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SOCIAL MEDIA Metrics & ROI

Y(lll Tu hE Social media ROI is one of the hottest topics in the social media eco-

system as it relates to marketing i almost as hot as social media it-
self. Social media is changing the way the world looks at itself.
Where else can you get such a response of true, solicited and un-
solicited customer input and feedback? But how can marketers take
advantage of it to learn from it, react to what consumers are saying
and influence it? And how can we measure it? How can marketers
measure results to past marketing activities and how can they predict
results?

Broadcast Yourself™

This white paper is the first of a series on measuring the ROI of social
media. It will answer these questions and describe how marketers
can start to classify their actions and look at the key dimensions of
marketing metrics relating to determining the success of social media.

Written by Guy R. Powell, author of Marketing Calculator: Measuring and managing your return on market-

ing investment and founder of DemandROMI, Inc. (www.DemandROMI.com), a marketing strategy consultancy.

Guybés blog can be found at www. M&etkre bri Magkétang Lnegstynent.o De- Hi s f
mand more from your marketing and sales investments can be found at www.returnonmarketing.net.

With contributions from Steven Groves, co-Founder of TheSocialMediaBible.com, Managing partner and Chief Strate-
gist for TSMB Media. Steven can be found at www.StevenGroves.com, www.TheSocialMediaBible.com and (amongst
other places on the web) at the ROI of Social Media Facebook Fan Page (www.facebook.com/ROIofSocialmedia)
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SOCIAL MEDIA METRICS AND ROI

When embarking on a new marketing channel marketers need|to ask them-
selves many questions to make sure they understand the implications for their
brand relating to the channel, how they can track results and lastly, how they
can diagnose potential problems that may crop up. As with any marketing in-
vestment, their goal is to help the company drive revenue, profit, share and
brand value at least cost and risk.

Similar-questions-were voiced a decade ago when the Internet was just coming

on |ine and top executives were asking
marketers have learned, reacted and responded. They have figured out how to
measure the response to marketing investments on the Internet. Having

learned the hard way from early reticence to join into the fray with the Internet,

smart marketers are doing everything they can to move their companies into

social media in order to capitalize on early opportunities, before the media be-

comes too saturated, prices go up and returns decline. Their biggest hurdles
include the | fear of o0l osing controld of
able to measure ROL.




Social Media
Metrics & ROI

Social medig losing or gaining control?

One of the biggest challenges marketers face with so-

demandROMI

listing customer reviews #1 in driving customer en-
31 3SYSy i dé

Senior executives are piling on with questions of how
much revenue will this deliver and can you predict the
level of revenudeforewe take the risk?

In this context how should marketers react and how
can they react in such a way that their results are
measurable and drive positive response in terms of
brand value, customer equity and revenue?

Measuring social medig the challenges

Measuring the value of social media has a number of
challenges. Because the messages are uncontrolled

cial media is the thought that the brand will lose con-
trol of its identity. It will be driven by consumers and
non-consumers as they converse about the brand in
the social media ecosystem.

hy GKS 20KSNJ KFIyR AGQa
marketers realize that through active participation in
the community that they can start to regain a modi-
cum of control.

(s

These concerns are highlighted in a recent survey by
Source: €Tailing Group, September 2009, citing the
top three concerns of marketers and merchandisers
related to social medfa

i Brand degradation fear "people can trash my
products in front of large audiences"?

9 Competence fear "l am using outdated market-
ing/merchandising techniques"?

I Competitive fear- "customer's inclination to leave

their site to find a more sociallgngaging site”

I O0O2NRAY3I G2 whea 8 comésio8riva i
ing sales and customer engagement, customer reviey

Terms usage:

As with any paper, some terms need to be
dz&learly|defined so @s¥o makeicertain that

the concepts are clearly presented. In this

paper we are using the following terms and

definitions

09T 2NB

Post i any text message to the social media
eco-system, including blog posts, micro-blog
tweets, video, image or audio submissions
Blogger i anyone submitting a post, com-
menting on a post or participating in the
social media eco-sphere
Reader/viewer i anyone reading or view-
ing a post from someone else without neces-
sarily making a post themselves.
Social media eco-system i this encom-
passes all conversation made up of posts
text, videos, images and audio - as opposed
to the blogosphere which may encompass
dzlanly posts on blogs
VS

came out on top by a wide margin, with 78% of those

L ——

polled listing
customer re-
views as the
#1 social me-
dia tool for
generating
sales and 61%

they can be positive, neutral or negative in tonality.

Or they can have an emotion which may or may not be

AY tTAYS gAGK GKS YIFNJ]SGiSNRa
sired image.

