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10 Signs that it’s the end of ROl as we know it

1.
2.
3.
4.
5.

10.

|CCl Bank squashed a rumor that threatened its stock price in minutes via Twitter
Sodexo cut $300K out of its recruitment budget by building relationships on Twitter

BMC Software measures communications effectiveness based on contribution to EPS
National Wildlife used #NWF to find 85,000 new fans on Twitter

By developing relationships with 11 Mom’. Wal-Mart's changed its image and delivered
measureable increases in sales.

1 person --Dave Carroll (United Breaks Guitars) cost United $180M—the cost of more than
51,000 replacement guitars.

SAP made $1 million by developing relationships in its small business community
Goodwill can tie donations to specific on-line and off line PR activities

A B2B software company in Cambridge traces the majority of its sales to
participation in Linked-In group discussions.

Southwest earned enough from PR & Social Media to increase its staff 5 fold
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http://www.youtube.com/watch?v=5YGc4zOqozo

How first direct measures success

@ firstdirect was losing its brand differentiation

@Used a live comment stream to show, not tell, its story. Comment are
broadcast unedited.

% WSince the campaign went live, the message reached 1.8m consumers
and 68%7 of first direct’s target audience

@Brund differentiation has increased 10%**.
@Brund momentum is up 14%**

@Response rates have increased 240%.

@first direct’s internal communications team is now using findings from
the site to help make the bank’s service even more attractive to new
customers.

** Kantar Media Precis, Millward Brown, Mindshare, JWT London, Made by Pi, CheethamBell JWT KDPaine & Partners



http://www.live.firstdirect.com/

Social Media Disrupts the Marketplace

ADV/DM/POS

Customer complaints
Activist boycotts
Competitors agenda
Negative experiences
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It's not just about marketing anymore

Customer Marketing &
Service Sales

KDPaine & Partners




A measurement timeline

Social
Media

U ¢

¥
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Social Media renders everything you know about

measurement obsolete

The definition of timely has
_changed

% WThe definition of reach has changed
ores & Iltnpressmns.ure nhpossm.le fo ?\ -
count (an irrelevant) in social media E i) |

The definition of success has

0ld School " d 21° Century Role
Communications thange

The answer isn’t how many you’ve
reached, but how those you've
reached have responded
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0ld School Me’rrlcs

ﬂEyebulls

ﬂHITS (How Idiots Track
Success)

ﬂ(ouch Potatoes
ﬂ# of Twi’r’rer FoIIowers

% %# of Facehook
Friends/Fans (unless they
donate money)
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New School Metrics

% MInfluence = The power or ahility to affect someone’s
actions.

@Engugemem: Some action beyond zero
@Advocucy = engagement driven by an agenda

@Senﬂmem = contextual expression of opinion —regardless
_of tone

ROI: Return on Investment — no more no less. End of
discussion

KDPaine & Partners




The New Engagement Decision Tree

Awareness Consideration Preference Trial Purchase

Observe/ : ] Purchase/Act

KDPaine & Partners




The 7 steps to Measuring ROl of Social Media

1.

Define the “R” — Define the expected results? So what if
they’re engaged? What does that mean to the organization?

Define the “I” -- What's the investment?

Understand your audiences and what motivates them
Determine what you are benchmarking against
Define the metrics (what you want to become)

ick a tool and undertake research
Analyze results and glean insight, take action, measure again

KDPaine & Partners




Step 1: Define the “R”

%) What return is expected?
Define in terms of the business or mission

Revenue generated or saved.

1 What problems are you trying to solve?

20 If you are celebrating complete 100% success a year from
now, what is different about the organization?

KDPaine & Partners 12




Measurable Goals for Marketing Today

1. Marketing/leads/sales/
2. Mission/safety/civic engagement
3. Relationship/reputation/positioning

To fix this Or get to this

b

» Ay
| Ju, \
- i’%’ ii’#
</ " At \
p |
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Goals drive metrics, metrics drive results

Reputation/

GO UI Relationships

Get the word out

Engagement Index

Relationship scores
% hearing

Cost per customer
acquisition

Recommendations

Me'l'”(:s " believing Web analytics
Positioning Sl ek
% acting
Marketing Mix Modeling
Engagement

