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Consumer’s new decision system



Long Decision Chain in Mass Media Era

Consumers receive brand’s information from mass media, accept and recall message then 

buy this brand.

Receive and accept Recall and buyMemory



Empower Consumer in Digital Era

Digital media empower consumer to search and select related information and purchase 

anytime in any place.



Consumers no longer rely on memory

Academic report: 



Make decision with Internet

When people want to buy, they will search, read content, go to e-store and express in internet.

Content

Search E-store

Social



Digital equity of brand



Brand exist in consumer’s mind

more memory, stronger the brand
Mass-media era

Connections exist in the memory



Brand also live in in digital world

more digital connection, more powerful brand

Digital era
Consumers connect brands directly



New Equity of Brand Owner in Digital Era

Digital connection between

Consumer and brand

Data of digital connection

Between consumer and brand

Digital Brand Equity Data Equity



Brand CQ

measure all connection between consumer and brand
The relationship between consumers and brands is 

been digitalized. 

Today, consumers connect brands through various 

digital media: stimulated by digital ads, reading digital 

contents, searching digital information, purchasing 

online and  sharing experiences with other consumers.

Therefore, the digital connection between consumers 

and brands on digital platforms can  be used to evaluate  

a new kind of brand equity

Brand Connection Equity



Application of Digital Equity



Brand CQ Covers all of Consumers’ Behaviors

Brand CQ

（ Connection frequency of all the contact with the brand per 10000 persons per week）

Content connection

• Official Website

• Official Forum

• Vertical Website

• Q&A Website

• Encyclopedia 

Website

Desire connection

• Search Engine

- 360

-Baidu

- Sogou

• Search in Q&A 

Website

- 360 Q&A

-Baidu zhidao

- Sogou

Action connection

• Search in Vertical E-

commerce Website

• Official Flagship Store

• Official E-store

• Search in 

Comprehensive E-

commerce Websites

Interaction connection

• Social Website

- SNS

-Blog

- Epaper

-BBS

- Video

-Weibo

-Wechat

-Q & A

-News

Content Search Purchase Share



The power of big data

Real Time

•Weekly data

•Report in 1 
week

In detail

•All kinds of 
touch points

•All cities

•All brands in 
category

Sensitive

•Clear 
response to 
campaign



Brand CQ is highly correlated to Brand Power

BANK

R² = 0.9426

R² = 0.7391

R² = 0.6712

R² = 0.8048
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Cover all the provinces and cities

Show brand connections of consumers in different provinces of China, and brand 

development in different levels of markets.

BCQ 
low

BCQ
moderat
e

BCQ 
high

A-class 
cities

B-class 
cities

C-class 
cities

D-class 
cities

BMW AUDI

Performance in China
Performance in cities

BMW AUDI



Cover all touch points

Look for and optimize the channels to connect consumers.

Brand 
A

820,322 

18,740 71,597 34,389 

60,939 

116,626 109,198 

39,054 

CCI DCI ACI ICI 0.0% 1.1%
22.1%

76.7%

0.0%0.0%

30.1%

0.0%

69.7%

0.2%

百科类 垂直网站 官方论坛 官网 问答网站

0.0%

97.7%

0.0% 2.3%0.0% 5.5%

43.9% 50.6%

垂直电商搜索 官方旗舰店 官方商城 综合电商搜索

1% 5% 1%
23%

1% 14% 5% 2%

49%

0%0% 3% 0%

38%

2%
11% 5% 3%

38%

0%

SNS 博客 电子报 论坛 视频 微博 微信 问答 新闻 其它

channels

CC-
channels

品牌A

品牌B

品牌A

品牌B

品牌A

品牌B

品牌A

品牌B

32.4%

67.2%

0.4%
26.0%

60.5%

13.5%
31.0%

68.6%

0.4%
37.3%

51.1%

11.7%

360搜索 百度 搜狗 360问答 百度知道 搜狗问问

Brand 
B

Note

CCI: Content Connection Index

DCI: Desire Connection Index

ACI: Action Connection Index

ICI: Interaction Connection Index

DC-
channels

AC-
channels

IC-
channels



Sensitive Brand CQ

evaluating marketing ROI effectively
The Brand CQ is highly correlated to IGRP (spending) data.

The IGRP Brand CQ
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Big Data Ecosystem in China



Marketing Data Providers in China

Data Description Data details
Data 
Value

Open to Advertiser
Cross 
Publisher

Baidu
Search/Baidu
Analytics/Baidu Map

Search behavior, small
website behavior, location

**** begin to test no

Alibaba
Tmall/Taobao/
Gaode Map

Purchase behavior, location ***** not yet no

Tencent Wechat/QQ Personal Demo info ***** not yet no

Miaozhen 
Systems

Ad Tracking Media consumption behavior *** begin to test yes

DSPs Ad Tracking Media consumption behavior * yes yes

Stream Data 
Panel Vendors

Stream Data All online behavior *** yes yes

Demo. Panel 
Vendors

Demo. Panel Demo info * yes yes

Internet 
Carriers

Stream Data All online behavior ***** begin to test yes

CRMs Offline data Purchase behavior ** begin to test Yes

App Trackers App Tracking App consumption behavior *** yes yes



Single source data

big data are available from advertising to sales

Communication Behavior and attitude Sales

PC Mobile

OOH

DTV

O
n

li
n

e

Offline TV

Online sales

Offline salesAttitude

Digital behavior
(content, search, e-commerce)

iWOMSocial

ADMonitor
ISP data and browser data

Social Monitor

Survey panel

E-commerce tracking



About Xinsight’s dream



Xinsight: Providing programmatic insight

by big data and small data integration

Big data and 
small data

Products

• Brand
Tracking

BrandCQ

• CDJ

• CI

XPath

• Eye 
tracking 
on cloud

GazeLab

• Quick ROI

DigiROI

Quick Detail Accurate
Programmatic 

insight
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Peking Tan
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