From a technical perspective other challenges include:
9 Separating out the effects from an active cam-

ICenter for Media Research: Research Brief: Social Media Tools Gaining For Driving Sales, September, 2009.
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paign (e.g., a contest) versus the ongoing back-
INRPdzy R Wy2AasSQ (KIFIG O2yac
saying about the brand in an either prompted

or urprompted way.

9 Distinguishing the effects from social media
from the noise (sometimes thought of as base-
line) against the sometimes massive weight of
traditional mass media. A major brand may
have 10,000 posts per month, but a TV ad cam-
paign can reach 10s of millions of households
through the purchase of the right amount and

placement of TV GRPs. clickthru to a specific call to action or, more gener-
1 How can we use the metrics received from Fttes G2 GKS oN}YRQa 6S0arisa
social media monitoring packages (such as, 9 Social media contains consumer generated mes-
BuzzMetrics from Nielsen, SM2 from Alterian/ sages with sentiment defined as tonality and emo-
Techrigy and others) to help diagnose potential tion. Traditional media can influence the content
problems to improve execution in the social and sentimentality of consumer generated mes-
community. sages.
{1 Thedata. There is areason why thisis afour 9 Social media drives engagement with the brand by
letter word when it comes to measuring the the bloggerandthe reader. The blogger (of which

success of social media campaigns. Actually,
there may be too much data. The issue is to

obtain the right data and then how best to Traditional Media Measurement

present it as relevant information. Framework
Comparing social media to traditional Probability of being seen (Reach)
: Frequency, sequencing and flighting
media Persuasiveness (Quality)
Social media has many components mirroring tradi-| ~ Synergy
tional media and others offering new dimensions: Ad placement and context
9 Social and traditional media both have reach, Distribution of impressions
measured through the number of impressions Diminishing returns
(traditional), posts and the popularity of those Target audience
posts (social). Adstock
1 Social and traditional media both have fre- ) )
quency, defined by the media plan (for both Social Media Measurement
traditional and social), or measured through Framework (all of the above and)

the timing of those posts and the timing of the

ON} YRQ& L}2&ala 6F2N) &2 QA sehtiméht: Tonality and emotion
9 Social and traditional media both can drive
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When determining the ROI of traditional media it is
typically purchased and then measured and modeled

there are few) is generally highly engaged along several or all
whereas the reader (of which there are many) is of the following di-
less engaged. Traditional media drives engage- mensions listed in
ment with the brand by all who hear, including  the Traditional Me-
bloggers and readers in equal measures. dia Measurement

Social media is influenced by traditional media ~ Framework The
(mass and direct) and social media influences the"hree main dimen-
response to traditional media. sions are based on

Social media has varying levels of influence over reach, fre;quency
the reader depending on the relationship, credibil—and quall_ty. The
ity and authority of the blogger. Traditional mediaexample in the box
has an equal one way relationship with the blog-
ger and reader.

Social and traditional media have a short and lon
term effect (potentially, infinitely long for Internet
media, assuming that the Internet will be backed With social media,
up forever).

the fit together in a
typical traditional
Ycam paign.

below discusses how

we reference the same metrics but need to add in sen-
timentality resulting in theSocial Media Measure-

ment Framework As opposed to traditional media
where the marketer is in control of the message, with

demandROMI

Traditional Media Example

For example, a multhannel campaign may be purchased in the following way:

TV: 3insertions per episodeklixtreme Makeover: Home Editidundays, for 6 weeks worth 3 GRPs

per episode
(Total GR® = 3 * 6 * 3 = 54 GRPs)

TV: 4 insertions per episodeancing with the StarsTuesdays, for 6 weeks worth 1.5 GRPs per epi-

sode
(Total GRPs = 4* 6 * 1.5 = 36 GRPs)

Radio: 3 insertions per day, talk radio, Monday through Friday, for 6 weeks, worth 1.2 TRPs per dqy

(Total TRPs=3*5*6*1.2 =108 TRPs)

Magazine: 5 national magazine insertions per month for 4 mor@hs,and Drivemagazine, with a

circulation of 1.3million
(Total Reach=5*4 * 1.3m = 26m)

Internet: 100,000 impressions, 5 days per week for 6 weeks, Yahoo home page

(Total Reach = 100K * 5 * 6 = 3m impressions)

In summary, the brand will insert 100 GRPs using TV, 108 TRPs using radio, 26m impressions with aufomo-
tive enthusiasts, and 3m impressions through the Internet. The quality of these impressions can be mgas-
ured based on a number of key factors. They represent the key elements of determining the effectiveness

2One Gross Rating Point (GRPs) represents 1% of all the
households in the country. In the US there are roughly

110million households. One hundred GRPs represents 100% of all households in the country.




demandROMI

Social Media Metrics & ROI

social media the consumer interaction and re-
sponse is an integral part of the message.
When measuring social media understanding
the sentimentality is critical to being able to
determine its potential impact in the market-
place.

