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Social Media = Profit Opportun

Going where the fish are = Greater efficiency:

D44 % of junk mail goes to landfills unopened . Respc
now acceptable; on average less than 1 % of all em

upon. —
_ @old Spice, Sodexo, Dell
Greater loyalty: Listen for need, respond with help
& Home Depot, Network Solutions, Comcast
Greater engagement:
_ @Quiltedorthern, USO
Better ideas, products
@ Dell Ideastorm, Starbucks, Compare the Market
Prevent brand damage
_ @ southwest, PSNH
Make more money

@ NPR &anjiHSUS, Goodwill, Southwest
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Social Media i1s more efficient

%%44 % of junk mail goes to landfills lzﬁ}-f-f‘:":":‘f‘:':'f‘:nd
a response rate of less than .25% i **>°°2%22422

acceptable —

#1On average less than 1 % of all en’ 44PERcﬁ~j\m lly

opened by a human belng and act(—: <oz”;“;,”:;:‘:t:j

extraordlnary

=HP&G found thiefiRRted a 2REUIBX  wmmssma
_the value of TV and 4 x trade ads "~ —.

®iWeb analytics are inherently flawel  .ase.,

S PAPER AND F

O WASTE.

t hey donot COﬂSI-T;fj':"iﬁﬁ%"‘fﬁfﬁ“?ﬁihe
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Social Media: Profit Threats

#lInsensitivity

&Kenneth Cole S

#}Poor planning O Bes
Groupon WAL*MART = = =

. ﬂ/%"ﬁ o

®jiLack of internal coorc e

.GoDaddy 77)@ \
)iNot following the rul Qop |
@ Edelmwdimart '

iT00 much screaming, not enough conversatiot
Most marketers
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=iTwitter ended 2009 with just quer 75
_million user accounts.

#4296 of accounts having no foll

HNSE A L DR

about 40% of accounts having Th1 A CHEWED-ON) |

I PEANCTIL WITH NO I
single Tweet. ERASER AND A )3
BROKEMN POINT. /8

= JAbout 80% of all Twitter users
tweeted fewer than ten times.

=189% of the world does NOT u | Db Wi
5980% of omedi af () /4 g_k d
unrelated to the topic, or gene = '
content farms
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KPIs lead to goals

Metrics

Exposure

Friends Engagement $$$ N ) O
Followers+ raised FFER N
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Steps to an Integrated Metrics Dashbc

., . Define
Steph:ef 1 ae t he O0R Goals
: R t & Defi
U Defirtbe expected results? Reﬁg%mend Auﬁi'e”nies
U Savhat | f Whaleeytbat mearewviugca y e d ?
organization?
0 Aud#xisting measurement systems, [ pyblish @nd Define
priorities Parameters

U Surveyl involved in process | _
Step 2: From the survey, determine KF Test & Modiya, - Define KPls

SteP: Meetings to air differences and achieve
consensus

Step 4: Design dasddtosfide and implement
Step 5: Pick a tool and undertake research
Step 6: Analyze results and glean insight, ta

measure again g F F
AE

L
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Goals drive metrics, metrics dri

Reputation/

G Oal Relationships

Relationship scores

Get the word ¢

Engagement Inc

% hearing
Lower cost per cu
acquisition

Recommendations

M etnCS % eI Web analytics

Positioning Marketing Mix Mo

% acting

Engagement
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Step:Define your Key Performance Indic:

#%You become what you measure, so pick your KPI ¢
@SYodeci de whatds i mportant
&Benchmark against peers and/or competitors

ZATheerfelsPI:
SGets you where you want to go (achieves corporate goal:
&Is actionable
Continuously Improves your processes

| @Is there when you need it

#%KPIs should be developed fc
Programs
Soverall objectives
Oifferetaictics

KDPaine & Partners 1




One possible KBI: The Optimal

®iYou decide whatds in
#iBenchmark against peers and/or competitor:
®iTrack activities against OCS over time

®JiDesirable: Undesirable
I\/Ientions of the brmitted

@Key messages SNegative tone
@ravorable Positioni€3No kewessage

Dvisibility &Unfavorable positionin
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Charting KBI over time betwee

Kick Butt Score Relatnter LOBS

The Percent Difference Between Each BukiBésd theit's Average
KBI feach Business Unit
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The Phases of Engagement

Click thrus, Unic Repeat Visit
visitors, Twitter

. followers,
Likes Comments
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What 0s t he

If you want to measure m
positioning, themes, senti 1ent:
Content analysis

If you want to measure av areness,
perception, prefetence;
research

If you want to measure er jagement,
action, purchiésk:analytics
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