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PROVIDE A BRAND MONITORING PLATFORM COMPRISING AT LEAST ONE

PROCESSOR CONFIGURED TO MONITOR THE BRAND IN A VIRTUAL SOCIAL 101
MLEDIA ENVIRONMENT L/

102
ACQUIRE INPUT INFORMATION ON THE BRAND L/

103

IDENTIFY INDUSTRIES RELATED TO THE BRAND AND COMPETING BRANDS W
IN THE IDENTIFIED INDUSTRIES USING THE ACQUIRED INPUT
INFORMATION ON THE BRAND

ACQUIRE SOCTAL. MEDIA INFORMATION RELLATED TO THE BRAND AND
THE COMPETING BRANDS IN THE IDENTIFIED INDUSTRIES FROM 104

MULTIPLE SOCIAL MEDIA SOURCES IN THE VIRTUAL SOCIAL MEDIA |/
ENVIRONMENT VIA A NETWORK

DYNAMICALLY GENERATE CATEGORIES IN ONE OR MORE IIIERARCIIICAL
LEVELS IN FACH OF THE IDENTIFIED INDUSTRIES BASED ON AN 105
INDEPENDENT ANALYSIS OF THE ACQUIRED SOCIAL MEDIA INFORMATION/
RELLATED TO THE BRAND AND THE COMPETING BRANDS FROM EACH OF
THE SOCIAL MEDIA SOURCES

SORT THE ACQUIRED SOCIAL MEDIA INFORMATION RELATED TO THE
BRAND AND THE COMPETING BRANDS IN EACH OF THE IDENTIFIED 106
INDUSTRIES INTO ONE OR MORE OF THE DYNAMICALLY GENERATED |-/
CATEGORIES IN ONE OR MORE HIERARCHICAL LEVELS USING A SORTING
INTERFACE

DETERMINE AN AUDIENCE SCORE FOR THE BRAND AND EACH OF THE 107
COMPETING BRANDS BASED ON ONE OR MORE OF MULTIPLE WEIGHTED
AUDIENCE SCORE METRIC PARAMETERS USING THE SORTED SOCIAL -/
MEDIA INFORMATION

FIG. 1A
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DETERMINE AN ENGAGEMENT SCORE FOR THE BRAND AND EACH OF THE 108
COMPETING BRANDS BASED ON ONE OR MORE OF MULTIPLE WEIGHTED |/
ENGAGEMENT SCORE METRIC PARAMETERS USING THE SORTED SOCIAL

MEDIA INFORMATION

109
GENERATE AN AGGREGATE SCORE FOR THE BRAND AND EACH OF THE
COMPETING BRANDS USING THE DETERMINED AUDIENCE SCORE AND THE /
DETERMINED ENGAGEMENT SCORE

FIG. 1B
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BRAND NAME |NUMBER OF| FAN FAN  |FAN GROWTH [AUDIENCE
FANS WEIGHT | GROWTH WEIGHT SCORE
Chase Community | 3376408 536 36444 56 416
Giving
American Express| 2350075 498 33623 62 389
Capital One 2499070 505 -11798 -15 375
Axis Bank 419319 260 174686 360 285
IDBI Bank 161184 178 75209 397 233
Frank by OCBC 14201 03 4319 284 80
Citibank India 301137 226 54103 205 221
Chase Freedom 480475 275 3913 50 219
Reliance Mutual | 265024 215 32201 166 203
Fund

FIG. 10A
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INDUSTRY SPECIFIC BRAND
BENCHMARKING SYSTEM BASED ON
SOCIAL MEDIA STRENGTH OF A BRAND

CROSS REFERENCE TO RELATED
APPLICATIONS

This application claims the benefit of non-provisional
patent application number 2232/CHE/2012 titled “Industry
Specific Brand Benchmarking System Based On Social
Media Strength Of A Brand”, filed on Jun. 4, 2012 in the
Indian Patent Office.

The specification of the above referenced non-provisional
patent application is incorporated herein by reference in its
entirety.