Applying the social media measure-

ment framework
2 A0K GKAAa FNIXYSg2N] Ay
social media investments in a few key invest-
ment classes. These classes represent the types
of investments brands can make and how to
measure the impact of select social media activ-
ity Al
Active social media campaign
Branded community (e.g., huggiesbabynet-
work.com)
Passive social media conversation with
brand participation
Ratings and reviewstypically found in
retail
SEO tagging and bookmarking

Active social media campaign

Active social media campaigns are defined as
those where there is a targeted investment by
the brand to drive conversation in the social
media ecosystem about the brand. Conversa-
tion can be in the form of blogging and com-
ments or it can be in the form of submissions
from participants to a contest. For example,
the Al Steak Sauce YouTube cont8#yG FOR
YOUR BEERas to date (9/23/2009) 500,000+
views, and 991 subscribers with 23 video sub-
missions lfttp://www.youtube.com/al). In this
case, there are three segments of participants
in the marketing activity: The video submitter/
contestant, the subscriber wanting contest up-
dates and video viewers. Each of these partici-

404.816.4344 | www.DemandROMI.

pants may belong to any one or more of the segments.

From a marketing effectiveness perspective, marketers
must work in a two tier approach, first promoting the
existence of the contest through traditional and social
media and then monitoring and measuring the effec-
tiveness of the contest in driving incremental sales vol-
ume.
The following discusses how each of the elements of

he Social Media Measurement Framework can be com-

a?\ecy b%t%/eerg tr?‘:\ditlgnadl mfeﬁa%lld sémﬂl m&i%ﬂ

n God We Trust; all/l ot her
W. Edwards Deming

The probability of being seen
Traditional media: With traditional media the
probability of being seen is generally pretty low.
Not only does the ad have to be seen, but it also
needs to be remembered. This can be measured
through surveys of tof mind or unaided brand
awareness. (e.g., a brand tracking survey may ask
WL SIasS yIryS G4KS G2LJ o 6N} YyRA
Most individual TV ads have a probability of being
remembered of about 2 to 5%.
Social media:With
social media cam-
paigns and contests,
the metric in terms of
the number of views
represents the num-
ber of people that
actually clicked on thi
link and with a near
100% probability saw

Prove mprove your


http://www.youtube.com/a1

the contest home page and then clicked through

to the video. Of course there may have been

some distraction, but it is probably low, meaning
that a purchase of 10 GRPs of TV may actually only
deliver 200,000 to 500,000 actual viewers. A con-
test, such as, the Al Steak Sauce contest has al-
ready delivered 500,000+ viewers (ignoring repeat

Measuring the incremental
effect of social media

Critical to measuring success of any me-
dia is to determine the incremental sales
volume generated by that media. Social
media is no different. Proper attribution
to each of the media elements is critical
to make certain that cross-over effects
are properly attributed to the right media
activity. For a very simplistic example, if
social media alone drives $1m in sales
and social media and TV together drive
$4million in sales, what is the incre-
mental sales volume due to the TV ad?
What is the sales volume due to the so-
cial media? How can the marketer dif-
ferentiate the effects assuming that
some conversions come from visitors
clicking through from various social com-
munities and others come through a TV

viewers, for the moment). And because it was a
desired destination as opposed to an interruption
with TV advertising it has a higher ability to deliver
much higher unaided awareness per impression.
The probability of being seen is also driven by the
number of impressions purchased by the media
buyer for mass media. The more impressions and
GRPs purchased, the higher the probability that a
target consumer will see the commercial spot.
With active social media campaigns, the key suc-
cess metric is the number of views. This number

demandROMI

represents the total number of potential consum-
ers that viewed the video clip. Some viewers may
view multiple videos, they may view the video
more than once and the video may be viewed by
more than one person per measured view.

A good interim metric which drives entertainment
value for the consumer is the number of contest-
ants and to a lesser extent, the number of sub-
scriptions. In the case of the Al Steak Sauce con-
test, the number of contestants, 23, and the num-
ber of subscribers, 991, pales in comparison with
the number of views. Assuming that each of the
contest submissions delivers ever increasing en-
tertainment value for the consumer, marketing to
increase the number of submissions is a good
metric to determine one aspect of the success of
the campaign. However the number of submis-
sions delivers relatively low value in the overall
value of the campaign as it relates to the number
of viewer impressions delivered. Marketers must
choose between marketing to encourage contest-
ants, as opposed to marketing to drive viewership.

