
So How Is Your Brand Performing Out There in the 
Marketplace? 
Once, answering that question was a relatively straightforward 

matter. Not anymore. Today—in a world of proliferating media 

channels and head-spinning consumer choice—monitoring 

the health of your brand and the effectiveness of your mar-

keting spend is more complex than ever before. And account-

ability is now so much higher on the corporate agenda.

Millward Brown has led the way in continuous brand track-

ing since the 1970s. Now, we’ve drawn upon our unrivaled 

experience and knowledge base to devise a unique new ap-

proach that meets the challenges facing marketers today.

State-of-the-Art in Ongoing Brand Assessment
With Millward Brown Dynamic Tracking, you get to see the 

whole picture. It’s a single source of data and insight, cover-

ing all your marketing activities and every aspect of consum-

ers’ relationships with your brand. 

HELPING OUR CLIENTS MONITOR IN-MARKET PROGRESS

Dynamic Tracking – Brand 
Health: The Full Story
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From awareness and positioning, to the effectiveness of your 

communications, to the impact of point of sale or packaging, 

Dynamic Tracking provides a complete 360° view of brand 

health and a continuous flow of knowledge about what is  

working for your brand—and what could be working better.

Dynamic Tracking provides the broadest perspective and  

insight available to make the right decisions for your brand—  

from a single source.

Reinventing Brand Tracking to Meet the Demands of 
Marketing Today
For more than three decades, Millward Brown has led the 

way in devising new and better brand tracking survey de-

signs and analytic techniques. Over this period, we’ve carried 

out 15,000 brand studies and built up a database of over 

25,000 brands around the world. 

Now, in response to massive changes in the marketing and 

brand management landscape, comes the next leap forward. 

In developing Dynamic Tracking, we’ve identified best practic-

es in research methods. We’ve made extensive use of qualita-

tive and quantitative techniques to explore shopper insight 

and sales activation. And we’ve questioned and challenged 

everything we know about concept and copy testing, word-

of-mouth tracking, brand health, and brand equity evaluation.  

Above all, we’ve given free rein to our creativity and drive for 

innovation, as we constantly seek to refine and perfect the 

tools we can offer you for getting to the heart of what makes 

your brand successful. 

Dynamic, Not Static: A Process, Not a Product
The clue is in the name. Dynamic Tracking is not just wider in 

scope than other methods of monitoring brand success; its 

unique modular structure also makes it far more flexible and 

responsive both to your current needs and to all the changes 

that may occur in your brand’s environment over time—from 

shifting consumer attitudes to an unexpected increase in 

competitor activity.  

Most importantly, the process begins with a discovery phase. 

There is absolutely nothing “off the shelf” about Dynamic 

Tracking. Before we can even begin to design your ongoing 

survey, we need to explore your brand and business issues—

not just by discussing them with you, but by talking to all the 

relevant people responsible for the long-term health of your 

brand. 

And, once your Dynamic Tracking study goes live, we’ll 

maintain regular communication with you and your brand 

management team, providing you with a constant flow of data 

and insights.

A Modular Approach to Keeping Pace with Change
As we explain below, each Dynamic Tracking module explores 

a specific aspect of overall brand health. A set of core ques-

tions ensures accuracy and enables us to provide you with 

valid comparisons against our database; but we will always 

tailor the content of each module to your particular issues 

and category. 

The key, however, to Dynamic Tracking’s unrivaled respon-

siveness to change is that different modules will be brought 

into your study, or withdrawn from it, as the opportunities and 

challenges facing your brand shift and evolve. By constantly 

reassessing and, if necessary, adjusting the design of your 

study, we can ensure that you always know exactly what you 

need to know, exactly when you need to know it.  

Let’s look at the main building blocks, which, in varying  

combinations, your study will incorporate:
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evaluation of the effectiveness of different sales activation 

initiatives, and valuable insights into the factors that  

motivate potential customers to buy.   