BACKGROUND

One of the factors that determines the success of a corpo-
rate organization is visibility of its brand in various media
spaces. With the rapidly rising influence of social media net-
works, for example, such as Facebook® of Facebook, Inc.,
Twitter® of Twitter Inc., etc., on brand marketing, there is a
need for comparing brands against their competitors to know
how and where they stand among their competitors or peers in
a social media space. Conventional benchmarking systems
typically perform a brand comparison only based on the reach
of the brand within the social media space. These conven-
tional benchmarking systems often perform brand compari-
son for brands in disparate fields, unrelated industries, unre-
lated geographical areas, etc. A generic benchmarking system
that compares brands in unrelated industries is often not use-
ful since demographics of consumers, market forces, etc., that
drive different industries are often different. Furthermore,
brands in different industries, or brands concentrated in a
particular geographical location often adopt different meth-
ods of social interaction. Therefore, there is a need for bench-
marking brands against other brands that operate in the same
social space.

Furthermore, conventional benchmarking systems do not
take into account differences arising due to variations in geo-
graphical locations of the brand. Therefore, when a conven-
tional benchmarking system generates benchmark scores for
an entire industry, systemic high scores received by a brand in
a particular geographical location often overpower systemic
low scores received by the brand in another geographical
location, resulting in a skewed combined industry score. For
example, a brand for a cellular network provider may have a
large market in a particular geographical location, and con-
sequently a larger consumer base in that particular geographi-
cal location. Therefore, the brand may have a larger following
on a social media source commonly used by consumers
located in that particular geographical location. However, the
brand may have to contend with multiple competing brands in
a geographical location where the brand is yet to establish a
sizeable market. Furthermore, consumers in the other geo-
graphical location may not be inclined to use a social media
source for brand interaction. Therefore, a benchmark score
generated for the brand in a particular geographical location
may not be comparable with a benchmark score generated for
the brand in a different geographical location.

Conventional benchmarking systems often generate a uni-
versal score that does not consider factors affected by a geo-
graphical location of the brand. Therefore, there is a need for
a computer implemented method and system that bench-
marks brands and generates benchmark scores specific to an
industry related to the brand and its competitors and/or a
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geographical location at which the brands operate. Further-
more, since there is a wide variation among brands across
different industries in a targeted market, demographics, brand
messages, actual products, marketing strategies adopted by
the brands, etc., there is a need for a computer implemented
method and system that provides a focused benchmark score
for a brand that is valid to a product and/or a service category
for which the product and/or the service represented by the
brand was developed, without comparing benchmark scores
of two different industries.

Hence, there is a long felt but unresolved need for a com-
puter implemented method and system that benchmarks a
brand based on social media strength of the brand relative to
other competing brands operating in the same industry and/or
the same geographical location as that of the brand.

SUMMARY OF THE INVENTION

This summary is provided to introduce a selection of con-
cepts in a simplified form that are further disclosed in the
detailed description of the invention. This summary is not
intended to identify key or essential inventive concepts of the
claimed subject matter, nor is it intended for determining the
scope of the claimed subject matter.

The computer implemented method and system disclosed
herein addresses the above stated need for benchmarking a
brand based on social media strength of the brand relative to
other competing brands operating in the same industry and/or
the same geographical location as that of the brand. The
computer implemented method and system disclosed herein
provides a brand monitoring platform comprising at least one
processor configured to monitor the brand in a virtual social
media environment. As used herein, the term “social media
strength” refers to a measure of strength of consumer reach
and consumer interaction supported by a brand in a virtual
social media environment. Also, as used herein, the term
“virtual social media environment” refers to an environment
comprising social media networks and forums that enable
interaction between brand owners and/or marketers and
brand followers, consumers, etc.

The brand monitoring platform acquires input information
on the brand. The brand monitoring platform identifies indus-
tries related to the brand and competing brands in the identi-
fied industries using the acquired input information on the
brand. The brand monitoring platform acquires social media
information related to the brand and the competing brands in
the identified industries from multiple social media sources in
the virtual social media environment via a network. As used
herein, the term “social media source” refers to an online
social platform, for example, an internet forum, a blog, a
social network, etc., that enables consumers, brand followers,
etc., to network and access information on a brand, discuss
brands, establish a brand community, communicate with
brand owners and/or marketers, post responses to events or
information on products and/or services related to the brands,
etc.