Persuasiveness

Traditional media: The persuasiveness of a par-
ticular commercial can be directly measured using
link testing. A link test measures how well the
commercial cuts through the clutter, delivering
awareness and getting its key messages across
relative to other commercial concepts. Through
link testing the advertiser has a good estimate of
the potential results compared to other cam-
paigns.

Social media:The control of the message can
take place in a few ways, but is significantly lower
than with a TV commercial. The contest home
page can reinforce key brand messages and the
rules for the con-

test and technol-
ogy supporting
the contest can
be set to ensure
that certain mes-
sages are re-
peated in the
contest submis-
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sion. In most cases the level of
engagement is much higher with
social media. There are many
metrics that can be used including
time on site, the number of pages/
videos viewed by a visitor, or
whether a video was viewed to
the end. Lastly, whereas a TV ad is
interruptive, a social media en-
gagement can be considered an
entertainment destination. The
viewer was purposeful in arriving
at that link. Social media there-
fore has a much higher level of
persuasion than for traditional
media.
Frequency/Sequencing/Flighting
Traditional media: Frequency for
mass media is determined by the
media plan and subsequent buy.
The sequencing and flighting can
be timed for greatest effect. For
example, an ad seen once per
week may be less effective than
an ad seen twice in one week and
not in the second week.
Social media:The timing of cam-
paign viewership is partially out of
the control of the media planner.
Only through promotion of the

404.816.4344 | www.DemandROMI.

contest (through traditional or social media) is there some
level of control of the timing of the viewing of the video.
Frequency however can be managed to some degribe
schedule of posts can be timed and setup in advance and
published out on a predetermined schedule.

Synergy

Traditional media: Synergy between media is delivered
through the way the media channels interact with each
other, primarily the synergy of TV with each of the other
media. The media buyer is in control of this effect and
through good measurement and modeling can help to de-
liver the right amount of impressions for each media chan-
nel to deliver the optimal effect for the amount invested
across all media.

Social media:There is clearly a synergy between the con-
current airing of mass media and social media. Social media
can be seen as another media channel that can gain dra-
matically from the parallel placement of mass media. As
with our Al Steak Sauce example, it a mix of traditional and
social media can be applied to promote the social media
activity and to encourage the interaction.

Diminishing returns

Traditional media: Diminishing returns describes how the
impact of a particular ad diminishes every subsequent time
it is viewed. Diminishing returns also works against market-
ers with each individual media channel and across all media
channels.

Social media:With social media, diminishing returns come
into play in the investments, if any, made to deliver each
incremental viewer or contestant. With social media, con-
sumers can also find the contest organically as they spend
time on the Internet. However, participation and viewer-
ship in a contest can be driven through mass media (e.qg.,
banner ads, PalerClick, or other traditional media) or
through consumer generated, comment marketing. Each
incremental viewer will be progressively more expensive.
There are also some diminishing returns in that each subse-
guent view of a submitted video by a single consumer is less
valuable than the previous view.

Distribution of impressions

Traditional media: Distribution of impressions describes

Prove and | mprove
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how, depending on their viewing habits, certain
consumers may see a particular commercial every
GAYS AGQa I ANBR ¢gKSNBI a
once or even not at all. This is only partially con-
trollable by the media buyer but regardless, this
tactic leads to an uneven distribution of views in
the target audience.

Social media:Through the use of traditional web
analytics and the contest design the marketer can
gather reasonably accurate statistics on contest-
ants and viewer behavior while on the site (e.qg.,

YouTube for Al Steak Sauce). This can include the

distribution of views by visitor:
How many visitors viewed more than one
video
How many viewed only one video
How many commented on a particular
video
How many shared the link and invited
friends to also view the video
The contest site design will be the primary deter-
minant in the level of statistics available on the
contestants, subscribers and viewers.

Target audience

Traditional media: With mass media and the ex-
isting mature measurement systems, most media
buyers can deliver a good estimate of the number
of viewers falling into a target demographic. With
the Extreme Makeover example above the 3 GRPs
delivered three times each week, may be made up
of 50% in the target demographic.

Social media:With social media, the marketer

has less control over the target audience viewing
contest submissions. With some social media
sites, viewer demographics and other information
is starting to become available. Generally, though
most social media still skews to the younger gen-
erations, although that is now changing as more
of the baby boomer generation gets more heavily
involved in social media.

Adstock

Traditional media: Adstocks for mass media have
been around a long time and represent the decay

demandROMI

in response over time of a particular media place-
ment. For example, a TV commercial insertion
ghay KefivieiEL 00 Ydspbnses $hé firsk wieek2 50 thé
next, 25 the next and so on.

