
 

Tracking Studies 
  
Tracking studies are often described as longitudinal as they ask the same questions 
to measure the perceptions of participants with similar demographic, psychographic 
or other characteristic over time (Mack, 2019). This makes tracking studies an 
effective market research tool to analyse the changing views of groups of 
consumers over time. It is essential for businesses to continuously study the market 
and understand whether there is an appetite for the product or service being 
offered.  Additionally, tracking studies allow businesses to measure factors such as 
brand awareness, customer satisfaction, and customer sentiment – these data 
provide invaluable market insights which allows businesses to analyse marketing 
strategy, observe competitor performance, as well as understand brand health and 
sales performance. In market research, tracking the same people is not always 
possible so the same questions are asked of similar people at different times.  
 
Psychology within the market is what moves the market; thus it is acknowledged that 
psychology spurs, develops, and even ends market trends. Tracking studies allow the 
understanding of how perceptions of brands, products, or services change over 
time, creating a platform to observe competitors, listen to customers, and ensure 
that brands meet needs and expectations as they change. At Genex Insights, the 
traditional tracking studies conducted are predominantly brand tracking and 
market share studies 
 

Brand Tracking 
 
Brand tracking can be used to: establish brand performance; discover strengths and 
weaknesses; understand the market with regards to competition; and align strategy 
more closely with the expectations of existing and potential customers. 
 
In order to measure perceptions over time, consistency and comparability are 
critical factors – sampling methodologies should remain the same in order to monitor 
trends and patterns. Sampling methodology is unique to each project and can 
include aspects such as whether it is a telephonic or face-to-face interview, the 
areas that were sampled, or quotas applied to the sample. 
  
High levels of quality checks are conducted throughout the project lifespan to 
provide reliable and valid data – some of these checks include: ensuring that 
project objectives are met, being cognisant of potential bias, ensuring that correct 
sampling methodologies are adhered to, ensuring that data are correctly captured 
etc. Experience provides a strong base to ensure that the data are statistically 
accurate in terms of margins of error. It is beneficial to delegate the tracker to teams 
who have worked on the project in the past as they are familiar with the studies’ 
strengths and limitations. 
  
Seasonality may influence the results of tracking studies; promotions, advertising, or 
news coverage may influence brand awareness and sales which may skew results. 
This may result in: 



 
● False positives - where the survey results are more positive than in reality, or an 

attribute was identified as important when it is not important 
● False negatives - where the survey results are more negative than in reality, or 

an attribute was not identified as important when it is important. 
The socio-political environment may also influence responses and participation 
rates, depending on who the target of the survey is. The South African National 
Elections in 2019 affected studies conducted with Government Stakeholders who 
were either too busy, or not willing to participate in surveys in the lead up to 
elections. As a result, completion of surveys conducted at such times is slow, and it is 
unlikely that the full sample will be achieved. It is also evident that satisfaction scores 
are significantly lower amongst Government stakeholders over election periods 
(false negatives). 
 
With all the work involved in building and maintaining a successful business – from 
the logistics, to hiring enthusiastic employees, to developing a great product – brand 
management often gets left in the dark. A good way to think of a brand is as the 
vehicle that businesses use to transport products and services to consumers (Dalia 
Research, 2018). As such, the stronger and more efficient a brand is, the easier it is to 
conduct business successfully, build relationships of trust with consumers, be ahead 
of the competition, and meet targets.  
 
Brand tracking is a way to measure the health of a brand over time, based on both 
customer usage as well as perceptions of the brand (ABA Research, 2018), this 
further helps to quantify ‘brand-related return-on-investment’ (Dalia Research, 2018). 
Strong brand tracking allows for an authoritative measure of a brand’s progress at a 
holistic level; it allows for an evaluation of changes that will deliver improvement, 
thus refining decision making which maintains brand health (Dalia Research, 2018). 
There are several factors by which brand health can be measured, including 
(although, not limited to); brand awareness, brand reputation, brand positioning, 
brand warmth, employee engagement, brand delivery, and purchase intent (ABA 
Research, 2018., & Dalia Research, 2018). 
 