The brand monitoring platform dynamically generates cat-
egories in one or more hierarchical levels in each of the
identified industries based on an independent analysis of the
acquired social media information related to the brand and the
competing brands from each of the social media sources. The
dynamically generated categories comprise, for example, a
location of each of the identified industries related to the
brand and each of the competing brands, a location of each of
multiple authors of the social media information, types of
social media sources utilized by the brand and each of the
competing brands, marketing elements such as special dis-
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count offers, incentives, etc. In an embodiment, the brand
monitoring platform determines clusters of similar content
portions from the acquired social media information and
identifies one or more common categories applicable to the
brand and each of the competing brands in each of the iden-
tified industries from the determined clusters of similar con-
tent portions for dynamic generation of the categories.

The brand monitoring platform sorts the acquired social
media information related to the brand and the competing
brands in each of the identified industries into one or more of
the dynamically generated categories in one or more hierar-
chical levels using a sorting interface provided by the brand
monitoring platform. The brand monitoring platform
acquires inputs configured, for example, as tags, for sorting
the acquired social media information related to the brand and
the competing brands in each of the identified industries into
one or more of the dynamically generated categories in one or
more of the hierarchical levels from a user via the sorting
interface.

The brand monitoring platform determines an audience
score for the brand and each of the competing brands by
measuring an aggregate reach of the brand and each of the
competing brands in the virtual social media environment
based on one or more of multiple weighted audience score
metric parameters using the sorted social media information.
The weighted audience score metric parameters comprise, for
example, a number of followers of the brand and each of the
competing brands at each of the social media sources, a rate of
growth ofthe number of followers of the brand and each of the
competing brands, a number of recommendations for the
brand and each of the competing brands at each of the social
media sources from each of the followers, a number of refer-
ences made to the brand and each of the competing brands at
each of the social media sources by the followers, aggregate
responses to products, services, and/or events associated with
the brand and each of the competing brands, etc.

In an embodiment, the brand monitoring platform normal-
izes measures corresponding to each of the audience score
metric parameters. The brand monitoring platform assigns
individual weights to the audience score metric parameters.
The brand monitoring platform then determines a weighted
average of the normalized measures corresponding to each of
the audience score metric parameters using the assigned indi-
vidual weights to determine the audience score for the brand
and each of the competing brands. In an embodiment, the
brand monitoring platform normalizes measures correspond-
ing to each of the weighted audience score metric parameters
for reducing statistical differences between extreme mea-
sures corresponding to each of the weighted audience score
parameters, and for reducing outlier data.

The brand monitoring platform determines an engagement
score for the brand and each of the competing brands by
measuring interaction between the brand and each of the
competing brands and their corresponding followers based on
one or more of multiple weighted engagement score metric
parameters using the sorted social media information. The
weighted engagement score metric parameters comprise, for
example, nature of responses to one or more brand actions of
the brand and each of the competing brands from each of the
followers of the brand and each of the competing brands, a
number of brand notification messages, sentiments of the
followers towards the brand and each of the competing
brands, a number of fan posts extracted from the acquired
social media information, and relevance of the fan posts to the
brand and each of the competing brands. A post is an elec-
tronic entry, for example, in the form of a text message input
by a fan, a follower, a brand administrator, etc., at a social
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media source using a computing device. In an embodiment,
the brand monitoring platform determines the engagement
score for the brand and each of the competing brands by
normalizing measures corresponding to each of the engage-
ment score metric parameters, assigning individual weights
to the engagement score metric parameters, and determining
a weighted average of the normalized measures correspond-
ing to each of the engagement score metric parameters using
the assigned individual weights.

In an embodiment, the brand monitoring platform config-
ures one or more weighted audience score metric parameters
and one or more engagement score metric parameters for
determination of the audience score and the engagement
score respectively, based on predetermined criteria. Further-
more, in an embodiment, the determination of the audience
score and the engagement score for the brand and each of the
competing brands by the brand monitoring platform com-
prises normalizing measures corresponding to one or more of
the audience score metric parameters and one or more of the
engagement score metric parameters respectively, based on a
location of each of the identified industries related to the
brand and each of the competing brands, for reducing statis-
tical differences in the measures triggered by a difference of
the location of each of the identified industries related to the
brand and each of the competing brands. Furthermore, in an
embodiment, the brand monitoring platform normalizes mea-
sures corresponding to each of the weighted engagement
score metric parameters for reducing statistical differences
between extreme measures corresponding to each of the
weighted engagement score parameters, and for reducing
outlier data.