Social media:Social media has a similar decay
function and because of the wealth of tools inher-

Sentimentality: Tonality

2,000

1,000 .
Negative tonality

Very  MNegative Neutral Pesitive  Very
negative Positive

ent in Internet marketing adstocks for social me-
dia can be relatively easily determined. Typical
adstocks though seem to be very fast and the de-
cays seem to last only a few days.

Sentiment: Tonality and emotion
Traditional media: There are several great tools
available in the marketplace to measure the senti-
ment of particular messages. With mass media
the message is typically fully tested prior to airing
and aligns as closely as possible with the brand
communications objectives.
Social media:With social media, typical tools
measure positive, neutral and negative tonality.
They are reasonably accurate given good set up
and manual oversight. With emotions, the tools
also provide good insights and with manual over-
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sight can also deliver a good posi-
tioning of the brand in the social
media ecesphere. As opposed to
the controlled input message and
tested response with traditional
media these tools measure the
sentimentality of the conversation
which can only be partially influ-
enced by the marketer. In the
YouTube example for Al Steak
{1 dz0Ss G2yl ftAade
analysis, because of the structure
of the contest.

A

Because of the nature of the Al Steak
Sauce campaign, the tonality will gen-
erally only be positive. Contestants
can submit negative toned videos but,
if necessary, they can be quickly re-
moved by the marketer. Depending on
the makeup of the contest and the
submission mechanism, even the mes-
sage can be reasonably controlled al-
lowing the marketer control of the
viewed messages in each of the sub-
YAdaAz2yao 2 KIFG Aay
potential comments posted on You-
Tube of each submitted video and any
comments submitted on other sites
referring back to the contest.

Lastly, what is only partially known is

the profile of the viewers. Are they in
I'mMQ&a GFNBSG LINBTFALS
ing the submissions for the entertain-
ment value, or do they have any num-

ber of other traits reducing the value

to the Al brand.

404.816.4344 | www.DemandROMI.

Passive social media conversation

Marketing actions influence the content, quantity and tone spo-
1Sy Fo2dzi I O0NIYR AY
operations also impact what gets said. This background conver-
sation takes place whether the company responds to it or not.
Customers will write ratings and reviews on their experiences
with the brand. Customers will have bad (or good) service ex-
perience and they will write a post and comment about the
brand to their network. They find out about the greaess or

éﬁ@@ereqf anE j'heM ﬂ/rite .1postljaR0%t1 the brand. Competitive
ar

eting and missteps will influence the level of activity in the
social media ecosystem. Many things can happen and messages
and conversations appear in social media often without prompt-
ing. These posts can be used for great market research into
product and service quality, but it also impacts sales in positive
2N yS3ItiABS sl eao I aSNRSa
ing can devastate sales of that offering with that retailer. If the
0N} YR R2SayQi NBaLRYyR
tailer and other retailers may suffer.

When these messages appear the brand can respond or choose
to do nothing. Based on these responses or lack thereof the
brand can have some level
of mitigating influence on

hat ars-overall ip the
egouciafcr?\%% a Lécl(\)fsig/s[te&tgl
is this passive social medii
conversation that appears
as a background activity
ebbing and flowing de-
pending on the news cycle
the time of day, the day of
ihe Y\/eﬁII -0r muoRt% aénd 2
many other factorg, many
outside the control of the
online marketer.

Measuring these impacts
can be difficult but data
gathered from them will be
especially valuable. De-
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pending on their overall media weight compared to Brand marketing activities and competitive mar-
traditional media (that is, the number of people that keting activities are significant drivers in the level
see the post compared with a TV ad) may be very low.  of discourse found about a brand. Unless the

It may be read by 1,000 consumers, paling in compari-  number of post recipients rival the number of

son with an ad campaign that may reach 20 million impressions viewed through mass media, the level
households. of synergy social media has on other traditional
Critical to measuring the impact of passive social me- media is generally small.
dia conversatiohis to know the popularity of the blog,  Ad placement and context; Diminishing returns
micro-blog or other social media site (the reach), their I 60f233SNNa ONBRAOAfAGE |
credibility and authority (persuasiveness). akin to ad placement and context. An automotive
blogger with 10s of thousands of followers writing
Probability of seeing the message about food may be significantly less influential
Blogger popularity is a key driver. Measurement when talking about packaged foods than a chef
G22ta&a GNF Ol 3ISYSNIt LI LidAomir GoadsNetyalki Frerpay anglytigs pesS | y
exact count of viewers or followers. spective, the marketer needs to classify those
The number of posts can be tracked over time and  bloggers that are more likely to have influence in
with some popularity estimates, rough estimates their category versus those that may have a large

of the level of influence of particular social media T2t 26Ay3 0 dzi 62y QG Ay Tt dz
sites can be estimated and used to determine the Target audience

impact a post might have. Using some of the available tools, the demog@ph—
Persuasiveness AOa YR ISYRSNI 2F 0UKS o0f 2