Brand awareness is the level of consumer consciousness of a company 
(TrackMaven, 2019). When consumers are aware of the products or services that an 
organisation offers, they are more likely to go directly to that company for what they 
need, rather than researching other companies to acquire that product or service. 
Awareness also provides a channel for consumers to recommend a company to 
their peers when they are in need of it. Businesses with strong branding may be said 
to be accepted by the market and are trusted by their consumer base 
(TrackMaven, 2019); this encourages consumers to purchase new products from an 
organisation and continue using this organisation for their needs.  
For instance, if a consumer is happy with the products that a particular bank has to 
offer, and if its’ services are up to standard, the consumer is likely to make use of a 
number of different products from the same bank - from general day-to-day 
banking, to home-loans, and even investment opportunities.  
 
Outbound marketing includes the messaging that a company sends out to an 
audience such as billboards, television advertisements, brochures etc. – that is the 
company reaches out to consumers. Inbound marketing is when a consumer 
reaches out to a company, this includes opt-in email marketing, blogging, search 



 
engine optimisation etc. (WordStream, n.d.). Brand awareness can be spread 
through both inbound and outbound marketing efforts (TrackMaven, 2019). 
Successful marketing depends largely on employee advocacy – employees are the 
direct contact that the business has with the consumer – they are the biggest 
advocates of a brand; unhappy employees are less likely to successfully advocate 
the brand in a positive light. Employee advocacy requires employee engagement, 
this means that employees need to feel recognised and appreciated at work in 
order for them to assume a level of loyalty, which will encourage them to spread a 
positive word about the company and all it has to offer. A positive employee 
experience also influences the manner in which the employees engage with 
customers, which in turn influences the customer’s experience, thus promoting how 
they (the customer) feels about the organisation or the brand.  
 
Brand Reputation refers to how a brand is viewed and perceived by consumers, 
stakeholders, and the market as a whole (Bhasin, 2018). This is a combination of 
ideas and emotions that a customer associates with the brand and the customer 
service that they experience before, during, and after purchasing goods or services 
from a company (Bhasin, 2018). Thus, Brand Reputation is the accumulated 
perception of brand over the past, present and future. Brand reputation is an 
intangible asset which is a must-have for any organisation that has longevity and 
success in mind. A favourable reputation suggests that the consumer places a 
considerable amount of trust in the company and not only feels good about 
purchasing goods but is also willing to be associated with the brand (Bhasin, 2018). 
Trust is the measure used to determine the reputation of a brand, it is a conative and 
cognitive construct - it is fuelled by both an emotional connection with a brand as 
well as the way consumers interact with the information, products or services 
provided by a brand. An unfavourable reputation suggests that consumers distrust 
the company and would hesitate to make purchases from it, let alone recommend 
it to their peers (Reputation911, 2019). This is why brand warmth’ is essential to 
measure over time. 
 
Brand Warmth speaks to the emotional attachment that customers have to a brand 
(ABA Research, 2018). Granted, it is a less scientific approach to understanding 
consumers than are brand metrics such as NPS (Net Promoter Score) or satisfaction 
ratings, however it is essential to understand how consumers feel about a brand, and 
more importantly what drives that feeling. Sentiment is the emotion behind the 
customer’s engagement with a brand (Sefferman, 2017). When a customer 
purchases a product or service, leaves a review or comments on online platforms, or 
mentions a brand in a social setting, the theory suggests that these actions are 
connected to some emotional state which assists in measuring consumer tone, 
context, and the feelings that may be evoked by brands (Sefferman, 2017).  
 
Brands may be thought of as abstract constructs of consumer beliefs and 
experiences - that is, what consumers have heard or read about a brand, and the 
encounters they have had with a brand in previous instances (Havasi, 2016). A brand 
is the internalisation of all the marketing’s implicit and explicit promises which creates 
an expectation of a brands’ products, services or interaction – these existing 
expectations will be anticipated the next time consumers engage with the brand 
which could be positive or negative (Havasi, 2016), for example, consumers have 
different expectations when dealing with luxury brands when compared to cheap 



 
substitutes. Once a consumer engages with a brand, they compare their 
expectation to the reality of their encounter, thus defining whether or not the brand 
has delivered on its promises - either confirming, exceeding, or conflicting the 
created expectation. If brand delivery is not aligned with what was promised to 
customers, organisations face the danger of disconnection with the brand, sending 
customers in search of alternate providers (Stothert, 2011).  
 