The brand monitoring platform generates an aggregate
score for the brand and each of the competing brands using
the determined audience score and the determined engage-
ment score. In an embodiment, the brand monitoring platform
generates the aggregate score for the brand and each of the
competing brands by determining a weighted average of the
determined audience score and the determined engagement
score. The brand monitoring platform assigns a rank to the
brand and each of the competing brands based on the aggre-
gate score for benchmarking the brand based on the social
media strength of the brand in comparison with the compet-
ing brands in the virtual social media environment. The gen-
erated aggregate score of the brand and each of the competing
brands benchmarks the brand based on the social media
strength of the brand in comparison with the competing
brands in the virtual social media environment.

BRIEF DESCRIPTION OF THE DRAWINGS

The foregoing summary, as well as the following detailed
description of the invention, is better understood when read in
conjunction with the appended drawings. For the purpose of
illustrating the invention, exemplary constructions of the
invention are shown in the drawings. However, the invention
is not limited to the specific methods and components dis-
closed herein.

FIGS. 1A-1B illustrate a computer implemented method
for benchmarking a brand based on social media strength of
the brand.

FIG. 2 exemplarily illustrates a flowchart comprising the
steps performed by a brand monitoring platform for generat-
ing an aggregate score for benchmarking a brand based on the
social media strength of the brand.

FIG. 3 exemplarily illustrates a flowchart comprising the
steps performed by the brand monitoring platform for
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dynamically generating categories in each of multiple indus-
tries related to a brand and competing brands.

FIG. 4 exemplarily illustrates a schematic diagram indicat-
ing metric parameters used for determining an audience score
and an engagement score.

FIG. 5 exemplarily illustrates a flowchart comprising the
steps performed by the brand monitoring platform for nor-
malizing measures corresponding to audience score metric
parameters or engagement score metric parameters.

FIG. 6 exemplarily illustrates a schematic diagram for
determining an audience score for a brand.

FIG. 7 exemplarily illustrates a schematic diagram for
determining an engagement score for a brand.

FIG. 8 exemplarily illustrates a flowchart comprising the
steps for determining an aggregate score for a brand.

FIGS. 9A-9D exemplarily illustrate screenshots of a sort-
ing interface provided by the brand monitoring platform for
sorting social media information into one or more dynami-
cally generated categories.

FIG. 10A exemplarily illustrates a table displaying results
of' a computation of an audience score for each of multiple
brands in an industry using social media information acquired
from a particular social media source.

FIG. 10B exemplarily illustrates a table displaying results
of'a computation of an engagement score for each of multiple
brands in an industry using social media information acquired
from a particular social media source.

FIG. 10C exemplarily illustrates a table displaying results
of a computation of an aggregate score for each of multiple
brands in an industry.

FIGS. 11A-11B exemplarily illustrate screenshots of a
graphical user interface provided by the brand monitoring
platform, displaying aggregate scores generated for multiple
brands in particular industries.

FIG. 12 exemplarily illustrates a screenshot of a graphical
user interface provided by the brand monitoring platform
displaying a graphical representation of a comparative analy-
sis of an audience score against an engagement score for each
of multiple brands in a particular industry.

FIG. 13 exemplarily illustrates a flowchart comprising the
steps for benchmarking a brand based on the social media
strength of the brand in a particular industry.

FIG. 14 illustrates a computer implemented system for
benchmarking a brand based on the social media strength of
the brand.

FIG. 15 exemplarily illustrates the architecture of a com-
puter system employed by the brand monitoring platform for
benchmarking a brand based on the social media strength of
the brand.

DETAILED DESCRIPTION OF THE INVENTION

FIGS. 1A-1B illustrate a computer implemented method
for benchmarking a brand based on social media strength of
the brand. As used herein, the term “social media strength”
refers to a measure of strength of consumer reach and con-
sumer interaction supported by a brand in a virtual social
media environment. Also, as used herein, the term “virtual
social media environment” refers to an environment compris-
ing social media networks and forums that enable interaction
between brand owners and/or marketers and brand followers,
consumers, etc. The computer implemented method dis-
closed herein provides 101 a brand monitoring platform com-
prising at least one processor configured to monitor the brand
in a virtual social media environment. The brand monitoring
platform is, for example, hosted on an online server. In an
embodiment, the brand monitoring platform provides a web
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application accessible over a network such as the internet or
an intranet that performs scoring for benchmarking a brand
based on the social media strength of the brand and transmits
the results to a database of an online server via the network.
The database stores records of scores computed for each of
the brands, thereby enabling tracking of growth in market
strength of a brand over a predetermined duration of time. The
brand monitoring platform monitors visibility of the brand
via social media sources and performs an analysis of each
response received from online users, brand followers, etc., to
events related to the brand, information released on products
and/or services offered by the brand, etc., for generating
scores that enable comparison between different brands in an
industry, thereby providing a benchmarking system for
brands. The brand monitoring platform provides a scoring
system for brands that reflects their social media strength
relative to other brands in the same social media space.