KDPaine & Partners 14




ROI'is an equation

@Revenue minus cost = ROI

@Revenue = $$ in or $$ not spent
hisus

> Flickr Revenue: $650,000
> Contest Cost $1000
> ROl = $649,000

Sodexho

> Twitter costs: $30,000
> Cost savings: $300,000
> Net savings (ROI): $270,000

KDPaine & Partners




Step 2: Define the “I”

% AWhat is the investment?
Personnel
Agency compensation
Senior Staff time
Opportunity cost

KDPaine & Partners 16




Step 3: Define the universe and your role in if

1 There is no “audience.” There are multiple constituencies
=1 Should you blog or Twitter? Don’t ask me, ask your customers

%1 Understand your role in the conversation
Raise awareness

Increase preference

Increase engagement

Improve relationships

Customer service

KDPaine & Partners 1




Step 4: Define your henchmarks

@Wi’rhou’r benchmark you have no context

@Benchmurk against:

& Past Performance
hifferent programs, different tactics
& hink 3

> Peer
> Underdog nipping at your heels
» Stretch goal

Whu’rever keeps the C-suite up at night

KDPaine & Partners 18
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Step 5: Why you need a Kick-Butt Index?

@Get clarity about what to measure E"‘: b oEs
@You decide what’s important:

g | SN ]
@Benchmurk against peers and/or competitors
@Truck activities against KBl over time
@Undersmnd the cost of perfection vs. good enough

KDPaine & Partners 20




Step 5: Define your Key Performance Indicators (KPIs)

@You become what you measure, so pick your KPI carefully
@The Perfect KPI

%Ge’rs you where you want to go (achieves corporate goals)
%Is actionable
%%Coniinuous y improves your processes
%Is there when you need it
% %KPIs should be developed for:
%Progrums
$0verull objectives
%Differen’r tactics

KDPaine & Partners 21



Cost saving KPls

=1 Cost savings

& % decrease in cost per click thru, downloads,
engagement vs. other marketing channels

% decrease in cost per message communicated vs.
other channels

% decrease in cost per customer acquisition
Shorter the sales cycle

Increased lifetime value of engagement
Reduced legal costs
Increased efficiencies

KDPaine & Partners




Potential KPls for Community Relations

Ratio between positive and negative press in local media
% of articles in local media that contain our key messages

% improvement in relationships scores hetween us and local
community and those that influence the local community.
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Potential KPIs for thought leader visibility

% increase in share of quotes
% increase in share of papers at key conferences
% awareness among “influentials”

% increase in opportunities to see our message via speaking
engagements

KDPaine & Partners




Pick a measurement tool

Content analysis: Do they sound engaged? B

O Listening tools for places you can’t control i i
@ Evaluation tools for places you can control. Y

Survey research: Are they aware? Do they
feel engaged?

Web analytics: Do they act?

KDPaine & Partners




Step 6: Selecting a measurement tool

Objective

KPI

Tool

More efficient customer acquisition

% decrease in cost per customer
acquisition
% increase in leads vs. activity

Web Analytics + (RM

Reduction in churn

% renewal rate by activity
% repeat traffic

Web Analytics + (RM

Engage marketplace

Conversation index greater than .8
Rankings
% increase in engagement

Web analytics or Content Analysis:
TypePad, Technorati

Omniture, Google Analytics

Communicate messages

% of articles containing key
messages

Total opportunities to see key
messages

Cost per opportunity to see key
messages

Media content analysis —

KDPaine & Partners 26



1. Do they sound like they’re engaged? Measurement of places over
which you have no control

@ M Content sources:

S Google News/Google Blogs, RSS feeds, Technorati, Social Mention, Tweetdeck,
Radian 6, Sysomos, Alterian, Visible Technologies, Scout Labs, Cyberalert,
CustomScoop, e-Watch, Crimson Hexagon, Boardreader

)1 A way to analyze that content
SAS SMA, Cymfony, Humans

Census vs. random sample

Sentiment vs. Topics

SO

The 80/20 rule — Measure what matters because 20% of the content influe
80% of the decisions

KDPaine & Partners 2




Simple text analytics

Bank
TD Bark - - X
6044 :6.6% investors time billion home profit market post
roge group street loss percent american report
Citizens Bank
14288 :15.7% money new reporis san morgan loan share
bank big good business york record america
stanley financial hanks francisco
fargo
company loans foreclosure wednesday wel IS
Wells Fargo ] )
0851 : 77 6% companies reported news income foreclosures
guarter credit bad higher earnings mortgage
people
i Banks - (Total # of posts: 1616) - X 3? Banks - (Total # of posts: 1321) - X
60 50
50 40
£ £
S 40 =
© g 30
o 30 o,
- T
g 5%
% 20 "
P N 10 N
10 5 1 1 bn 'I
\ \ / \/ r«./\ N At
~ N \./ \\..-- 0 S\ e L‘/’\J <