Media and Communicatio•	 n: Are your marketing commu-

nications working? Are the media you are using optimiz-

ing the effectiveness of your communications? If you are 

on TV, for example, might program sponsorship deliver 

a better return on your investment than advertising? We 

deliver exceptionally detailed and accurate answers to such 

questions, enabling you to strengthen your creative and/

or media strategy and adjust your plan to maximize ROI. 

While consumer advocacy has always impacted brands, we 

have developed new ways to measure “third party” com-

munications such as blogs and mobile communications.  

Brand Positioning•	 : Successful brands don’t stand still;  

over time, you’ll need insight into perceptions of brand 

personality and how, in general, consumers relate to  

your brand at an emotional level. Employing a number  

Brand Essentials•	 : Of course, there are certain fundamental 

types of data that you will want on an ongoing basis, such 

as brand awareness, usage, and consideration. So this 

module is designed to provide these vital basics of brand 

health. Beyond this fundamental data, the Brand Essentials 

module delivers powerful measures of brand equity,  

emotional affinity, and desire. 

Brand Experience•	 : These days, it’s widely understood 

that every interaction between consumers and a brand 

can make a difference—influencing such things as repeat 

usage and whether or not a customer recommends the 

brand to others. This module assesses how direct inter-

action with your brand affects customers and potential 

customers. 

Point of Sale•	 : You’re generating demand, but are you  

turning demand into sales? This module will help you  

understand why sales opportunities are being missed  

and how to convert more of them. We provide in-depth 

DYNAMIC TRACKING SURVEY MODULES (OR QUESTION SUBSETS) WILL VARY over TIME ACCORDING TO TOPICAL 

ISSUES AND RESEARCH NEEDS

DYNAMIC TRACKING RESEARCH PLAN
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of powerful tools, this module will provide the information 

you need to refine and strengthen both brand and  

communication strategy. 

 

We also have a number of proven techniques for exploring 

issues around price and value, enabling you to maintain a 

competitive edge. We can help you identify and drill down 

into key market segments. And if, at any time, there is 

anything else you need to know about the health of your 

brand and the current state of its relationship with con-

sumers, we can create custom modules and incorporate 

relevant learning from other existing research into your 

study. 

Maximizing the Link to Sales and Accountability
At Millward Brown, we know what creates brand success.  

And, while every Dynamic Tracking study we carry out is  

different, our ultimate focus is always the same: helping our 

clients improve brand performance and profitability. 

With Dynamic Tracking, you’ll see more clearly than ever  

before how all your marketing activities—and every interac-

tion between your brand and your customers—are influencing 

sales. Multivariate and modeling techniques will enable us to 

show you, with great accuracy, the return on each part of your 

marketing investment. 

And if you need to see the bigger picture—how current or 

planned brand activity relates to the overall financial value of 

your brand—our financial and brand consulting practice,  

Millward Brown Optimor, has a team of leading experts in the 

field. Complete boardroom accountability is now within your 

grasp.

The Future of Brand Health Assessment...Available 
Today
What does the future hold for your brand? Impossible to say 

for sure. But with Millward Brown Dynamic Tracking, you can 

be 100 percent certain that, whatever may happen in your  

market, you will always have the best, most complete, and 

most current information and insights on which to base  

your critical brand decisions. 

Our Experience
Millward Brown helps the world’s leading local and global 

brands maximize their marketing effectiveness. Providing  

both qualitative and quantitative research-based advice, we 

help marketers successfully manage their brand assets and 

optimize the return on their marketing, communication,  

and media investments.

Our key areas of focus include: 

Brand Strategy•	

Brand/Customer Experience•	

Creative Development and Campaign Evaluation Across  •	

All Marketing and Media Channels

Consumer Needs/Values•	

Media Planning and Strategy•	

ROI, Forecasting, Brand Investment Management and •	

Valuation

Whatever the business issue, we always focus on the same 

numbers—the ones that appear on your bottom line.

Contact Us
For more information on Dynamic Tracking, please visit our 

website to access our global directory and locate an office 

near you. 

www.millwardbrown.com