The brand monitoring platform acquires 102 input infor-
mation on the brand. The input information on the brand
comprises, for example, name of the brand, information on
products and/or services associated with the brand, demo-
graphics of consumers targeted by the brand, geographical
marketing data of the brand, market share of the brand, etc. In
an embodiment, the brand monitoring platform crawls the
web to extract information on the brand based on a prelimi-
nary set of inputs received from a brand marketing entity
associated with the brand. The brand monitoring platform
extracts the input information, for example, from online
advertisements, images, videos, consumer forums, press
releases, news, events, white papers, etc., of the brand. The
brand monitoring platform creates a brand profile based on
the acquired input information for each of the brands and
tracks and updates changes to the brand profile periodically.
In an example, the brand monitoring platform configures
application programming interfaces (APIs) for each of mul-
tiple online resources comprising, for example, social media
sources for automatically retrieving information on a particu-
lar brand.

The brand monitoring platform identifies 103 industries
related to the brand and competing brands in the identified
industries using the acquired input information on the brand.
For example, the brand monitoring platform establishes com-
munication with online retail systems via a network, for
example, the internet and extracts information on products
and/or services with characteristics similar to the products
and/or services associated with the brand. The brand moni-
toring platform identifies brands associated with the products
and/or the services having similar characteristics as those of
the input brand as “competing brands”.

In another example, the brand monitoring platform
accesses online public databases via the network to obtain
industry specific information for a brand and competing
brands in an industry. The brand monitoring platform estab-
lishes a connection with databases of multiple social media
sources over the network. For example, the brand monitoring
platform accesses a web page of a brand hosted on Face-
book® of Facebook, Inc. The web page of the brand on
Facebook® may list the industries to which the brand
belongs. Furthermore, brand information related to the brand
is retrieved through an application programming interface
(API) customized for accessing brand information from
Facebook®. Furthermore, in order to obtain brand informa-
tion on the competing brands for an industry, the brand moni-
toring platform establishes a connection to public databases
via the network to query and obtain the information related to
each of the competing brands. For example, the brand moni-
toring platform connects to Yahoo!® Finance of Yahoo, Inc.,
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and retrieves brand information, finance information of the
competing brands within an industry via an API access. Fur-
thermore, the brand monitoring platform uses, for example,
the Facebook® API to obtain brand information of the com-
peting brands in the industry from a Facebook® web page.

In an embodiment, the brand monitoring platform identi-
fies industries using the brand and the competing brands. The
brand monitoring platform identifies multiple industries that
are associated with a particular brand. A company associated
with a brand, for example, provides products and/or services
across multiple industries. Consider an example where a par-
ticular brand is associated with industries such as healthcare,
aviation, fuel and energy management, capital management,
etc. The brand monitoring platform identifies competing
brands for that particular brand in each of the identified indus-
tries and determines from the brand information that the
market for the brand extends to multiple industries. The brand
monitoring platform benchmarks the brand separately in each
of the different identified industries.

The brand monitoring platform acquires 104 social media
information related to the brand and the competing brands in
the identified industries from multiple social media sources in
the virtual social media environment via a network, for
example, the internet, an intranet, a local area network, a wide
area network, a communication network implementing Wi-
Fi® of the Wireless Ethernet Compatibility Alliance, Inc., a
cellular network, a mobile communication network such as a
global system for mobile communications (GSM) network, a
general packet radio service (GPRS) network, etc. As used
herein, the term “social media source” refers to an online
social platform, for example, an internet forum, a blog, a
social network, etc., that enables consumers, brand followers,
etc., to network and access information on a brand, discuss
brands, establish a brand community, communicate with
brand owners and/or marketers, post responses to events or
information on products and/or services related to the brands,
etc. A brand community is, for example, a group of followers
or consumers interested in the products and/or services asso-
ciated with a brand. A social media source is, for example,
Facebook® of Facebook, Inc., Twitter® of Twitter, Inc.,
Google+™ of Google, Inc., YouTube® of Google, Inc.,
LinkedIn® of LinkedIn Corporation, etc. The social media
information comprises, for example, statistical information
onnumber of followers of a brand at a particular social media
source, number of posts posted by brand administrators,
brand followers, brand marketers, etc., for example, a number
of tweets received for a brand on Twitter®, or a number of
shares on Facebook®, the content of the posts, etc. A post is
an electronic entry, for example, in the form of a text message
input by a fan, a follower, a brand administrator, etc., at a
social media source using a computing device. A “tweet”
refers to a post made on a micro-blogging website of Twit-
ter®.