Sep 19 (11:00 PM) Sep 26 (11:00 PM) Oct 3 (11:00 PM) Oct 10 (11:00 PM) Oct17 (11:00 P)
I awul sucks l hate

Sep 19 {11:00 PM) Sep 28 (11:00 PM) Oct 3(11:00 PM) Oct10 {11:00 PM) Oct17 {11:00 PM)

l wells fargo sucks l td bank sucks citizens bank sucks
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High end social media metrics

SAS Social Media Analytics
Media Portal Social Forecast | Media over Time | Influence & Topics Activity by Source | Phrase Cloud Web Analytics Customer Care

Percent Negative Sentiment = @ " o 8 I Favorites = @ . e

Overall Brand United Rep United Service Investa Rep Investa Service v Reports
i] Sentiment by Source Type

40% — 40% - 40% 1 40% 1 40% &g Sentiment by Time
| [ Mentions by Category and Source
25% 25% 25% 25% 25%
[ Mentions by Date Range
15% 15% 15% 15% 15%
‘ [ Top Influencers
0% 0% 0% 0% 0% B Top Hashtags
35% 23% 4% 10% 19 i BAs YveiAnulirtoe
v Presentations
Igﬂ Bank Social Media Analysi
Dashboard: ISentiment % Negative ;] [x]
Sentiment by Source HE X . Sentiment by Source Table & X .
Blog Discussion Forum Twitter YouTube Year Source Mentio... Positive Negati...
¥ 2010
52 Elog 379 6.1% 58.3%
Discussi, .. 553 12.5% 42.1%
Twitter 34 8.9% 14.7%
49
YouTube 521 6.3%
13% 13% 12% 149 4%, =5 v 2000
Positive Meutral ﬁ\ MNegative 4,813 10.3% 54.8%
30 60 90 180 270 365 e i e ez
Days: N S N R IR N Twitker 4,628 7.6% 20,4%
YouTube 665 2.9% 7.1%

lpane el LIS ocalintranet | 100%.
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{= View Detail Data - Windows Internet Explorer Mi=] E3

D A v I, http:f{sasbi,demo.sas,com:8080/sas socialmedia/webreportstudio/sentimentbytime/ j 3 X Il ive Search 2|~

File Edit ‘iew Favorites Tools Help

W <" View Detail Data I I 3 v [ - = v <o Page v (O} Taols -

Date: 04/27/2009 4 Source: | All Sources v

Time Source @ All Sources (118)

0948 & Creditboards & creditboards (11) Apr 27 2009, 07:24 AM) QUOTE {LustfortheMoment @ Apr 26 2009, 11:39 PM) .., |4

n9:55 & Creditboards du Dermocratic Underground (3) ) Apr 27 2009, 10:48 AM) QUOTE (trmkats @ Apr 27 2009, 07:24 AM) QUOTE (Lu,..

11:07 & Creditboards ' Mational Review (1) Apr 27 2009, 08:55 AM) QUOTE (adernas @ Apr 27 2009, 10:48 AM) QUOTE (t...

11:07 & cCreditboards Twitter (9) Apr 27 2009, 06:55 AM) QUOTE (adermas @ Apr 27 2009, 10:48 AM) QUOTE (t...

11:15 & cCreditboards pr 27 2009, 10:57 AM) Oh, well... the anly reason I wanted to close thern was b,

11:15 & Creditboards @I-Wall Stre:ai:]clu-rnil.l_ g mmnmgrmnnnngemeed PE 27 2009, 10057 AMY Oh, well,., the only reason I wanted to close thern was b.., r

18:52 & Creditboards RE: Equifax, Were are you.., QUOTE (wenghj @ Apr 27 2009, 06:51 PM) UGH! I called CCT and they reset it. Pulled again and qg...

19:18 Gy Creditboards RE: Woaw!ll,,, amex hater 4 life all 3 on ICE 12/01/08 TU(494) EQ(502) EX(5682) CC Debt=0 *=secured | Armou...