Persuasiveness in the social media ecosystem is ~ munity can be determined. The coverage of the

determined by the authority and credibility of the tools is often less than 50%, but as these tools

blogger as well as the closeness to the recipient. become more sophisticated, the demographic

C2NJ aiNRy3 O0NI}yRaxI &azvS$S pdflesiokti® blggggrsycanhexetermiped. dAovws N&

may even defend the brand and mitigate a com- ever as the trend toward providing less informa-

L I AYySNRa SF¥FFSOho tion to third parties progresses this may become
Frequency, sequencing and flighting; Distribution limited.

of impressions Adstock

There are many tools available to the marketer to Because most posts are sorted by recency, older

track the volume of posts over time. posts about a brand quickly disappear. Unless the
Synergy post gets picked up by many other social media

sites, its impact can quickly die off. On the other
hand, posts about a brand also influence search
engine results and can have long term lingering
effects.

Sentiment: Tonality and emotion
Because the brand is in control of the outgoing
messages, the brand has to review responses and
comments generated by specific posts. With the
available social media tools combined with man-
dz- £ 2@SNRBRAIKG GKS aSydAayYs
posts can be determined and measured.

3Ratings and reviews will be considered separately.
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Branded community

Branded communities represent in-
vestments made by the brands to pro-
vide a forum for their consumers to
participate in a community focused on
the topics surrounding the category.
C2NJ SEFYLX ST YAYOSN
babynetwork.com provides advice for
Moms on a variety of topics relating to
olo& OFNBxZ 2F gKAOK
baby care brands can benefit. In the
crowded baby care market and the
crowded mommyblogger space, a
branded community has to offer a lot
of value to attract bloggers, to keep
them engaged and to then influence
them to become or continue to remain
loyal to the brand and the community.
Branded communities require a three
tier approach when it comes to meas-
uring marketing effectiveness. The
first tier has to do with attracting blog-
gers and readers to the branded com-
munity. The second tier is to influence
0KSY G2 LJzNOKIasS Y2
products. Different from active social
media campaigns a third tier of mar-
keting effectiveness has to do with
maintaining loyalty to the community.
The brand needs
to offer value
greater than

other competi-

tive branded and
other independ-
ent communities.
(Independent
communities
operate in the
same area as
branded commu-

404.816.4344 | www.DemandROMI.

Community Engagement Funnel

EXTERNAL AWARENESS
{non-members)
SUBSCRIPTION

[{membership)

CONVERSATION
1% & 2 tier)

INVITATION

External awareness i represents the external aware-
ness of the community.

1 is the first level of engagement with a
community. Participants become members and can gen-
erally receive additional value versus non-members.
Consumption i A member takes advantage of the of-
ferings in the community, reading posts, but not actively
submitting content
Conversation i A member participates by actively sub-
mitting content and adding value to the community
Invitation T A member shows the highest level of en-
gagement and actively solicits friends and others to join
the community.

nities, but are not funded (other than potentially through adver-
tising), managed or owned by a brand in the category. Competi-
tive sites to the huggiesbabynetwork.com include Pampers Vil-
lage at pampers.com (a branded community) and diapers.com
(an independent community).

Tier 1

Branded communities must be considered a product that lives
and breathes just as much as any other brand that a company
may have. It has the added effect that the success of the com-
munity is also greatly influenced by the success of the brand. If

Prove and | mprove
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the brand becomes neglected the branded communityO 2 y & dzY S NI &

will also see declines in membership and activity. If
the brand succeeds and grows so, too, will the
branded community. In addition to the marketing for
the brand, marketing must also drive awareness and
consumption of the community. Marketing to drive
visitors to the site can be done with both traditional
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comment is presented.

Secondly, because the review reader can be right at
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have to be that high in order to have a large effect.
Ratings and reviews have an enormous influence over
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and social media. In addition, the packaging and othesales because when a prospective consumer seeks out

materials delivered along with the product can be
used to promote the branded community. The effec-
tiveness of this marketing can be measured using the

NI GAy3a FyR NB@GASsazr (GKSe |
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sarily fall out of the ratings equation. Once a bad (or

community engagement funnel shown. Each level cargood rating) is given it can drag down the overall rat-
be considered a dependent variable or success metricing until there are enough other ratings to counteract

Each of the components of the media framework ap-
plies to the traditional and social media elements exe-
cuted to drive community awareness, subscription,
consumption, conversation and invitation.