Different methodologies are used for data collection, for example. CATI (Computer 
Assisted Telephonic Interviews), CAPI (Computer Assisted Personal Interviews), PAPI 
(Paper assisted Personal Interviews), and CAWI (Computer Assisted Web Interviews). 
It is important to acknowledge that a change in methodology from one wave of 
research to the next could skew the results – using different methodologies may 
introduce the following biases: 

- Different types of respondents participate in different surveys – for example 
lower income earners typically prefer to participate in face-to-face or 
telephonic interviews, while online surveys are more effective to engage with 
higher income earners. This is largely due to practical considerations such as 
access to devices and data as well as computer literacy and available 
network connections. 

- Respondents participating in telephonic or face-to-face interviews tend to 
overstate ratings – this is also known as acquiescence bias where respondents 
are more likely to agree with questions. 

- Self-complete or online surveys encourage more truthful responses, provided 
that the survey is anonymous.  

 
Market share is an organisation’s percentage of an industry’s total sales. That is, the 
amount of sales obtained by a company is compared with that of the industry as a 
whole (MyAccountingCourse, 2019). The market share also indicates how the 
organisation is performing in relation to its’ competitors. Since there is no one 
product or service that interests every customer - the existing market size, consumer 
behaviour, and the activities of direct competitors must be considered.  
 
In this era, consumers are targeted by mass media which influences consumer 
perception and thought by manipulating emotions, needs, desires, and demands 
(Mirabi, Akbariyeh, & Tahmasebifard, 2015). Studies have shown that market 
researchers and organisations have spent billions on consumer research to identify 
the factors that impact consumer decisions. To measure intent to purchase, 
researchers survey consumers and ask them to respond to purchase intention 
questions such as, “How likely are you to purchase product x in the next y months?”, 
with the response options being on an anchoring scale of 1 to 5, where 1 is 
“definitely will not buy”, and 5 is “definitely will buy” (Morwitz, 2012).  
 
Often, intent to purchase is used to measure the potential consumer demand for 
new products to assess whether there is an appetite and demand for the product to 
justify its’ launch into the market (Morwitz, 2012). Studies suggest that there are six 
distinct stages that a consumer will pass through when in the process of making a 
purchase (MBA Skool, 2019) which is also sometimes referred to as the purchasing 
journey: 
Awareness- respondents need to have a vague idea of what a product or service is 
about – they cannot have a perception of a brand if they are not aware of it. 



 
Knowledge- at this stage, the consumer is aware of the product, but lacks 
knowledge of all it has to offer. 
Appeal- this is a stage whereby a consumer develops a connection to the product 
as they begin to relate to it. 
Preference- assessing customer preferences of your own brand and those of 
competitors allows businesses to identify strengths and weaknesses, as well as the 
brands position in the market (what makes a brand different).  
Conviction- this is the phase wherein the consumer needs to be given a strong 
reason to believe that not only this product, but this brand is the one for them- this 
speaks to Brand Warmth. 
Purchase- this is the moment of truth, the moment when the potential customer 
becomes a consumer and makes a purchase. This means that a brand has offered a 
product or service that meets their needs and the trade-offs they are willing to 
make. Some consumers are influenced more by the price of an offering, while others 
are influenced by the brand reputation, or the loyalty they have towards the brand.  
 
“I can’t get no satisfaction” is a phrase that brands do not want to hear from 
customers (Patel, 2019). Customer satisfaction is a key factor which needs to be 
tracked when monitoring brand health as poor satisfaction leads to poor retention 
rates which in results in plummeting profits. Customer satisfaction can be defined as 
a measurement that determines how happy a consumer is with the company’s 
products, services, and capabilities (ASQ, 2019). Customer satisfaction information 
can be acquired by means of customer satisfaction surveys, net promoter scores, 
and social monitoring, to name a few. This assists organisations to identify areas that 
need to be maintained or improved which will further impact customer satisfaction 
ratings.  
 
Measuring the success of customer satisfaction initiatives may vary from business to 
business. While some measure progress based on retention and returning customers, 
others may create a numerical value based on data and customer feedback 
(Patel, 2019). An increase in revenue is likely to be seen by actively working to 
increase customer satisfaction. Tracking customer satisfaction allows organisations to 
better understand what they are doing right, as well as what they can improve upon 
as society, needs and preferences change.  
 

