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“Half the money I spend on advertising is wasted
the trouble is I don't know which half“

John Wanamaker,   1861
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Mass Production

Mass Distribution

Mass Communication
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Marketing =

Noisemaking 

Advertising

Build awareness

Build recognition

Build confidence

Build attraction

DesireTrust

Advertising

Logo

Slogan

Jingle



Measuring What You Don’t Control

Blogs

Wikis

Ratings

Facebook friends

Widget uptake

YouTube satires
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Social Media Defined & Decided

platforms that allow content

to be easily distributed 

through online tools

Social Media Defined & Decided

Forums & Message Boards

Reviews & Opinion Sites

Social Networks

Blogging

Microblogging

Bookmarking

Media Sharing

Social Media Defined & Decided Social Media Defined & Decided



Social Media Defined & Decided

This is how 

connected humans

communicate

from now on
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How much?
How fast?
How many?

Social Media Defined & Decided

How valuable??
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Raise Revenue

Lower Costs

Increase Customer Satisfaction

The Three Big Goals
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Help

Get Attention

Connect
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Advertising

Marketing

Sales
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Advertising

Marketing
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Social MediaHelp

Get Attention

Connect Social Media

Sub Goals
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Reach

Frequency

Awareness

Legacy Metrics

Reach

What 

Percent?

Legacy Metrics

Reach

Frequency

Awareness



Legacy Metrics

Reach

Frequency

AwarenessHow often?

12% Reach * 3 exposures at $X = Y response
12% Reach * 6 exposures at $XX = Z response 

Blogosphere

Measuring Your Own Blog
RSS Subscribers
Readers per post

Measuring the Blogosphere Measuring the Blogosphere



Blogosphere

Measuring Your Own Blog
RSS Subscribers
Readers per post

Were those people or robots?
Did they read or click by mistake?

Did they internalize your message?

Measuring the Twittersphere

Reach & Frequency
Opportunity to Share

Reach & Frequency
Opportunity to Share

Reach & Frequency
Opportunity to Share
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Measuring Awareness
Familiarity

Recognize brand

Attribute themes & qualities

Understand programs & policies
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Measuring Awareness
Familiarity

Finger 
Lickin’
Good 

Convenient

Inexpensive

Tasty
Fast
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Recognize brand

Attribute themes & qualities
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Reach, Frequency & Awareness
Virality

Measuring Awareness

How many people had 

the opportunity to see?

How many people saw?

How many people remembered?
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Measuring Attitude

How do they feel?

What do they think?

What are they saying about you?

Will they recommend you?

Measuring Attitude

Online Metrics On Your Site

Positive

Negative

Net Promoter Score



Fail

Fail

Fail

Fail

Fail

Fail

Fail

Fail

Fail

Fail

BuzzLogic.com

DynamicLogic.com

JDPowerWebIntelligence.com

Jodange.com

MarketSentinel.com

Klout.net

ScoutLabs.com

Twendz.com

Twitalyzer.com/brand

and many more every day

Measuring Attitude
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Measuring Response

Measuring Value

The likelihood-based influence analysis methodology 
introduced in Cook (1986) uses a parameterised space 
of local perturbations of a base model.

Rank & Authority

Measuring Influence

Influences
thousands

Influences
hundreds of
thousands

Influences
millions



Influential People

Influential Topics Influential Topics
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Measuring Response

Visits

Clicks

Retweets

Blog Posts

Blog Comments

Ratings

Bookmarks

Social Actions
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Blog Posts
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Leads

Purchases

Repeat Purchases

Recommendations

Business Outcomes
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Measuring Response

Subscriptions

Memberships

Registrations

Survey Completions

Leads

Purchases

Repeat Purchases

Recommendations

Business Outcomes

Personally

Identifiable

Information

Revenue

Growth

Customer 

Satisfaction
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How Much is a Social Media

Participant Worth?

29¢



How Much is a Social Media

Participant Worth?
If:

10,000 people are talking about shampoo

And, a new customer has a lifetime value of $29 (profit)

And, joining that conversation causes 5% of them to try

And 5% of those remain loyal

Then:

10,000 x 5% = 500

500 x 5% = 25

25 x $29 = 725

725/10,000 = $0.0725 per participant = 7.25 ¢

How Much is a Social Media

Participant Worth?

29¢

How Much is a Social Media
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29¢$29 million

Relevancy

Put the right message

In front of the right person

At the right time

Relevancy

Put the right message

In front of the right person

At the right time

Get the right message

from the right people

at the right time

CrowdsourcingCrowdsourcing



Is Social Media Improving Your

Marketing Results?

Acquisition 

Navigation

Consumption

Interaction

Contribution

Frequency

Outcomes

Satisfaction
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Munich, Mar 23-24
Toronto, April 6-9
San Jose, May 3-7,
London, May 17-18
Paris, June 15 - 16
São Paulo, August
Madrid, September
Stockholm, October
Washington D.C., October