Tier 2

Once a brand has been able to drive activity in a
branded community, the brand must now work to
drive community members into the stores to purchase
their products. Display ads, coupons and other offers
are the norm and can be measured using methods
usually ascribed to traditional media. They too follow
the components of the traditional media measure-
ment framework (excluding sentimentality).

Tier 3

In a similar way, marketers must work to maintain
loyalty in the community. This can be done with tradi-
tional predictive modeling (not described here) in a
similar way that loyalty programs drive loyalty and
reduce churn in other physical and virtual markets.

Ratings and reviews

Brands must take very seriously product ratings and
reviews that are provided directly at the point of pur-
chase. For example, a negative or positive post on
CompUSA.com about the Microsoft Xbox 360 Elite

Game Console could easily impact sales of the product pr

with this retailer and with other retailers. These types
of posts may have an inordinate influence over the

its influence.
Lastly, ratings and reviews can be easily found if you
are a shopper using them to support the purchase
RSOA&A2Y D I aSkNOK F2N Q-
Blog Search results in over 5 million results. Narrowing
0KS &aSHNDK (2 W-02E ocn 9f
delivers over 100,000 results.
From a marketing effectiveness perspective, this is a
critical area for marketers to listen, monitor and re-
spond, if appropriate to influence sales volume.
Probability of seeing the message
For those shoppers regularly making online pur-
chases based on reviews, there is a high likelihood
that they will find reviews on the sought after
product. These types of reviews are typically
more prevalent for brands in high consideration
categories.
Persuasiveness
Often, ratings and reviews functions of retail web
sites provide a method to rate the reviewer. They
also provide a mechanism to review other reviews
of a particular reviewer to determine the veracity
of the comments made by the reviewer. This in-
fluences the perceived persuasiveness of particu-
lar reviews. i
Frequency, sequencing and |,
flighting; Distribution of im- |
essions
There is little a brand can
to affect the number and




el I demandROMI

Social Media Metrics & ROI

timing of reviews posted. They
can only hope they can quickly
respond to any particular mis
statements or migerceptions
relating to a specific review. If the
elements of negative comments
from a review can be corrected,
the correction needs to take place
as quickly as possible.
Synergy
There have been a number of
studies indicating that the better
the brand the fewer or less harsh
the criticism will be for customer
complaints. So there is a clear
synergy between brand percep-
tion driven by any media and the
number and ferocity of com-
plaints.
Ad placement and context; Dimin-
ishing returns
Since reviews are placed with
other reviews very near the point
of purchase, they are in a context
ideal to support or deny a poten-
tial purchase.
Target audience
Depending on the target audience
ratings and reviews will have a
higher or lower impact, although

404.816.4344 | www.DemandROMI.

for targets that are less active
in social media, influence can
now be expected from those
consumers whose friends or
family are active in social me-
dia.

Adstock
Because reviews can be sortt
by recency, rating, reviewer
rating and other factors the
life and influence of a review
can be quite long. The shelf
life of content on the Internet
is indeterminate and can be
very long.

Sentiment: Tonality and emotion
Ratings and reviews are typically either positive or negative
and generally not neutral. The tools providing listening and
filtering for ratings and reviews can provide valuable insight
into how a brand should respond to negative and positive
comments.

SEO tagging and bookmarking

Social media drives search engine resuisarch engine results
deliver more visitors to a website, with the intent of delivering
more leads and conversion3he more comments/tags/ book-
marks and the more recent those comments/tags/ bookmarks
the higher a site will rank when consumers search for specific
terms in the web search engines, such@sogle, bing,Yyahoo

and others and in the blog search engines, such as, Digg, Tech-
norati and others.Marketers can improve their search results
through sophisticated strategies delivering more exposure for
the brand and more clicthrus to branded properties.

Probability of seeing the message

Commenting/tagging/bookmarking can be used to increase

search rankingsHigher rankings resulting from searches for

critical search terms relevant to the brand will increase the

0Nl yRQa OKlIyOSa 2F o0SAy3a asSSyo
Persuasiveness

Commenting/tagging/bookmarking drive persuasiveness

Prove and | mprove
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indirectly through the ability of the brand to make
certain that when a consumer searches for spe-
OAFTAO AYTF2NNIGA2YZE GKS
one more likely to be seen.

Frequency, sequencing and flighting; Distribution

of impressions
Frequency of searching on specific terms is only
marginally driven through traditional and social
media. It is an indirect effect from the presence
of the brand in the eyes of the consumer that may
generate a query by a consumer.