19:20 & Creditboards RE: I want to get my credi... QUOTE (LilHippie @ Apr 27 2009, 07:17 PM) QUOTE (johnnyté @ Apr 27 2009, 05:15 PM) i joined ...

23:04 & Creditboards RE: Credit Rating Dropped... QUOTE (GEQRGE @ Apr 27 2009, 11:04 PM) QUOTE (johnnyté @ Apr 27 2009, 10:00 PM) QUOTE (...

23:09 & Creditboards RE: Credit Rating Dropped... QUOTE (Shawnee @ Apr 27 2009, 11:05 PM) I just did sorme checking and I was right, there is a ...

06:16 du Democratic Underground  RE: 9, One Mation, Under ... This is a good explanation for anyone who missed this drama unfold over the past weel. Excerpt ...

08:09 du Democratic Underground  RE: 22, Thain says Bofa M... httpi/fwww.reuters.com/article/businessNews/iIdUSTRES3Q1... (Reuters) - United Bank Corp mad...

13:35 du Democratic Underground  Betrayal of the People By ... Int

09:40 ﬂ National Review Obarmna Takes an Interesti... President Obama, flitting from crisis to crisis without ever quite managing to solve one, has alight. ..

00:54 Twitter Busting United Bank: A ca...

05:46 Twitter Busting United Bank -- & c..,

08:03 Twitter Countrywide Is Gone - "Cl..,

08:40 Twitter You know Countrywide did...

08:52 Twitter Actually had a pleasant cu...

17:59 Twitter @ a_srnartunion Robert Gr..,

20:19 Twitter I loathe United Bank, . . T...

22:09 Twitter Surprise surprise, Bofa an... L
IDone \ I [ | | | |l'] Local intranet \ H100% - ,&
4 start| | @& € SAS Web Report Studio ©... “ i€ View Detail Data - Wi... | Desktop »
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Options™ 1 Search 1 Log Off SAS Credit User [ Help™
SAS Social Media Analytics gsas
Media Portal = Social Forecast JELEHIEEVCIMINCEE Influence & Topics | Activity by Source | Phrase Cloud | Web Analytics | Customer Care
Trend N x .
Corporate Reputation Sentiment over Time (United Bank)
2009-04 :
3 ws] - 2009-04
NigatheSaTilrant MNegativeSentiment: 70%
AvghegativeSetiment: 32%
60.0%
40.0%
’  — —  c—
B o B il
0.0% .
americablog crooksandliars nationalreview twitter
consumerist democraticunderground thedeal Wsj
Source
600 / l
0
2009-02  2008-03  2009-04  2008-05  2009-06  2009-07  2009-08  2009-09  2009-10  2009-11 200912 2010-01
Month
H - @ &
Dashboard: [trend a e
ol L S Localintranet [ 100% > 1
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Options¥ | Search | Log Off SAS Cred

SAS Social Media Analytics

Media Portal | Social Forecast = Media over Time BRIMIUCHGERIAGTIEE Activity by Source | Phrase Cloud = Web Analytics | Customer Care

Sentiment by Media Source 1L S Detailed Sentiment by Business Unit @& X .
Source: [m Business Insider ‘ v j Business Unit: LAccount Services l "J
30 60 90 180 270 365 30 60 90 180 270 365
Days: ' ' 't Days: ' ' 0 0
e A —%
MNeutral 24
40,7%
20
16
B negative
12
Negative . B Positive
43.0%
4
Positive _
16,3% 0
e Blog Discussion Forum Tuwitter
Top Twitter Influencers @ X . Top Twitter Hashtag Topics @ X .
Professional Consumer Hashtag Frequency
Author Followers Influence jobs 154
ol Mew York Times ,320, ,846, news e —
C Mew York T 2,320,548 27,646,576 105
% CNNMoney 211,438 2,537,256 bank 99
@ Fox News 130,867 261,734 job 91—
Wall Street Journal 129,601 2,332,818 shjobs 77
& New York Times Business 16,053 16,053 global 72 I
Reuters Business 12,253 122,530 mortgage 69 I
MSNEC Business 12,168 12,168 iphone 61 |
Consumerisk 7,538 37,690 tisk 60 ——
b S Localintranet T
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Options™" | Search™ 1 Log Off SAS Credit'user " Help+
SAS Social Media Analytics gsas

Media Portal ERURGIRTIGHEIEE Media over Time | Influence & Topics | Activity by Source = Phrase Cloud | Web Analytics | Customer Care

Mentions by Source @ x| .

