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There are four methods that can be used to determine the methodology for snap chat strategy of performance in consumer brands. The focus of this strategy is aimed at the following consumer brands; ASOS, Bath & Body Works, Gap, Sephora, Victoria’s Secret. The first metric is to identify the total unique views. This entails the number of people who have opened their snap chat story for the first time. The metric can be used to identify the number of new customers and consumers who have viewed the brand for the first time. The aim is to always use the influencers and friends to ensure that they have identified the consumer brand of their choice and influence people to consume the brand. The ability of the audience to attract new customers is a good metric to ensure that the company has achieved success (Aaker, 2011).

The second metric is total consumer story through the snap chat strings. Has the new consumers been able to finish viewing the snap chat histories. This is aimed at ensuring that different people have identified themselves with the brand and attracted customers to viewing of the brand. This can not only improve the ratings but also ensure that different number of people have viewed the brand. Since snapshot is just like a storybook, the completion rate in the beginning, middle and end is also a metric that can also be used to identify the engagement rate with the consumers. The engagement rate is helpful for the creators and also the brands to connect with their audiences on the brand they have chosen.  Over a long time, this will enable different number of people to comment, share and also have real likes for their consumer choices (Kapferer & Bastien, 2012).
Data Points to be collected 


The data points collected are five of them. This includes the screen shots taken, the completion rate, total unique views and also the story completion rates. A five star rating would be used to ensure that the viewers and data analyzers can identify the number of rating that has been used for the snap chat strategies. This would be helpful as it will determine the attention rate for the consumers to view a specific brand on their snapchat. This cannot only attract new customers but also increase the engagement rates with the viewers hence attract them to their specific image. A friendly competition can also be introduced to help friends view other friends snap chat histories and also guide them to become competitive in these views (Aaker, 2011).
Rank of data points 


Snapchat scores can be determined through the use of emojis and also trophies that are practical within the app. Through a gamification method, it is evident that the users can be incentivized for viewing specific brands. A five star rating system can be used to ensure that a viewer has achieved the highest form of rank through the views. Certain activities that have been viewed through the app can be used to ensure that the views attract more people. A baby emoji can be provided for individuals with the lowest rating of their data points. A glowing star emoji can also be the second in the rank; a sparkling emoji can be for the third data point and a circled emoji for the fourth star. The top ranking star can be given an explosion emoji that can determine their absolute performance in their snapchat views (Kapferer & Bastien, 2012).
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