Conclusion 
 
In this paper, Brand Tracking Studies were examined as a tool for understanding 
what consumers want over time. These studies provide insight as how to improve 
organisation performance by analysing how brands are perceived. Additionally, 
cognitive and conative influences can predict how consumers will interact with 
brands and what the drivers to purchase are. Aspects such as brand warmth and 
brand delivery (living up to the promise) influence how consumers feel about a 
brand or organisation since abstract factors such as sentiment can make or break 
brands. When customers are satisfied, they are more likely to be loyal to a brand.  
 
Understanding market trends, that is what is selling and where it is being sold, is 
pertinent when tracking the needs within the market. Additionally, since not every 
consumer has the same need, segmenting the market allows organisations to focus 



 
on the consumers whom they can realistically reach, giving them an edge over their 
competitors.  
 
Conducting tracking studies on a regular and consistent basis allows businesses to 
amend strategies in order to both improve upon weak areas or pain points, as well 
as strengthen or maintain already strong areas.  
   



 

References 
 
ABA Research. (2018). What is Brand Tracking? 
https://www.abaresearch.co.uk/brand-tracking 
 
Bhasin, H. (2018). What is Brand Reputation? Marketing91 
https://www.marketing91.com/brand-reputation/ 
 
Dalia Research. (2018). Brand Tracking- Explaining a fuzzy Concept. 
https://medium.com/daliaresearch/brand-tracking-explaining-a-fuzzy-concept-7c47
e9f054c1 
 
https://www.investopedia.com/terms/s/samestoresales.asp accessed on 30th 
September 2019. 
 
https://www.myaccountingcourse.com/accounting-dictionary/market-share 
accessed on 30th September 2019. 
 
Investopedia. (2019). https://www.investopedia.com/terms/b/brickandmortar.asp 
 
Mack, S (2019). "What Is Tracking Studies in Marketing?" Small Business - Chron.com, 
http://smallbusiness.chron.com/tracking-studies-marketing-65089.html. Accessed 26 
September 2019. Mack, Stan. "What Is Tracking Studies in Marketing?" Small Business - 
Chron.com, http://smallbusiness.chron.com/tracking-studies-marketing-65089.html. 
Accessed 26 September 2019. 
 
MBA Skool.com. (2019). Buyer Readiness Stages. Posted in Market and Strategy 
Terms, Total Reads. 
https://www.mbaskool.com/business-concepts/marketing-and-strategy-terms/2027-
buyer-readiness-stages.html 
 
Mirabi, V., Akbariyeh, H., & Tahmasebifard, H. (2015). A Study of Factors Affecting on 
Customers Purchase Intention. Journal of Multidisciplinary Engineering Science and 
Technology. Vol. 2, Issue 1 
 
Moloi, M. (2016). The Influence of Online Consumer Reviews on Purchase Intent. Wits 
Business School.  
 
Morwitz, V. (2014). Consumers’ Purchase Intentions and their Behaviour. Foundations 
and trends in marketing. Vol. 7, No. 3 
 
Newberry, C. (2018). What is Social Listening, Why it Matters, and 10 Tools to Make it 
Easier. Hootsuite 
 



 
NPD Group. (2019). Retail Tracking. Accessed on 27th September 2019 
https://www.npd.com/wps/portal/npd/us/solutions/tracking-services/retail-tracking/ 
 
Reputation911. (2019). Reputation Brand Management: What is Brand Reputation? 
https://reputation911.com/brand-reputation/ 
 
RNEWS. (2019). Retail Tracking- Proper in-store product tracking in Africa Starts with 
Fontline Research Group. Accessed on 27th September 2019 
https://westerncapenews.co.za/effective-retail-racking-with-frontline-market-researc
h-retail-tracking-systems-for-retailers-in-africa/business-link/2047/ 
 
Sefferman, A. (2017). 4 Ways to Track Customer Sentiment. 
https://www.apptentive.com/blog/2017/02/14/4-ways-to-track-customer-sentiment/ 
 
Stothert, A. (2011). How to Align Your Brand Delivery to the Promise You Make. Brand 
Vista 
 
Vessella, V. (n.d.). Retail Audits: The Ultimate Guide. 
https://www.repsly.com/blog/consumer-goods/retail-audit-the-ultimate-guide#what
is 
 
 
 
WordStream. (n.d.). What Is Outbound Marketing? Retrieved November 22, 2019, 
from WordStream Online Advertising Made Easy: 
https://www.wordstream.com/outbound-marketing 
 