Mentions by Source

APR2009 APR2010
Mentions

2,500 Forecasted
2,000
1,500
1,000

500 c’ ] [p_]

. B | e i

Blog Discussion Forum Micro-blog Blog Discussion Forum Micro-blog
Source Type

2,800
1,400

0

JUL2008 JANZ009 JUL2009 JANZO10 JUL2010 JANZ011

date
- e @ )
Dashboard: | Forecast ~| &
e e e e [ ST L ocalintranet (100
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Typcial coding methodology
Tonuli’ry

> Positive
> Negative
> Neutral

> Balanced

@Whu’r messages were communicated

@How you're positioned on key issues
@Dominunce/Prominence/Visibili’ry
&Authority/lnfluence of author

@Subied of the article/posting

@Who was quoted?

@Produds, events, initiatives, battles mentioned
@The Kick Butt Index

KDPaine & Partners




How to calculate your KBI

Quality score

Tonality

Positioning

Messaging
Quotes
Competitive
mention

Visibility Score

Brand Photo
Dominance
Visibility
Target
publication

+10

Positive

Contains

Contains
Contains

Does not mention
Competition

Contains
Focal point
Headline mention

Top Tier

Score

Score

(0] -10
Score Score
3 Neutral O Negative -3
Positions the
competition favorably ol
positions Sargento
2 Doesn't contain O negatively -2
Does not contain or
miscommunicates key
3 partially contains 0O message (neg mess) -1
1 Does not contain -1
Competition mentioned
1 prominently -3
(0] -10
Score Score
Contains competitive
3 Doesn't contain O photo -5
3 Not a focal point -1
2 Top -20 % of story O Minor mention -2
2 2nd tier O Not on target list -2
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Charting KBl over time between divisions

Kick Butt Score Relative to other LOBs

The Percent Difference Between Each Business Unit's Average KBI and the
KBI for each Business Unit

500%

400% Patriot (Korea) [

300%
£ st ASAT, Patriot SAS
3 DS
= 200% - for F-15, MALD,
S Glory APS and VIIRS vs. 1S

APG-63 (v3)
—

competitors' EPX

N\

L] —ws
\

RISS, GBS

100% +——

0% - A B - I a~li
oo APG-79, APG63 (Vs dors ERGM cancellation ’_7 O o |
Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul
2007 2008
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Measurement tool 1B: Measurement of places you can control

Location Metric

@Your own blogs Ratio of comments to posts
@Your own Facebook pages Length of threads, % of favorites
@Your own Tweets ReTweets

@Your own YouTube Channel [&%Rating/Comments
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Tool #2: Do they fee/engaged?
Surveys

Relu’rionship SUrveys
Ne’r Promoter

Lis’rening tools
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Aspects of relationships

@ Control mutuality

@ Trust

@ Satisfaction

@ Commitment

@ Exchange relationship
@ Communal relationship

KDPaine & Partners 40




Components of a Relationship Index

Control mutuality

® In dealing with people like me, this organization has a tendency to throw its weight around. (Reversed)
® This organization really listens to what people like me have to say.
Trust
® This organization can be relied on to keep its promises.
©® This organization has the ability to accomplish what it says it will do.
Satisfaction
® Generally speaking, | am pleased with the relationship this organization has established with people like me.
© Most people enjoy dealing with this organization.
Commitment
® There is a long-lasting bond between this organization and people like me.
® C(ompared to other organizations, | value my relationship with this organization more
Exchange relationship

® Even though people like me have had a relationship with this organization for a long time; it still expects
something in return whenever it offers us a favor.

® This organization will compromise with people like me when it knows that it will gain something.
® This organization takes care of people who are likely to reward the organization.
=1 Communal relationship
© This organization is very concerned about the welfare of people like me.
® | think that this organization succeeds by stepping on other people. (Reversed)
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The Phases of Engagement

Retweets,
Repeat Visitors, kepeat Registration, :
: Comments. " Trial,
Twitter R Positive Purch
EPOSTS, . urcnase
followers, Shares. Use sentiment, v
Comments ! NPS vocacy
of hashtags,
@message
0 ] 1.5 2 2.5 3 4.5 5
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Other tools to measure if they act engaged

ﬂ(oupons wﬂ%ﬂg
ﬂGoogle Analytics

ﬂﬂmnlture Eﬁﬁj

ﬂWeb Trends ﬂn o

rr; o rear .J' hu O
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Using the social map to spread the word

Deals & Coupons

Sort b Featured Cowpons
Store Hame Y
AllPosters.com 2%
American Greetings 5%

PhotoVWorks

American Greetings 6%
PhotolWorks

Bake Me A Wish 5%
Barnes & Noble.com 3%
Barnes & Noble.com 3%
Barnes & Noble.com 3%

Hallowee
ol TV

Special Offer

Shop for Spoocky Decorating
ideas - Save 15% off vour
entire order.