Synergy
Higher search engine rankings result through tra-
ditional and nontraditional exposure for the
brand in the marketplaceThe larger a brand the
more traffic it will garner to a website, the more it
will have comments in the ecosphere and there-
fore the higher the search engine rankings.

Ad placement and context; Diminishing returns
Search engine specialists can optimize a brands
web and social presence for specific search en-
gines. The largest search engines are the ones
that are typically targetedWith the right optimi-
zation search engine marketers can help the
brand appear in organic searches more often in
the right places in the right contextt is poten-
tially better for a food related brand to show up in

demandROMI

on themselves, the results are slow to build but
also slow to decayOnce a certain ranking has

0 beknyagheved thabkiaad nyscordinué tb dowsdll (i K

for a long time, although it may not necessarily be
ranked number 1 with that particular search term.

Sentiment: Tonality and emotion

Given that consumers can also write negative

things about a particular brand, this may lead to a
brand ranking high in searches for things they

R2y Qi o6yl (2 &darcHeagng OALI
marketers must also look at defensive search

terms in order to minimize potentially negative
references to a brandFor example a search on

GKS 62NR WKIGSQ Ay ¢SOKy?2
results with Sean Rose at the top. (search run

Sept. 29, 2009).

Marketers must also make certain that particular
LIKNF aSa I NByQild dzaSR ¢ KAOK
something positive, but when seen through the

eyes of a search engine deliver very negative re-
sults. C2NJ SEI YLX S5 | &adrasSyS$s
ONI YR L t20S G2 KIFIGiSQ YI @
guences.

How can marketers take advantage of
social media metrics to deliver ROI?

the food category rather than in the cooking cate- Social media can deliver high ROI for all types of mar-

gory.
Target audience

keters. Whether they market products and services
for consumers or businesses or other organizations,

Search engine results reach the public at large angocial media can drive messages and persuasion

are difficult to target to specific audienceblow-
ever, bounce rates are one way to evaluate the
success of search engine optimization (and other
sources of traffic) successfully attracting a target
audiencé. Tags and bookmarks can narrow the

results, but reach a more general audience simply

searching on some search term.

Adstock
Because comments/tags/bookmarks tend to build

“Bounce rate is the percentage of single-page visits or visits in which the
person left your site from the entrance (landing) page. Google.com/

analytics, What does bounce rate mean? October 1, 2009)
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among the target customer set.
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For online consumer market-
ers (where mass media and
Internet activities drive sales

primarily over the Internet)
Online consumer marketers can easily
manage and measure their results.
With many different web based meas-
urement tools, they can easily measure
the number of new visitors or existing
customers driven to their web proper-
ties through social media. They can
use last touch attribution or other
techniques to measure the level of
conversion from various traffic sources
and can use more sophisticated tech-
nigues to measure the true incre-
mental effects of each of the market-
ing channels employed.

For B2B marketers (with a
sales team, requiring lead

generation)

B2B marketers often need to generate
leads of a high quality and probability
of converting to sales. The prospective
buyer lead is often the key success
metric for these marketers. Develop-
ing clear definitions of lead quality and
correlating those back to the various
marketing sources can lead to im-
proved success measurements and ROI
for B2B marketers. Once this is in
place, B2B marketers can use these
same measurements to start to deter-
mine the effectiveness of their social
media marketing.

For offline consumer marketers (where mass me-
dia and Internet activities drive sales primarily in

physical stores)

Consumer marketers drive sales through perceptions about their
brand measured through brand imagery tracking studies. Brand
perceptions and image are measured througstraicturedsur-

vey process distilling the responses down into a handful of spe-
cific brand attributes and consumer purchase funnel levels. By
understanding how these brand perceptions drive revenue, con-
sumer marketers are very adept at delivering messages into the
marketplace to take advantage of opportunities that may arise.
On the other hand social media represents how consumers talk
about a brand when they think no one is listening. They use
uncertain, unclear, unsophisticated andstructuredanguage
relating their experiences with the brand to others in their com-
munity. Understanding this language and mapping it into their
brand position can help marketers significantly increase the suc-
cess of their brands.

Now that we have defined the metrics criteria for social media, a
series of papers will provide detail on:

Y How to define social media success metrics

9 Modeling social media to calculate ROI

About DemandROMI/

DemandROMI is a marketing consultancy providing tra
strategic services to accelerate revenue growth and de
more bang for the marketing buck. DemandROMI help:
zations pinpoint the greatest levers of revenue in their |
and then creates and executes a plan to exploit those |
DemandROMI has successfully delivered strategic anc
ing ROI consulting for a wide range of companies

both in the US and abroad in many i es, includ-
ing high tech, insurance, CPG and s ﬂ . For

more Informatiomywwisittmandromi.co -
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