The brand monitoring platform dynamically generates 105
categories in one or more hierarchical levels in each of the
identified industries based on an independent analysis of the
acquired social media information related to the brand and the
competing brands from each of the social media sources. The
hierarchical levels comprise, for example, a set of sub-cat-
egories for each of the dynamically generated categories in
each of the identified industries. The dynamically generated
categories comprise, for example, a location of each of the
identified industries related to the brand and each of the
competing brands, a location of each of multiple authors of
the social media information, types of social media sources
utilized by the brand and each of the competing brands,
marketing elements, etc. The categorization of the social
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media information based on the location of each of the iden-
tified industries enables a relative analysis of the social media
strength of the brands in line with the preferences of consum-
ers in a particular geographical location. The location of each
of the authors of the social media information, for example,
followers who regularly post messages, their reviews of prod-
ucts and/or services associated with the brand, etc., determine
a scale of interest in the brand and products and/or services
associated with the brand for consumers located in the par-
ticular location. The types of social media sources utilized by
the brand and each of the competing brands comprise, for
example, different social networking applications such as
Facebook® of Facebook, Inc., Twitter® of Twitter, Inc.,
Google+™ of Google, Inc., YouTube® of Google, Inc.,
LinkedIn® of LinkedIn Corporation, etc., utilized by the
brand and each of the competing brands. The marketing ele-
ments comprise, for example, special discount offers, incen-
tives, etc., redeemable for purchasing the products and/or
services associated with the brand. The brand monitoring
platform classifies information on the brands and the compet-
ing brands for analysis and generation of an aggregate score.
The aggregate score represents a relative position of the
brand, among its peers and competing brands, in its use of
social media.

Consider an example where a brand owner registers a
brand in an airlines industry with the brand monitoring plat-
form. The brand monitoring platform analyzes the acquired
social media information and determines a first hierarchical
level of categories for categorizing the social media informa-
tion related to brands in the airlines industry, for example, as
“brand related”, “current events”, “industry related”, and
“miscellaneous”. The brand monitoring platform further
divides each of the categories into a second hierarchical level
of categories. The second hierarchical level of categories is,
for example, based on a particular type of industry. For
example, the brand monitoring platform divides the “brand
related” category of the first hierarchical level into a second
hierarchical level of sub-categories, for example, airfare
deals, announcements and updates, brand news, corporate
social responsibility, marketing elements such as contests or
sweepstakes, events, festive offers, frequent flyer programs,
frequently asked questions pertaining to the brand, travel
destination information, etc. The brand monitoring platform
divides the “current events” category of the first hierarchical
level into a second hierarchical level of sub-categories, for
example, festival and/or greetings posted by followers or the
brand marketers, entertainment, events on social media,
sports events such as cricket tournaments sponsored by the
airlines industry, questions, miscellaneous, etc. The brand
monitoring platform divides the “industry related” category
ofthe first hierarchical level into a second hierarchical level of
sub-categories, for example, events in the airline industry,
facts about the airline industry, questions to followers, news
on sectors such as fluctuations recorded in the share market,
travel advice, travel destination information, etc. The “mis-
cellaneous” category of the first hierarchical level comprises,
for example, information about the airlines industry that is not
related to a specific brand.

In an embodiment, the brand monitoring platform per-
forms an independent analysis of the acquired social media
information related to the brand and the competing brands
from each of the social media sources for dynamically gen-
erating categories by determining clusters of similar content
portions from the acquired social media information and
identifying one or more common categories applicable to the
brand and each of the competing brands in each of the iden-
tified industries from the determined clusters of similar con-






