints?

Understanding the share of voice on different content sources is 
vital if you are to understand not only what is being said, but 
where it is being said.

Utilise the Customisation bar on each component to give new 
perspectives of your conversation; Breakdowns such as Content 
Sources or Sentiment can reveal news depths of your data.
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Assessing your 
audience
Assessing you audience with author-focused Components will 
enable to answer the who’s of your brand.

Who is speaking about your brand?
Who are your influencers or detractors?

By identifying your audience and assessing their demographics, 
you are able to better grasp those behind your brand’s reputation. 
This insight allows you to make consumer-led strategic decisions 
around your brand management.

The Top Authors component will do just that. By ranking your 
audience by a metric of your choice, including Reach, Impact and 
the total sum of mentions, you can curate a list of authors using 
the Authors List option to further filter by and analyse them.
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Each component is is unique, and so are the metrics that matter 
to you. When monitoring your brand, think about engagement 
metrics are important to you.

Use these metrics to filter your data to your needs.

● The type of post (How are people engaging; original 
posts, shared or commented content) 

● Unique Authors (is your audience increasing)
● Site Visitors (what's been visited)
● Reach (How many people are seeing the content)
● Impact (Is engagement high)

Organize your data accordingly to identify the insights most 
valuable to you.

Tell-tale metrics
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Whilst having a well-built brand dashboard at the ready is the key to a 
strong foundation for brand analysis, you can’t be on your dashboards 
24/7. Therefore, you may miss a very important Tweets that has gone 
viral overnight, or and influx of negative sentiment, perhaps.

Signals and Alerts can be set up to help keep in touch with your data, 
specifically on topics that matter most to you. By setting up email 
updates on either an increase in volume of conversation or mention of 
a specific topic you are monitoring very closely, Signals and Alerts are 
key to keeping in touch with your brand when it matters most.

Signals provide intelligent updates when there is a change in your data, 
for example, a trending news article.

Custom Alerts give you the ability to filter what you want to be notified 
upon, along with what criteria warrants an alert.

Detect with Signals 
& Alerts
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Inform

Sharing your brand analysis findings with the right stakeholders is 
key in learning from your brand analysis.

Use tools such as exported dashboards and automated reports to 
quickly share insights within your organization.

With a widespread understanding of your brands performance 
online, you can liaise with your teams internally to take appropriate 
action from your findings.
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Tell a story. A brand monitoring dashboard should tell the reader a story and be easy to navigate. By labelling tabs clearly and maintaining a linear 
narrative throughout them, your dashboard will make clear sense to any reader. 

While there are lots of Components to choose from, when adding them in, ask yourself: Which of these Components will answer the business 
question I am trying to ask? Don’t be afraid to layer filters and manipulate the customize bar. The possibilities are endless.

Your plan of action for conducting brand analysis should include:

● Having the right data sets. Ensure your brand query is clean and thorough. Combine any relevant social channels you wish to analyse at 
this point.

● Create a dashboard that answers when, what, where and who. 
● Ensure you are keeping in touch with your data and the topics that matter most to you with Signals and Alerts.

Final thoughts



We hope you found this guide useful and can start making 
the most out of your data in Brandwatch. 

Take a look at our Help Centre if you need any further help, 
or sign up for one of our webinars to build on your 
knowledge. 
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https://consumer-research-help.brandwatch.com/hc/en-us
https://learning-zone-help.brandwatch.com/hc/en-us/articles/360013420557-Training-Webinars
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