Use Coupon Code:
GHOUL15

Save 20% on Photo Cards.
Use Coupon Code:
PHOTOCARD2O

20% off all PhotoBooks.
Use Coupon Code:
PHOTOBOOK20

15% off any order - Qur
cakes include festive candies
and a spooky card.

Use Coupon Code: WEEN15

The Barnes & Noble
Halloween Store - Costumes,
Books, Moviez and more.

Save 15% on Halloween
costumes to make Trick-
or-Treating shriek-tacular

Save up to S0% off our
Halloween Collection! Shop
for Books, Costumes, Tovs &

n De

S

o

Exp. Date

110110
03:59 AM EDT

1A
02:55 AM EST

1101411

02:59 AN EST

110110
03:59 AM EDT

110110
03:59 AM EDT

110110
03:59 AM EDT

110110
03:59 AM EDT

Search: upromise

Upromise - start Your Kid's
College Savings Today - Jain
Mow http://tinyurl.com/2eg9f24

dteenmoms, [+]
Wed 20 Oct 18:22 via web

: 3 MNEW lomega eGo 500GE USB

- 3.0 Portable Hard Drive - Red

S $59.99 free ship plus 2%
upromise 2% ebay bucks daily
deal eb... httpy/ow.y/19yInW

Usetul_Deals, [+]
Wed 20 Oct 16:32 via HootSuite

f?""v’{‘ﬂ Matty says NEW lomega eGo

ﬂ 500GB USB 3.0 Portable Hard
Drive - Red $59.99 free ship plus
2% upromise 2% ebay bucks ...
http://bit.ly 9GI0QuU

maremaoala, [+]
Wed 20 Oct 15:48 via twitterfeed
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Get your friends to help you save

Simple. Smart. Savings®

‘Home ‘ How It Works Find Friends Gift Cards Register Now!

Register For A New Account: Sign In: | |
B Remember e

T h e S O C l a I Jﬁ@ "grleigzgeestsslmsrtyPig widget, personalise it, and

= & then post it to more than 200 socisl destinations
S I d e Of S aV| n g like Facebook, myspace, iGoogle and your blog.

Looking for moral support and financial support so you can reach your n Facebook and Twitter Integration
goals faster? Share your SmartyPig goals with friends and family e Securely connect your Facebook and/or Twitter

: = int to your SmartyPi t, and
members on popular social networking sites or on your blog. They can SCOOKNY 0 JOUN, ST OO S
SmartyPig will post or tweet to your friends

cheer you on. Or, even better, they can help you out with cold, hard cash! anytime you sdd funds to your SmartyPig goal.
It's perfect for your wedding, graduation or a new baby on the way!

- = o
, T N o
(v 8
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Step 7: Analysis - -Research without insight is just trivia

@Look for failures first
@(heck to see what the competition is doing
@Then look for exceptional success

@(ompure to last month, last quarter, 13-month
average

@Figure out what worked and what didn’t work

@Move resources from what isn’t working to what is

KDPaine & Partners 46




Actionable Conclusions

Transforming Data into Actionable _Insights ASk for money

Get Commitment

88 Manage Timing

Influence decisions

Get Outside help
Actionable

Data me=p- | Information > WUHLTIE j Just Sﬂy No

Image courtesy of www.powerpointninja.com KDPaine & Partners 4



http://www.powerpointninja.com/

Thank Youl

% iFor more information on measurement, read my blog:
http://kdpaine.blogs.com or subscribe to The Measurement
Standard:

www.themeasurementstandard.com

% WFor o copy of this presentation go to:
http://www.kdpaine.com

@Follow me on Twitter: KDPaine

@Friend me on Facebook: Katie Paine

@Or call me at 1-603-682-0735

@Or buy my hook: Measuring Public Relationships
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